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A Hundred Years of Service R 


LTHOUGH the hundred years of service and success of AY 

The Geo. Worthington Co. is a noteworthy achievement, the ‘ 
alert, modern merchant judges us not by the things we have A 
done, but by the things we are doing—for him today. $ 

He knows that this organization carries very extensive and 
widely assorted stocks of merchandise upon which he can draw 
at a moment’s notice. 

He knows that he can buy a smaller order of goods from us 
than from the manufacturer and thereby increase the variety of 
his stock and multiply his chances of sale and turnover. 


He knows that this institution has enabled him to purchase 
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$ more readily nationally advertised products. . 
f To the thinking merchant we point to our One Hundred j 
4 Years of success, not so much as an achievement, but rather as 
an inspiration to greater service for him in the future. | 

THE GEO. WORTHINGTON CO. i 

CLEVELAND Established 1829 . OHIO 
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the outsider looking in, Good Hardware— 


Corbin— says “Keep Out.” % 


Sturdy Sash Fasteners of solid brass or bronze that will not give an inch. 
Cylinder Locks that admit no one save their owners. Staunch Bolts to bar 


intruders. Strong Night Latches to guard the unprotected door. JUST ABOUT 


Corbin 5,000,000 copies 
of this advertise. 
ment will appear 
this month. Ye, 
P. P. CORBIN SINCE NEW BRITAIN even the I1sttle 
SU 18499 CONNECTICUT things of good 
iware Corporation, Successor hardware get good 

NEW yok CHICAGO PH!LADELPHIA advertising. 


Each made for your protection and made as only Good Hardware 
is made—to look well, to work well, to last long. Whatever your building 
need may be, there is a Corbin answer to it. 
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| SESQUI- CENTENNIAL 
F CARPENTERS PREFER 





SORENESS: 1 





DISSTON SAWS 


Check-up of Men Employed on 
Huge Exposition Stadium 
Shows Overwhelming 
Choice of Disston’s 








When Philadelphia commenced 
its mammoth undertaking of con- 
structing the buildings for the 
Sesqui-Centennial celebration, the 
call was broadcast for carpenters. 

And they came—from all over the 
country. Here in one compact 
group was a true picture of Amer- 
ican carpentry. 

So Disston decided to check again 
that famous phrase that Disston is 
“The Saw Most Carpenters Use.” 

A disinterested party interviewed 
hundreds of carpenters employed on 
the new Stadium. 


91% Used Disston 


And 91% of them replied: “I use 
Disston Saws.” 

Think of it! 91 out of every 100 
carpenters from all over the country 
used Disston Saws. 

Consider what such preference 
means in your Saw Sales. 
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" SEND FOR THIS 
“SELL MORE SAWS” 
TRIM 


For the first time, the hardware 
trade is offered a window trim 
which does a definite job of educat- 
ing and interesting customers in the 
uses of saws. 

With this Disston “Sell More 
Saws” Trim you are furnished a 
quantity of Disston Saw Charts for 
free distribution to your trade. 

The trim in your window shows 
the different saws—rip saws, cross- 
cut saws, hack saws, back saws, 
compass saws, etc. —and a card in- 
vites people in for the free chart. 

The chart illustrates and describes 
the many uses around a home for 
these different saws. 

This unique trim will sell saws 
for you. Send for it. Be the first 
to display it in your locality. 


Published by HENRY DISSTON & SONS, INC., Makers of ‘‘The Saw Most Carpenters Use,’ 























ARTHUR E. JONES 


Treat Hardware Corp. 
wrence, Mass. 
“Count me in on the Disston 25-Year 


Club. I have handled Disston Saws for 


39 years.” 





Cc. R. WALDRON 
Baltimore Hardware Co. 
Baltimore, Md. 
“We have been selling Disston Saws 
for 30 years. We plan to place our 
certificate in our saw case.’ 





USE THE CONVENIENT COUPON 
TO JOIN THE 25-YEAR CLUB 


Enter your store in this fast- 
growing organization of dealers 
who have sold Disston Saws for 
twenty-five years. 


No Cost 


There is not a penny of expense 
to you. If your store has stocked 
and sold our saws for a quarter of a 
century, fill out and mail the appli- 
cation form below. That is all you 
have to do to join the Disston 25- 
Year Club. 


Handsome Certificate 


You will be sent a handsomely 
engraved certificate of membership, 
tastefully framed, with the name of 





your store hand-lettered on it. The 
certificate will bear a gold star for 
every ten years that you've dealt in 
Disston Saws. 

It will be a mark of merit to dis- 
play the 25-Year Club Membership 
Certificate in your store. Not alone 
because you have handled Disston 
Saws, but because it shows the length 
of time you have satisfactorily 
served all customers. 

The Disston 25-Year Club roster 
already contains scores of names 
prominent in hardware. 

Enter your store. There will be 
interesting and beneficial features 
for every member. Use the coupon. 





Dept. 1, Philadelphia, U. S. A. 


whatever to us. 


APPLICATION FORM--Disston: 25-Year Club 
HENRY DISSTON & SONS, INC., 


Please enter our application for membership privileges in the 
Disston 25-Year Club. We understand there is to be no cost 











Name of Store 


Street and Number 





PO eRe COUPE O PSEC ECR eRe Te ee eee Te eee 





City and State 


Name of individual who will represent store in Club activities: 
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’ PHILADELPHIA, U. S. A. 
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To Hel b You Sell 


ARMSTRONG 
ARMSTR aoa “VANADIUM 


a Nz ADIUM Super- Quality 
WRENCHES 


| 





Pn 


MD 








Super — 
VA / RE _y J ( a CHT os 
—s mo —— _— — ee Here’s an outfit that will boost your wrench 
da! ¢ a sales wonderfully. This beautifully designed 
7 A FG ‘J : y display board holds six each of sixteen sizes of 
| | - rs wrenches. Wrench buyers usually buy several 
sizes—because of the effective display. Board 


is 40 inches high. Boards supplied FREE to 
dealers ordering the complete assortment. 





St cs Se ss sess 





ARMSTRONG-VANADIUM Wrenches are 
drop-forged from select Chrome-Vanadium 
steel, heat treated and finished in nickel over 
copper with heads buffed bright. They are the 
LONGEST, STRONGEST, HANDIEST 
Wrenches obtainable. Tested and fully guar- 
anteed. 

These wrenches are extremely long and 
light as compared to their capacity. The jaws 
are thin and narrow and can get at the nut that | 
is placed in close quarters. 

The best in material and workmanship is 
put into these wrenches. The name of ARM- 
STRONG stands back of them. 


ry Send for Free Descriptive Folder 


Write today for folder with full description and prices. 
Be one of the first to stock these fast-selling wrenches. 


“No Wrench Could Be Finer 





No. 50 Wrench Assortment and Display Board 


ARMSTRONG BROS. TOOL CO. 


“THE TOOL HOLDER PEOPLE” 


314 N. Francisco Ave. 
CHICAGO, U.S.A. 





i 
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500 Push Broom. Made of gen- 
uine African Bass—leng th of 
fibre 6". Size of block 16" x 3%" 
—sweep of broom 2214", large 
flare. 


More Profits for Hardware Dealers 
Selling Osborn Push Brooms 


Osborn makes a better- 
wearing, better sweep- 
ing broom for every need 
—~from finest bristle for 
tiled floors to heavy 
duty bamboo and flat 
wire for street and fac- 


tory use. 





0277 Bamboo Push Broom. 
Made of Split Bamboo. Length 


of Fibre 7". Block size 16" x 
314” A heavy duty push broom 
at a low price. 


fibre 6”. 


277 Rattan Push Broom. Made 
of select round reed. Size of 
block 16" x 3%". Length of 


There’s a steady de- 
mand for brooms of this 
type—and you will find 
it easy to sell Osborn 
Brooms because of their 
high grade construction, 
better-wearing qualities 
and low price. 





121 Flat Wire Push Broom. 
Made of tempered flat steel 
wire. Widely used in road 


construction. Block size 
16" x 24,"—length of wire 5". 


JHE OSBORN MANUFALTURING LOMPANY 


(NCORPORATED 


5401 Hamilton Ave. 


Cleveland, Ohio 


Makers of nationally advertised Osborn Blue Handle Brushes and 


Osborn Du-All Mops, Dusters and Polish. 
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A BETTER WEARING BRUSH FOR EVERY 








USE 
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TRIMO 
PIPE 
WRENCH 





TRIMO 
MONKEY 
WRENCH 





TRIMO 


Prepare NOW—For Big 
Fall Demand for These 
Tools 


With the opening of Fall trade 
next month, TRIMO’S national ad- 
vertising in general magazines, farm 
and seckuioal publications will be 
resumed with renewed vigor. 


Practically every type of tool 
buyer is reached through TRIMO’S 
national advertising—house- 
holders, mechanics, farmers, pur- 
chasing agents, etc.—so no matter 
where your store is located, your 
TRIMO sales will soon be greatly 
stimulated by our Fall advertising. 


Every first class hardware store 
should carry a complete size assort- 
ment of these four TRIMO TOOLS 
—place a Fall order with your job- 


ber—NOW. 


TRIMONT MEG. CO. 3% 


Roxbury, Mass. 


TRIMO 
PIPE 
CUTTER 
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STANLEY MERCHANDISING HINTS 
SUBJECT No. 14 7 


he - aeluluiaa Ch: 


Head forged from special steel, cor- 
rectly hardened and tempered. 


Claws that will grip and pull a nail 
by the shank. 


Perfect balance and feel. 


Handles of sound young straight 
grained Hickory, shaped to fit the 
AF Tale 


PW Galelmelere isla me-t-t-F-felal-1e Ma E-falel(-Pam lel ae 
cibly driven into the Hammer Head, 
and fastened with two Patented 
Wedges, keeps the head from 
voxel aatiale molar 





You can recommend this Stanley 
Hammer to your Carpenter friends 
because :— 


1. No. 15, produced by skilled work- 
men, has all the qualifications that 
a mechanic expects to find in a ey a a oe 
good Hammer. , 
Size 1—20-Oz. Head be 
2. It will do the work he puts it to, y roliglg WRC mag pe a 
to his complete satisfaction. 
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3. It is the ARISTOCRAT of the Ham- : 
Stanley makes a complete line of 


mer line. woodworking tools in keeping with 
the high quality of Stanley Planes. 


lw", 


THE STANLEY RULE AND LEVEL PLANT SELL THE LI N Ev 


A 
y 
This trade-mark is ameans of identification ; 


NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle =r] STA N LEY _— 
2 Sy. 


STANLEY TOOLS 
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Look at these 


STILLSON* 
(like Walworth) is a 


trademark and refgis- 
tered by its owner, the 
Walworth Company, 
in the U. S. Patent 
Office, in the several 
States and in foreign 
countries. 


ot = 
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From an unretouched 
photograph of a 14-inch 
Walworth STILLSON 


after 40 years of use. 














40 YEARS OLD 
and the teeth still sound 








ERE is a STILLSON that 
has put in 40 years of hard 
work. Take a look at the teeth 
—the photograph shows them 
slightly magnified and without re- 
touching. 


These are the original teeth. 
They have never been sharpened 
or tinkered with in any way. 
They never needed it and they 
don’t now. 


WALWORTH COMPANY, Boston, Mass. 


Plants at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. 


That is the way Walworth has 
been forging STILLSON 
wrenches for 5/ years—as hard 
and sharp as tough steel can be 
made. They are all the same, 
from the 6-inch to the 48-inch size. 


It’s just about as easy to sell two 
STILLSON wrenches as to sell 
one, for almost everybody uses 
them in pairs of different sizes. 
Make one size sell another. 


Distributors in Principal Cities of the World 


Walworth International Co., New York, Foreign Representative. 


WALWORTH 


STILLSON’ 
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The best known 
and known as 


THE BEST 


PERFECT 
TEMPER 


KELLY HAMMERS MAINTAIN THE RECORD 
OF KELLY MERIT 





KELLY “VANADIUM” 


Drop Forged from a NEW steel of VANADIUM ANALYSIS 
recently developed and made EXCLUSIVELY FOR US. 


TOUGHER and STRONGER 
than any HAMMER steel 


THE 





FINEST heretofore produced. ; 
CARPENTER N THE 
HAMMER - TOUGH 
\a | STEEL 
am No. 21'1,—16 oz. head. Retail price, $2.25 each. I 
is No. 22 —13 oz. head. Retail price, $2.25 each. U 
Hexagon neck, Round head, re-inforced “Bite- M 


Tite” claw. 
High polish finish. 
Special shape, second growth hickory handle. 
Each “Vanadium” tool is packed in an individual carton. 


These hammers have made a hit; new, attractive finish; very striking; 
THEY ARE EXCEPTIONAL VALUE AND THEY LOOK IT 
FAST SELLERS—QUICK TURNOVER—FAIR PROFIT 





“Falls City” ) i\ "Yellow Hammer” 
— on : ; 
U No. 301'4,—16 oz. Oct. neck, Round head. a ing roe — a cys 
Polished, with Green enameled neck and claws. 9 r 
neck and claws. 


Retail price, $1.25 each. Retail price, $1.25 each. 





‘ “Falls City” fs 1 “Hand Made” 
TE No. 114,—16 oz. Bell Face. Polished. No. 114,—16 oz. Bell face, Black, forge finish. 
Retail price $1.00 each. Retail price, 75c each. 


Kelly Axe & Tool Co. Charleston, W. Va., U. S. A. 
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LTATIC! An augmented symphony of cat-fights, complicated by an ama- 
teur violinist trying to drown out the back-firing in the muffler, inter- 
spersed with bag-pipers competing with machine gunners, garnished with 
selected serenades from the Russian Wolves, with time out while the North 
Wind settles an argument with his wife. Static! O Radio, this is thy sting! 

The only thing that can make a horny-handed son of toil 

madder is to have his trusty sledge “bust” in his hands. 

“Crystallization” is the static of steel. The Quikest way 

to kill it 1s to tune in on Quikwerk. 
Station QUALITY—and we won't sign off 


THE WARREN Toot & ForGE Co., 240 Griswold St., Warren, O. 
Picks Mattocks Sledges Hammers 
Bars Chisels Hoes 
Wedges Tongs 
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FORGED TOOLS 
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The Institute’s care- 

ful tests determine 
the accuracy of the 
oven regulator. ALL 
pach are devices 
and appliances ap- 
proved by the Instt- 
tute have been thor- 
oughly tested. 


END for this booklet “About Good Housekeeping Institute.” It 
tells how manufacturers obtain the Good Housekeepirig Seal of 
Approval—how consumers everywhere rely on it—and how dealers use 
the Seal of Approval to close sales. It is free to manufacturers and 
dealers requesting it on their letter-head. No obligation whatever. 











sted and Approveg 


SERIAL HO. 0000 









Te 





GOOD HOUSEKEEPING 


119 West 40th Street New York City 


Good Housekeeping 
e. ¢ Institute wt 


Conducted by pr 
AOUSEKEEPING MAS 
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A new fire-exit latch bolt 
that can’t be jammed 


oye og Pa LS nae: Soe ae 
fe 3 PF? ‘ ais 
* s WS aly Oe A “ ra Ce ah 
+a - Fe he . . s 
; - ee te Oca AA A AB ag 
a 
niger creas 


A oon 


3 
? ~ ee 
> iz 
& 
‘ 
0 D0 pe iim 


’ ty Make 
MR a * $ 
Kas a > 
ea 
oe ES eee 





ationnes Be 
AO A thi itil 











; : was 
to SRE Ug Se yee 
Sets silt aS lla aE a 
— NO en BOR. 


SL of 
ee a 
a Ge on 


ee 
: . 2 Sie 
ae ae Ns 


fo 
-_ 


- 7 . » 
oe be SR : oy 
Rend lead centiiing atten a 
. ° “ste o re oe 


Not even the pressure of a panic-driven crowd 
can make the Sargent roll-back latch stick 


YOU will be interested in this new 
development which has become the 
standard action for Sargent fire-exit 
bolts except the gravity - locking 
type. In those communities where the 
fire or building laws are very strict— 
as they are in New York and other big 
cities and as they will eventually be 
everywhere—this new mechanism is 
meeting with great enthusiasm. 

The improved action is shown by 
detailed drawing. 


bolts to be rolled back into the case 
of the lock as the doors are pushed 
open. Write for full particulars on 
the Sargent line of fire-exit bolts and 
let us help you get this business in 
the schools, theatres, hotels or apart- 
ment and office buildings that are 
about to be built in your locality. 
With the Sargent kind you can meet 
every requirement. Sargent & Com- 
pany, Hardware Manufacturers, New 
Haven, Conn. New 





Cross-bar does not 
withdraw bolts, but 
releases deadlocking 
mechanism allowing 











[SARGENT] 


York: 92-98 Centre 





Roll-Back Latch Bolt. 


Street. Chicago: 
221-223 W. Ran- 
dolph Street. 
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They do their wor 


~ thats why they ate popular 


ERFORMANCE is the answer. Not even 

Millers Falls tools will keep on selling 
unless they give good service. And few 
tools meet harder tests than spiral ratchet 
screw drivers. 


Millers Falls three—Nos. 61, 62,67—had the 
advantage of “being designed right. They 
have been improved, in three years’ actual 
use, whenever and wherever possible. They 
stand up under the severest conditions— 
in automobile factories, for example. 


You can sell them with full confidence that 
they will do their work as it ought to be 
done—and you can sell them easily. Put 
them out where customers will see them. 
Our Automatic Tool display No. 500 will 


make that easy and effective.. 


MILLERS FALLS 
Spiral Ratchet 


Screw Drivers 
Nos. 
61-62-67 


< 


led 
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Three blades of 
ifferent sizes 
furnished with 


each tool, 


Specifications: 


Spiral or rod—Steel, accurately 
machined 

Spiral Nuts—Manganese bronze 

Ratchet Pawls—Tool steel, hard- 
ened 

Handle—Stained hardwood, hand 
polished 


Blades—Special analysis steel. 
Each blade individually tested. 


“ * 


All exposed parts are highly polished and nickel plated. 
The finish of Millers Falls tools is famous. 


No. 67 No. 61 No. 62 
Length, extended, bit insested 12°s in. 20'2 in. 26% in, 
Length, closed. . .... 93, in. 14'4 inv 17% in. 
Weight, without blades . . 8o0z IIb. 1/lb.80z. 


We can furnish chuck and drills for all numbers. 
Nos. 610, 620, 670 are similar but with automatic return. 


MILLERS FALLS COMPANY 
MILLERS FALLS, MASS. 


28 Warren Street 9 So. Clinton Street 
New York Chicago 


MILLERS FALLS 
TOOLS 
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Here are four Yale padlock silent salesmen. 
They suggest a need to the consumer. They 
fulfill a need for the dealer, thereby increasing 
the use and sale of Yale Padlocks. 


No. H15 ASSORTMENT—Highest ps 
Padlocks—consists of sixteen popular Yale a 
locks, ranging in size from l-inch, for use on 
lockers, tool boxes, small chests, etc., to the 
larger 14% to 2-inch padlocks suitable for auto- 
mobiles, garages, cellar doors, etc. This assort- 
ment, embracing the leading pin-tumbler and 
lever-tumbler padlocks, presents the strongest, 
most secure and most dependable padlocks on 
the market. 


No. H16 ASSORTMENT — Popular Price 
Padlocks—consists of sixteen padlocks for every 
purpose, well within the reach of the average 
consumer. There are 1l-inch padlocks suitable 
for letter boxes, small tool chests, 11-inch pad- 
locks for bins, bicycles and tire chains and 2-inch 
padlocks for barn doors, gates, cellar doors, etc. 
[his selection covers warded and lever-tumbler 

adlocks and the quality and security are the 
est in their respective classes. 
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Vo. H1I9 
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These Yale Padlock Sélling Devices 
Will Stimulate Sales 


No. H17 ASSORTMENT—Automobiles and 
Sportsmen’s Padlocks—consists of sixteen pad- 
locks ranging in size and quality from the inex- 
pensive l-inch wrought steel padlocks used for 
golf bags, small tool chests or hunting cases to 
the high grade 2-inch cast bronze pin-tumbler 
type for use on garage doors, automobiles, etc. 
Some have elonggted shackles for locking motor- 
cycles, spare tires, steering wheels of automo- 
biles, etc. 


No. H19 ASSORTMENT—General Service 
Padlocks—consists of sixteen popular Yale pad- 
locks ranging in size from 1-inch up to ani in- 
cluding many 2-inch padlocks. Various types of 
construction and design are represented, includ- 
ing warded type, lever-tumbler type and the 
famous Yale pin-tumbler padlocks. The pad- 
locks in this assortment are suitable for all 
general uses 


All of the prvon assortments are mounted on 
highiy polished mahogany finished panels. The 
suggested retail price of each padlock is listed 
on reverse side of display. Ask your jobber’s 
salesmanor write forlatest ihanithivinslaatiess. 


The Yale and Towne Mfg. Co., Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ontario. 


YALE MARKED IS YALE MADE 






YAL 





Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks ‘ 
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No. 30. The Original Box Joint, Side Cutting Plier 
Made in Sizes 5”, 6”, 7”, 8”, 9” 


A Distinctive Pexto Tool 


The No. 30 Star Rivet, Box Joint, Side Cutting Plier is so con- 
structed and designed as to lend itself favorably to the many users. 


It is made of two pieces of drop forged steel—no welding—it 
has raised cutters, square opening in back and a perfect fitting 
joint which combines easy action and long wearing qualities. It 
is of excellent finish, is carefully tested and fully guaranteed. 


These features call for your serious consideration if you are not 


stocking and distributing this number. It is a Profit Maker and 
trade, once established, is permanent on this tool. 


Write for Catalog showing 
our complete line of Pliers. 


THE PECK, STOW & WILCOX COMPANY 


SOUTHINGTON, CONN., U.S.A. 
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Machine Screws 
Stove Bolts, 
Tire Bolts 


: American Screw Co. 
S ‘PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL, 
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In all sections of the country new houses 
are being built with casement windows. 
These three are in Florida, Pennsylvania 
and Arizona. All three are equipped with 
Win-Dor Casement Hardware 
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Turnover and profits are mighty good 
now that casements are so popular 


The complete, up-to-date and very inexpensive 
Wir<Dor Line sells readily to all builders 


Leading builders in all sections 
of the country are already use- 
ing casement windows. Their 
popularity is growing and all 
builders will soon be using 
them on a considerable por- 
tion of their new work. 


Naturally there is a corres- 
ponding growth in the demand 
for casement hardware —and 
those builder’s hardware de- 
partments that stock «Win- 


Dor” are getting a mighty good © 


volume of steady business on 
equipment for both wood and 
metal casements. 


In your territory there's plenty 
of such business and our plan 
for Dealers will get it. We 
are constantly advertising to 
all classes of your trade—con- 
sumers, builders, realtors, con- 
tractors and architects. And 
we help you tie-up to the 
business we are daily develop- 
ing near you. 


Cash in on this rapidly ex- 
panding market. Send for com- 
lete information, catalog, price 
sheets and liberal discounts. 
It will pay you well. Drop 
us a line today. 


Win<Dor 
CASEMENT HARDWARE 


THE CASEMENT HARDWARE COMPANY 
406-A North Wood Street, Chicago, U.S.A. 


FROM CASEMENT HARDWARE HEADQUARTERS 
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Making Profits for 
25,000 Dealers 


When you sell any of the brands of American Steel & Wire 
Company Fence and Posts—you have many valuable sales levers 
working for you. 

















1 Well Known. For twenty-six years the products of 
this company have been well and favorably known to 
farmers. 


2 ~=Positive Guarantee. Every rod is guaranteed to 
equal or outlast in service any fence made of same size 
wires and used under same conditions. 


3 ~=Full Weight and Length. Every American Steel & 
Wire Company Fence is guaranteed full length and 
full weight with a placard showing the specifications in 
the roll. 





4 National Advertising is continually selling the farmer 
on American Steel & Wire Company Fence and Posts. 





5 Retail Advertising Help in the form of newspaper 
ads, store signs, letters, etc., are furnished dealers free. 











6 Quick Service. Mills and warehouses conveniently 
located—completely stocked. | 


7  +#2«‘Freight Saving. Variety of products can be in- 
cluded in mixed car shipments. 
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AMERICAN, ROYAL, ANTHONY 
U. S. NATIONAL, MONITOR 
and PRAIRIE 


Dealers Wanted Everywhere—Write for Sales Plans 


—_——_ 
= - 





SALES OFFICES 


CHICAGO. 208 S. LaSalle St ST. LoOUIS..... 506 Olive St NEW YORK... .30 Chureh St. WORCESTER ...94 Grove St. DALLAS.....Praetorian Bidg. 

CLEVELAND, Rockefeller Bidg. pensation Grand Ave. BOSTON..... 185 Franklin St. gaiTIMORE, 32 S. Charles St. 

DETROIT Foot of First St First Nat. Bank Bidg. PITTSBURGH ...Frick Bldg. DENVER, First Nat. Bk. Bidg 
BUFFALO....670 Ellicott St. 

CINCINNATI, Unien Tr. Bidg. BIRMINGHAM PHILADELPHIA 

Brown-Marx Bidg. Widener Bidg 
MINNEAPOLIS-ST. PAUL MEMPHIS , WILKES-BARRE SALT LAKE CITY 
Mehts. Nat. Bk. Bidg. St. Paul Union and Planters Bk. Bidg. ATLANTA ...101 Marietta St. Miners Bk. Bidg. Walker Bk. Bidg 


UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland, Seattle 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Co. 
San Francisco, Los Angeles, Portland, Seattle. 


AMERICAN STEEL & WIRE 


Company 
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‘The 
HARTCO BALLOON 


Rounding out the 
Famous Hartford Line 


HE announcement of the Hartco Balloon has 
been warmly welcomed by Hartford dealers all 
over the country. 


They see in the addition of this sturdy, low-priced 
balloon to the Hartford Line, an opportunity for 
more business. 

The Hartco Balloon appeals to car owners who 
are looking for a low-priced balloon of unques- 
tionable quality—a tire that has the backing me a 
reputable manufacturer. 

Everybody recognizes Hartford quality. It is 
dependable. 

Now, more than ever before, there is a Hartford 
Tire to meet every requirement. Ask the nearest 
Hartford jobber—he is one of the leading hard- 
ware jobbers who bring Hartford Tires and Tubes 
to dealers so economically. 


HARTFORD RUBBER WORKS CoO. 
1790 Broadway New York City 
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WHEELING 2 Point 
Round Barbs 


—— 2 Point f WHEELING 4 Point J 
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WHEELING 4 Point 
Round Barbs 




















Flat Barbs Crescent Special Half Round Barbs 
2 Point Round Barbs 











Because it satisfies the man who buys and puts it into use, 
Wheeling Barbed Wire satisfies the dealer. Its uniform 
quality visible in its pure zinc coating, tightly clinched and 
well formed barbs, is due to Wheeling “mine to market” 
manufacture which controls the raw material and its con- 
version from the time it is in the form of ore until the 
finished reel receives its final inspection. 


Ask your jobber — Specify ‘“ Wheeling ”’ 
WHEELING STEEL CORPORATION, WHEELING, W. VA. 
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You Can Make More House Number Sales 
With Our New Houseful Display Case 


DELUXE NUMBERS 
Satin silver finish figures re- 
cessed in glossy jet black 
panel. Standard in many cities. 
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HYCASTE jah A 
Stamped from polished brass. 
Edges beveled and looks ex- 100 Deluxe Numbers 


actly like an expensive cast 


ee 100 Hycaste Numbers 
Retail Value $27.50; Dealer Cost $17.95 


Packed in This New Houseful Display Case 


This all metal display box is of special design and 
is enamelled in attractive colors. A compact stock 
container and sales producer. The roof hinges 
back so that you help customers make a selection. 
Order this assortment today and sell more house 
numbers. 








EXCELITE NUMBERS 
This new number is a Deluxe 
with a glass front in a pol- 
ished metal frame. 








Niagara Metal Stamping Corp. 
Dept. 13 Niagara Falls, N. Y. 


Also Manujacturers of Premax Wrench 
Sets, Premax Steel Tent Stakes and 
Poles, Premax and Dodson Hame 
Fasteners. 


Ask Your Jobber or Write Us 


Pin This Coupon to Your 
Letterhead 


sP FP ee eee SSS SES SS SSS See Se SSS SSS 

Niagara Metal Stamping Corp., Dept. 15 
Niagara Falls, N. Y. 

[} Ship 1 ¥Y D Assortment in Houseful Display 


Oase, 100 DeLuxe Numbers, 100 Hycaste 
Numbers. Retail $27.50; Dealer Cost $17.95. 


“] Send Price List of other Assortments. 








SE Dobie ob 66S 6006 68S 6 9b SO4d O06 C6 6OeeCCs 
New PREM™MAX 
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Hangs Straight without Top or Bottom Support 


This beautiful fence saves labor in erecting as it requires no 
rail support at top or bottom. 

The strain of tightening it does not change the dimensions in 
height or length, due to its rigid reinforcements. It hangs per- 
fectly straight from post to post and stays permanently tight. 
Made of OPEN HEARTH STEEL from start to finish by 


our own workmen. 


WICKWIRE BROTHERS 
NEW FORM POULTRY FENCE 


is Galvanized before or after weaving. We recommend the 
latter because of its greater durability and rust-proof qualities. 
Put up in bales of 150 lineal feet in 2 1n. and 1 in. mesh in 
6 in. widths from 12 to 72 ins. 

Backed by a reputation for uniform quality that has character- 
ized WICKWIRE BROTHERS products for more than 50 
vears. 


Your Jobber will supply you. 
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SOLID ‘COPPER 


STORE FRONTS 














152 KAWNEER FRONTS 


Within a Radius of Four Blocks in a 
City of 100,000. 





ews twenty-one years ago, when Kawneer 
Copper Store Fronts (the first of their kind) ap- 
peared in our shopping centers, people uncon- 
sciously stopped and gazed in admiration at the \, 
marked contrast between the old and new. These i 
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bright spots were looked upon as something unique, 
and soon became the talk of the community. They 
were as magnets that attracted people into stores. 
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Proof that Kawneer Store Fronts have the 
power to pull prospective purchasers into stores is 
made manifest by the scene above. 152 merchants 
in this district have Kawneer fronts working for 
them night and day. There are over 300,000 
throughout the United States and foreign countries. 


KAWNEER 
COMPANY 
3917N. Front St. 
Niles, Mich. 
Send book showing 
numerous types of 
fronts for my business. 











The coupon, pinned to your letterhead, will 
bring reproductions of many installations, the own- 
ers of which testify that their Kawneer Store Fronts 
are their most valuabiesalesmedium;;.. «si i i elt SK SS Mees..;....:;-.--.-.;.:.:. 





CONSULT YOUR ARCHITECT 
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OUR customer gets Money’s 
Worth PLUS when he buys a 


Dietz Lantern. 


He not only buys Light but EXTRA 
Light! 


Moreover — refinements and exclu- 
sive construction features built into 
Dietz Lanterns help to make them 
first in service and salability. 


The latest improvement in Dietz 
Lanterns is Terne Plate Bottoms— 
affording maximum protection 
against corrosion. 


Most hardware merchants sell Dietz 
Lanterns. They believe it pays to give 
customers Money’s Worth PLUS. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World -Founded 1840. 
Output Distributed Exclusively Through the Jobbing Trade. 
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This Man 
Never lakes Chances 


Al Striker, the sensational high air performer, 
slipped his foot into a loop of Plymouth Rope 
and hung from the top of the Maryland Theatre 
in Baltimore. 


“Afraid?” Nota bit. Mr. Striker never takes 
chances—not so far as his ROPE is concerned, 
he always feels SAFE when suspended by 
Plymouth. 


Dealers who sell Plymouth Rope, feel SAFE 
because its strength and holding power have 
never failed when the proper size was used 
for the purpose intended. 


Painters, Contractors, Riggers, Divers, Sand 
Blasters, Steeple Jacks, Window Cleaners and 
all whose lives depend upon the rope they use, 
invariably insist on Plymouth Rope. 


This dependability is equally important to 
every dealer. 


If your Jobber doesn’t handle Plymouth Rope, 
write us and we will refer you to the nearest 
Distributor. 


PLYMOUTH CORDAGE CO. 


NORTH PLYMOUTH, MASS. 
WELLAND, CAN. 
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MR. HAPPY MAN 
SAYS: 


“Pll tell the world my successful 
friends in the hardware business 
do not cater to explorers. No sir, 
they don’t expect their customers 
to dig out the stock for themselves 
as the stock is put where it can be 
seen. They have stated to me that 
in order to write a sales slip for a 
part of any man’s coin, it is neces- 
sary to go after the business with 
something besides hidden stock.” 


This is where Atkins Silver Steel Saws 
shine. Atkins furnishes the hard- 
ware dealers with wonderful window 
display material which shows the po- 
tential customer where Atkins Saws 
can be obtained. 


Send to Atkins for Dealers’ 
Bulletin No. 24, which tells all 
about free helps for hardware 


merchants. 


F;C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


i 
sant ed New Orleans sate a _ 
Chicago sma Pty a Paris, France 


Minneapolis Vancouver, B.C. 
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What Is An 
Xenium ? 


That’s a hard word. But, if you 
look in your dictionary you will 
find that it is merely a delicacy or 
dainty exchange by the ancients as 
pledge of friendship. That’s what 
your dictionary is for. 

In your hardware merchandising 
you will run up against many prob- 
lems that you will have difficulty 
in defining and solving. Your dic- 
tionary is the experiences of in- 
numerable brother merchants who 
have successfully overcome the ob- 
stacles that confront you. 

HARDWARE AGE is the medium 
through which you hardware mer- 
chants exchange ideas—and _ the 
ANSWER to yoursindividual prob- 
lems. 





What Readers Say 
About Us 


“I want to say that it has been my 
good fortune and privilege to have 
been able to use HARDWARE AGp and 
its predecessor during all of my period 
in the hardware business. From its 
contents I’ve gotten a great many 
ideas that have been of considerable 
assistance to me, and look forward 
with much satisfaction to its weekly 
arrival.” 

(Signed) JAMES McSHANE, 
J. C, Rogerson & Co., 
Hudson, N. Y 


“I take pleasure in saying that the 
article by Mr. Norvell, with an occa- 
sional word from Hamp Williams, are 
more than worth the _ subscription 
price.” 

(Signed) O. FE. HAILEY, 
St. Maries, Idaho. 
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pm IRON HARDWARE 4s it has 
been made by artists for many 
centuries is a subject of absorbing 
interest—but the history of forged 
iron hardware written in the sched- 
ules of the hardware merchants of 
America has contained many trials 


and tribulations. 


The advent of McKinney Forged 
Iron ushers in a new era in this fine 
hardware—of benefit to consumer 


and merchant alike. 


All McKinney pieces have more 
than beauty to recommend them. 
In addition they show the result of a 
thorough knowledge of builders’ 


hardware requirements. 


No more anxious moments while 
awaiting made-to-order pieces—for 
McKinney Forged Iron has been so 
designed that stocks can be main- 
tained right in your own store. 


No more difficulties on the job— 
for McKinney Forged Iron is easily 
applied to all types of modern con- 
struction—Designed for with 
modern locks. 


use 


No more complaints about worn 
finishes or rusting a year or so after 
the job is completed—for McKinney 
has seen to it that an especially ef- 
fective rust-resisting treatment pre- 
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Even modest homes may 
be trimmed with 


August 5, 1926 





MCKINNEY 
FORGED IRON 


An unretouched photograph of 

the Heartdesign entrance handle 

set in Relieved Iron finish... 

The reproduction shows to some 

degree the exquisite texture of 
this fine hardware. 





cedes the final finish. And rigid tests 
have proved that each McKinney 
finish is capable of withstanding 
wear and exposure. 


Throughout the entire line of this 
artistic and practical hardware there 
are but two sizes of screw-heads 
used. A small open end wrench 
takes care of the complete applica- 
tion. Nothing is marred. 


McKinney has made it possible 
for you to enter into the Forged Iron 
Hardware business whole-heartedly 
and with enthusiasm. All the old 
standard difficulties have been elim- 
inated. 


And the modern force of National 
advertising is rapidly spreading the 
news that—even modest homes may 
be trimmed with McKinney Forged 
Iron Hardware. 

If you have not yet received the 
new McKinney catalog write at 
once—and then make your selection 
of samples. 


Co. 


McKInNEY MANUFACTURING 


Pittsburgh, Pa. 


Send This Coupon Today! 





Force Division 


McK uwney Mee. Co., Pittsburgh, Pa. 


Kindly send me your Free Brochure on 
McKinney Forged lron Hardware. 





Name 
Address 


Name of vour Hardware Merchant 
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Instalment Selling versus Unstable Dollars 


NSTALMENT selling is a much discussed topic these days. Even finan- 
cial experts are at odds on the question. Some insist that it spells future 
financial ruin. Others are equally sure that with proper handling it will 
increase prosperity. All acknowledge that it is a factor in merchandising 
today, and that it will continue to be one, in a greater or less degree. 


Now, Professor Irving Fisher, of Yale University, has turned the spot- 
light on a hitherto unconsidered angle of the instalment problem—the chang- 
ing purchasing power of the dollar. 


According to Dr. Fisher, if the purchasing power of the dollar should 
increase one-quarter or one-half within the coming year, prices would go 
down and instalment buyers throughout the country would default in their 
payments. Hard times would overtake them and the nation. Wages would 
decrease, and men would work part time or lose their jobs. Business would 
suffer. 


However, if the dollar should decline the same amount in purchasing 
power, prices would go up. Those who sold goods on the instalment 
plan would be paid in cheap money and would lose their profits and prob- 
ably a part of their principal. Again Business would suffer. © 


In other words, the professor points out the fact that while the 
dollar is a measure of purchasing power it has never been stabilized as a 
measure. While a hundred pounds of nails will always be the same in 
weight, the number of dollars necessary to purchase them will vary consid- 


erably. 


In the case of instalment selling, any material variation in the purchas- 
ing power of the dollar will react to the disadvantage of business. How- 
ever, the possible disadvantage can be offset to a considerable degree if the 
merchant who sells on instalments will exact a heavy down payment, gauge 
his instalments so that the debt will be cleared up within a reasonable time 
and collect those instalments promptly. 


At any rate, Professor Irving Fisher’s tip is worthy of consideration by 
any merchant who sells on the instalment plan. 


Take the stability of the dollar into consideration. 
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Merchandising Through Show Windows 


Fourth Instalment of a Series by John B. Warner, with Whom Hardware Age Has 


Arranged for a Constructive Criticism of Window Display Photographs Sub- 
mitted by Our Readers—All Comments Will Be of an Educational and 
Helpful Nature and Are Intended as Aids to Both Small and 


Large Stores 


By John B. Warner 


HE hardware business, in common with most 

other kinds, is still passing through a period 

of reconstruction, due, in a large degree, to the 
invasion of chain stores, drug stores, and house-to- 
house or direct selling. In adapting ourselves to this 
state of affairs we find it more and more necessary 
to turn our attention to up-to-date merchandising. 

There are two valuable assistants in this line, local 
advertising and window display. Of these two, which 
go hand in hand, the window, although the most pro- 
ductive, is often most neglected. It is frequently 
left to one of the clerks who may or may not be in- 
terested and who feels that it is either a job to be 
dreaded or a chance to kill time. 

On the other hand he may be very much inter- 
ested and hoping to make his windows look nice or 
perhaps win a prize, he picks out articles that fit 
nicely into his scheme whether they are the things 
the store most desires to sell or not. 

In this he is simply creating an atmosphere for 
the store instead of making silent salesmen of his 
windows as it is possible to do. In order to make 
them pay big dividends it is necessary to keep the 
windows full of salable merchandise so arranged 
that it will attract the persons most likely to buy. 


Lse a Chart 


In the large department stores a chart of the win- 
cow floor plan is used, bound in book form, each plan 
dated and the merchandise in the windows at the 
time, carefully recorded. This report is available to 
their merchandise or advertising man who assigns 
merchandise for future trims, charging the space to 
each department. 

This system is rather complicated for a hardware 
store, but if simplified somewhat it can be used to 
very good advantage. 

In one place where the writer was employed a 
large pad diary was used. It was his duty to keep 
displays assigned three months in advance. The man- 
ager, who at that time did all the buying through his 
department heads, kept this pad on his desk and as 
merchandise to be disposed of came to his mind he 
would write it into any day he chose, displacing the 
regular windows as he saw fit. This plan worked 
admirably and each department received its share 
of window space when most needed. It also made a 
record for the following year. 

In the first place a window should be changed every 
week or fifty-two displays in each window every year, 
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A Constructive Service 


5 ag they AGE has arranged with John B. 
, Warner, a display specialist, to favor the read- 
ers of this publication with constructive criticism of 
show window displays. 

Mr. Warner has been “dressing” windows for 
hardware and similar stores for several years, and 
has made a study of windows from both the deco- 
rative and selling standpoint, and he is willing to 
extend the service to other stores through Harpwarr 
AGE. 

The two photographs of window displays on the 
opposite page were submitted by a western dealer 
for Mr. Warner’s criticism. It is by criticising his 
own and other windows that Mr. Warner has become 
a master of his art. He never builds a window dis- 
play that he does not consider it critically before it 
is replaced. Photographs submitted will be treated 
anon. 


doubling that number if the window is divided into 
sections. 

If a window is filled full of a little of everything 
there is for sale in the store and changed less often 
—say once or twice a month, it is always a problem 
what to put in and as it always looks the same it 
will seldom produce more than a minimum amount 
of business. Besides this the merchandise will al- 
ways look unattractive and often shopworn. 

This does not necessarily mean that a whole win- 
dow must be devoted to one article. Indeed not! 
But rather that each window or section should be 
filled only with kindred merchandise. For example: 
It is impracticable to show carpenters’ tools with 
electrical appliances or shaving accessories with 
housefurnishings, because men and women are sel- 
dom attracted to the same objects or in the same way. 

A store having but one window is often at a loss 
as to how it is possible to properly display merchan- 
dise when there are so many things to show. 

A good plan is to group kindred merchandise 
throughout the window. For example, a group of 
jacknives, razors, blades, shaving brushes, etc., in 
front, backed up by carpenters’ tools and tool boxes, 
or even fishing tackle or hunting goods, if in season, 
always bearing in mind, however, that merchandise 
to be sold to women must be kept well separated 
from that to be sold to men. 

A still better plan is to use one or more dividers, 
trimming each section as if it were a separate win- 
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dow, thus making it possible to show a number of 
different lines in the same window at one time. 

It is surprising what results may be obtained by 
a systematic plan of merchandising through the show 
windows linked up with local advertising. 





Display No. | 


rg N HIS display, showing locks and keys, is a very 
| effective one and shows the merchandise to the 
very best advantage. The idea carried out in the 
floor design is especially clever. 

It seems to me that there are too many cards used 
on the background, which detract from the merchan- 
dise. 
Unfortunately the night latch and padlock cards 
are too tall for the space over the boards. There 
should always be some background space showing on 
three sides of a background cardefor the best effect. 

The two smaller cards, properly spaced, will look 
much better alone, below the four pointing hands. 

The little hands, on each side of the top, I should 
leave out. 

The large cards on the floor at each side should 
face front and be slightly forward from their present 
position, say about five inches. 

Display boards placed slightly forward from the 
background decorations are often more effective. 

In placing the keys in the padlocks on the floor 
design you have not only made a better effect but 
you have solved the problem of lost keys. Many win- 
dow trimmers seem afraid to show keys and try to 
keep track of them in boxes, etc. 

The method of attaching the small cards to the 
background by one edge is very fortunate and takes 
away some of the flat look made by the boards in the 
center. 


Europe’s Trade Problem 


-OPEFUL signs of improvement in Europe’s econ- 

omic condition are seen by Basil Miles, Ameri- 

can Commissioner to the International Chamber of 

Commerce in Paris, in a review of the situation for 

the month, but as the business horizon clears, it brings 

into sharper outline the big general problem with 
which the continent will have to deal. 

“As the general level of business is gradually 
raised,” says Mr. Miles, “now here, now there, the 
new field of modern business comes feature by fea- 
ture into view. When the level is stabilized, the 
grand problem will then appear in its true propor- 
tions: how can Europe with its twenty-one frontiers 
bristling with barriers to trade, compete as a whole 
with the uninterrupted field of production in the 
United States where forty-eight frontiers have been 
broken down and commerce travels back and forth on 
even terms over an area nearly as great as that of all 
Europe ?”—Today's Business. 





Increased turnover of merchandise is good, provided 
it doesn’t cut stocks to a point where it increases the 
turnover of customers. 
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Display No. 2 


NE of the greatest assets to an effective window 
Q display is a point of human interest. This dis- 
play has five such points which, if arranged in a 
group, will make a very strong center of interest. 

The files placed fanwise, as they are in this win- 
dow, converge toward a common center, drawing at- 
tention to the bit in position to be filed, the scissors 
opposite in vise, and the “Cant Hook” dog with 
proper file in the center. If the two action cards 
(man working on gear and man working on radio) at 
the top of the display, were added to the center in 
place of the two file signs, the action or human ‘in- 
terest would all be in groups and therefore more ef- 
fective. 

The two file signs with the octagons, would look 
very fine on each side of the display, facing front. 

The little cards at the top of the boards, the pam- 
phlets in the background, and the two end cards, | 
would leave out as they take away that clean-cut 
look which is most desirable. | 

I find that cards are more effective when faced 
front instead of at an angle, more especially those 
at each end, and in front of, the display. 

The merchandise here is shown to excellent ad- 
vantage and you should be complimented on _ its 
neatness and careful arrangement. 

The writer noticed a window recently which dis- 
played auto robes, wood baskets, andirons, sunbowl 
(elec.) heaters, toboggans, toy autos, percolators, 
portable lamps, machinists’ tool boxes and a number 
of electric curling irons hanging from the top of the 
window next to the front glass, all of which gave the 
impression of a window used for storage space in- 
stead of careful merchandising. 


Your Work 


Do it cheerfully, even if it is not congenial. 

Do it in the spirit of an artist, not an artisan. 

Make it a stepping stone to something higher. 

Keep yourself in condition to do it as well as it can 
be done. 

Endeavor to do it better than it has ever been done 
before. 

Make perfection your aim and be satisfied with 
nothing less. 

Do not try to do it with a part of yourself, the weaker 
part. 

Recognize that work is the thing that dignifies and 
ennobles life. 

Regard yourself as a co-worker with the Creator of 
the Universe. 

Accept the disagreeable part of it as cheerfully as the 
agreeable. 

Believe in its worth and dignity, no matter how hum- 
ble it may be. 

Choose, if possible, the vocation for which nature has 
fitted you. —Exchange. 
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Bring Outdoor Business to Your Store 


By Charles P. Catlin 


r NIME and space have been conquered by man. 
A whisper carries around the world—over the 
radio. Not only has the North Pole been dis- 

covered, it has been flown over by airplane. And 
the fields and the lakes, the woods and the streams 
have been brought to town; the hunting lodge and 
the fishing camp have been placed on Main Street, 
next our offices and stores; for the automobile enables 
us to reach them easily in almost no time. This 
achievement offers hardware and sporting goods mer- 
chants the opportunity to show their mastery of cir- 
cumstance by turning dull times into busy times, hours 
into dollars. 

Traffic jams can be made to sweeten your profits, 
crowded streets to crowd your store; for automobile 
owners now find 
more to be an- 
noyed at than to 
be enjoyed, more 
jolts than joys, 
in city motoring. 
To find smileage 
they must run up 
mileage and get 
out into the open. 
Millions of auto- 
mobile owners 
and their fam- 
ilies whisk away 
every day into 
the country for 
either a_ short 
spin or a camp- 
ing trip. Millions 
have found that 
“green days in 
forests” hold the 
finest refresh- 
ment, nights when 
stars light them 
to bed the sweet- 
est rest. And 
they take with 
them a wide va- 
riety of outdoor 
equipment. From 
fishing tackle to 
tents, camp stoves and lanterns to sleeping robes, their 
needs are manifold and your opportunities to make 
money by meeting their needs almost unlimited. 

There is now a vast army of those who have found 
a new life, the out-o’-door life of new health and 
happiness for the whole family from Baby to Grandpa. 
They now include auto-tourists, fishermen, campers. 
In short while their ranks will be augmented by big 
game, field and waterfowl hunters, trappers, autumn 
outdoor enthusiasts, lovers of fall foliage in its gorge- 
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You have many items in stock that the vast army of out-of-doors folk need. 
Feature them and capture their attention with attractive window displays 
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ous panoply of brilliant and varied hues. All are 
speedy spenders. 

All want to “rough it the smooth way.” 

They want comfort. They demand comfort. They 
will buy whatever they are convinced will add to their 
comfort. Their purchases cover everything that can 
be used in camp and life in the open from hot and 
cold vacuum jugs, fish lure, camp furniture, air 
mattresses to alarm clocks. All need some new equip- 
ment; many need complete new outfits. 

You have many items in stock they need. Feature 
them! Look over your stocks carefully. Ask your- 
self about each item—‘Can this be used advantage- 
ously by outdoor enthusiasts? How? How can I call 
it to their attention most strongly?” 

Woo the lovers 
of the out-o’- 
doorsthrough 
your windows. 
Capture their 
attention and 
patronage with 
an attractive out- 
doors equipment 
window display. 
Remember the 
old query, “What 
is the difference 
between a woman 
and a_— display 
window ?’’ to 
which the answer 
is, of course, “A 
display window 
looks better when 
dressed.” 

If you don’t 
blow your own 

* horn nobody else 
will. If you blow 
it through win- 
dow displays of 
timely, unified 
lines, your cash 
register will keep 
close harmony. 

Window displays 
are recognized by masters of modern merchandising 
as the most effective and least expensive method of 
clinching attention, promoting sales, building busi- 
ness. 

When you talk to the outdoor man and his family 
through your windows, you broadcast your sales mes- 
sage in the most effectual way and assure your cash 
register’s merrily echoing all you say as magnitized 
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(Continued on page 84) 
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HERE is no closed season for the fisherman. Winter or summer, spring and fall, the disciples of 
Izaak Walton are indulging their hobby somewhere. Throw in your line and bait your hook with 
merchandise calculated to appeal to the Sports Lover and you will find that there is always an open 
season for the progressive merchant. 
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Sierra Nevada—the Snowy Saw 


Teeth of California 





The trail between Simpson and Dougherty Meadows in the Sierra Nevada, California 


a little discussion about the proper name of 

that great range of mountains—the Sierra Ne- 
vada. This name, one authority points out, is found 
wherever the Spaniards beheld lofy ranges of snow- 
capped mountains. Literally, Nevada means “snowy” 
and Sierra means “saw” or “saw teeth.” In Spanish 
speaking countries the word “Sierra” has practically 
lost its original use as a simile and has come to mean 
simply “range of mountains.” 

“As far back as the sixteenth century,” according 
to an authority on the subject, “when Juan Rodriguez 
Cabrillo sailed along the coast of California, he gave 
the name Sierra Nevada to what is now known as the 
Santa Cruz mountains, part of the Coast Range. He 
sailed along the California coast in the winter, and in 
that season there must have been more snow than 
generally appears nowadays. 

“For two centuries the name appeared on Spanish 
maps of California, but always with reference to the 
Coast Range. In 1776 Father Garcés penetrated into 
the interior of California at the head of the San 
Joaquin valley, and there beheld the snow-capped 
mountains which we now know as the Sierra Nevada. 
On a map prepared by Father Font the name Sierra 
Nevada is used for the first time in its present loca- 
tion. 

“English-speaking people frequently make the mis- 
take of adding the word ‘mountains’ to the Sierra 
Nevada, which, itself, means ‘snowy mountains.’ The 
proper use of the word, therefore, is simply Sierra Ne- 
vada. It is unnecessary to put an ‘s’ on the end of it 
as the name itself refers to the entire range. 

“Many are also accustomed to speak of the ‘High 


Re ise a in California, there has been quite 


Sierra,’ a name that first came into use by the State 
Geological Survey in the ’60s. Here, again, the plural 
form is unnecessary, as High Sierra refers to all of 
the upper part of the range. 

“It might also be noted,” concludes the writer, 
“that English-speaking people have spread the name 
White Mountains just as universally as the Spaniards 
have spread the name Sierra Nevada. 

The Sierra Nevada beggar description. However, 
John Muir, the naturalist, painted a word picture 
which few have equaled: 

“Snowy mountains soaring into the sky twelve and 
thirteen thousand feet gardens on their 
sunny brows, avalanches thundering down their long 
white slopes, cataracts roaring gray and foaming in 
the crooked, rugged gorges, and glaciers in their 
shadowy recesses working in silence, slowly complet- 
ing their sculptures; newborn lakes at their feet, blue 
and green, free or encumbered with drifting icebergs, 
like miniature Arctic Oceans, shining, sparkling, calm 
as the stars.” 





Inform your clerks. Enlighten your competitor. 
No man or store can long maintain a monopoly of 
knowledge in any line. 

*% * % 

A Ford driver can pass a Packard if he gets the jump 

on it. 
* % * 
Sooner or later the man with a pull is ousted by. the 


man with a push. 
¥* * * 


Don’t guess. Business is not a lottery. 
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“Making a Profit’ 


Extracts from an Address Delivered by Saunders Norvell Before the Members of 
the Murray Hill-Broadway Men’s Club in the Lecture Room of the 
Presbyterian Church, Flushing, Long Island, on February 23, 1926 


By Saunders Norvell 


life, one of his greatest handicaps is in the 

fact that his mind becomes clogged up with a 
lot of romance and sentimentality. Instead of un- 
derstanding life as it is, he is led to believe a lot of 
fiction. He knows a lot but unfortunately what he 
knows is not true. Possibly he has read a number 
of romances that have not only entertained him but 
have given him a completely distorted view of what 
real life and true values in life are. A lot of our 
magazine stories and a lot of our books are written 
by neurotics who either do not understand real life 
themselves or who, understanding it, write stuff just 


mt ie my mind, when a young man starts out in 


azine should first, last and all the time emphasize 
sex and that the picture of a woman should appear on 
every cover. This tradition of this magazine has 
been lived up to from the beginning. The natural 
sex appetite of youth, whetted by sex literature, ever 
and ever becomes more keen in its desire for more 
salacious sex literature. As a result, I am quite sure 
it can be safely said that the larger part of the think- 
ing of the average young man in the beginning of 
his life’s journey is on sex reactions, and the evolu- 
tion of his health and the development of his mind 
largely depend upon his good fortune in escaping the 
pitfalls that so thickly surround sex lures. 
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to please the public and laugh up their sleeves that 7? 8 
the “morons,” as they call them, should pay for such “It is well known that the moving pictures today 
productions. Just pick up at random any of the popu- are also over-stimulating this sex appeal. They are 
lar magazines lying on your sitting room table and over-emphasizing sex in its bearing on life. Acting F 
T is an interesting fact that an employee of a large corporation read this address, came to e 
Mr. Norvell and confessed that for over a period of many months he had taken a large ” 
sum of money from his employers. He asked Mr. Norvell’s advice. He stated that he had 4 
never had a moment’s peace since he started going wrong. a 
Mr. Norvell arranged a conference with the employers of this man, the money was raised and P 
returned and this employee was given another chance to make good. The part of the address 
that especially touched the conscience of this employee was where it referred to how the crimi- mG 
nal first starts on the wrong path. a 
We have received a large number of requests from different parts of the country to publish this 2 
address. The address in full has been published in pamphlet form and we have a few copies ne 
on hand which we will be glad to send out on request, free of charge. The Editor 3 
analyze the stories. Analyze the morals that they upon the mind of the young before their judgment . 
point. Analyze the kind of thinking that they suggest. and will power have been sufficiently developed and a 
Is it a wonder that our young men and young women, _ hardened, it gives them an entirely erroneous and 
when they leave school and make their plunge into unbalanced view of the realities of life. 3 
the realities of life, are completely befogged as to “oe ic 
the real issues and the real facts of the great adven- BS 
ture immediately ahead of them? This, in my opin- “The next great danger that confronts the young ie 
ion, is one of the main reasons why young people so. man when he starts on his life’s journey is the wor- 
He is ee 


often get off the straight road right in the beginning 


of their journey. 
. * - 


“Of course, it goes without saying that in the great 
mass of reading submitted to our young people, the 
sex appeal is enormously magnified and emphasized. 
When one of our most popular magazines—one of 
the magazines with the largest circulation — was 
started, the founder laid down the rule that this mag- 


ship he sees on all sides of material success. 
led by this teaching to make a hero of the man who 
knows how to make large profits and make them 
quickly. His mind is full of the get-rich-quick idea. 
Therefore, if my thesis is correct, our average young 
man, as he makes his start to build up his own life, 
is obsessed with two ideas—first, an abnormally de- 
veloped sex imagination and next, an intense desire 


and determination to make easy money. 
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“These young men know that in order to become a 
finished athlete, they must go through a long and 
hard period of training. They know they must con- 
stantly exercise and also be very guarded in what 
they eat and in what they drink. They understand 
this fully. However, they do not understand that in 
the world of business, they must also go through a 
longer training and that they must develop greater 
self-control in order to win the permanent rewards 


that business offers. 
* % *& 


“To him Red Grange is a hero, not only because of 
his football prowess, but because he has known how 
to turn his football success into a large number of 
real dollars. He reads of other huge financial suc- 
cesses and his imagination is stirred, not because 
such successes in many cases are the reward of care- 
ful thinking, hard work and the taking of tremend- 
ous risks; not because these successes are the re- 
ward of terrible sacrifices, but just because his mind 
is filled with the great idea of the things that can be 
bought with the money gained. The average thought 
of the average young man is: ‘Gee, what I could do 
if I had a million dollars!’ If you were to ask him 
exactly what he would do and if you could persuade 
him to tell the exact truth, the spending of this mil- 
lion dollars would throw a very brilliant light on 
the desires and ideals of the average man. 


°° 2. = 


“But let us turn aside from the picture. What have 
I learned, not only from the few successes I have en- 
joyed, but also, what more have I learned from the 
many mistakes I have miade? First of all, when I 
was young, in common with most other young men, 
I had wonderful and romantic dreams of the future. 
I was looking forward to some special miracle to be 
performed by life for my especial benefit. I was to 
meet, somehow, a very rich man who would like me 
so well that he would take me in hand, push me to 
the front and make my fortune for me. I regret to 
say I never met this generous rich man. I am sorry 
to say that all the rich men I have met seemed to be 
busily engaged in adding to their own fortunes and 
with keen, trained minds they were figuring out how 
much money they could make out of me! Therefore, 
almost at the end of my journey, as I review the past, 
I find that while I myself have made a great deal of 
money for rich men, all the money I myself have made 
has been made out of poor men! Rich men have used 
me to work for them for their own advantage and I, 
in my turn, have found good men to work for me for 
my advantage. This, in the main, has been the true 
story. I speak of this simply to warn the younger 
generation that in most cases it is a waste of time to 
count upon the decease of rich relatives or to hunt 
for that mythical Croesus who is suddenly, out of his 
great affection for you, going to put you upon the 
road to wealth. Life in my experience has not worked 


that way. 
% * w 


“T have always been an omivorous reader. I have 
read a little of everything. I consider books very 
dangerous. Some of the prominent successes have 
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been made by men who never read or who read very 
little. If I had my life to lead over again, I would 
read in an entirely different manner. While, of 
course, I might read a few of the best works of fic- 
tion, as a rule, I would cut out fiction altogether. I 
would seek FACTS. I would read historical works 
and scientific books. I would first try to learn how 
many teeth I had in my head, how many pounds of 
blood I had in my body, what my body was made of 
and how the various functions of my body worked. 
If I should ask this audience tonight to give me a 
clear and understandable description of the blood cir- 
culation in the body and the action of the heart, I 
wonder how many gentlemen present could rise and 
give this information. Suppose I should ask the 
question: ‘Why, when you are ill, does the doctor im- 
mediately put you to bed? Why do all animals, when 
they are sick, lie down?’ The answer, when you know 
it, is perfectly simple. How many can give the true 
answer? All of us more or less suffer from colds. 
Colds lead to pneumonia and 20 per cent of the popu- 
lation of the country die of pneumonia. Colds cause 
a tremendous loss of time and money. They are con- 
tagious. What is the cause of a cold? How many 
can give the answer? 
% * ¥% 

“Suppose our young people, instead of reading all 
of the romantic trash with which they fill their minds, 
should read books giving information in regard to 
their own bodies. Suppose they should study biology 
and physiology; then the life of plants, trees and 
flowers; the story of the ages as shown in our rock 
formations; astronomy, the study of the stars. We 
are surrounded with these things that are full of ro- 
mance and splendor, but in the main, they are neg- 
lected by the rising generation. Take, for instance, 
the study of food; it is intensely interesting. Take 
the study of hygiene; the care of the body; psy- 
chology, the study of the mind; the training and de- 
velopment of the memory. What a wide field for 
young people to explore! 

* % % 


“But let me be more specific. What has been the 
cause of my own mistakes and my own suffering? To 
my mind, this cause is clear. My statement may sur- 
prise you. IT HAS BEEN LACK OF THINKING. 
Now, by thinking, I mean concentrated thought from 
cause to effect and from effects to causes. I mean, 
when I had any problem, instead of simply taking a 
chance or expecting a miracle or being romantic or 
sentimental, I should have gone off by myself alone 
and taken the time, by hard, concentrated thinking, 
to think out this question, viz., should I make this 
particular move or not make it? What are the fac- 
tors in favor? What are the other factors against? 
Allow me to repeat that I am convinced that if I had 
been a harder thinker in the years that are past, I 
would have saved myself and others a world of un- 
happiness and in a material way I would have saved 
myself losses. In other words, certain FACTS about 
every problem and proposition can be gathered. The 
man who takes the time and trouble to get facts from 





(Continued on page 86) 
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Charles Parrish 
1850-1855 


Ziba Bennett 
1826-1878 





Phillip Abbott 
1868-1882 


Elias Robins 
1850-1855; 1868-1886 





One Century of Hardware on 
the Same Site 


Wilkes-Barre, Pa., is the development of the 

hardware business operated in that town as 
Lewis & Bennett Hardware Co. One hundred years ago 
Ziba Bennett, then 26, started this business, laying a 
firm foundation for a business which has been ably 
carried on by his grandchildren. Today the third gen- 
eration is in control, and the store is one of the out- 
standing, attractive and efficient mercantile houses in 
the hardware business. 

Ziba Bennett was born in Weston, Conn. He came to 
Wilkes-Barre in 1815 and made his first sale to Judge 
Mathias Hollenback, who owned a general store in that 
town. The first sale was selling himself to the judge, 
for whom he worked seven years. In 1822 Mr. Bennett 
went into partnership with G. M. Hollenback at the 
corner Of River and Market Streets. On June 17, 1826, 
he opened his own business at 6 North Main St., con- 
ducting a general store. The present modern store is 
at this same location. 

Even in those days the successful retailer was his 
community’s purchasing agent, and Ziba Bennett ap- 


C LOSELY allied with the history and growth of 


parently had a real merchandising instinct and a broad 
conception of his obligations as a merchant. His store 
was the medium of exchange, where the farmer swapped 
produce for clothes, hardware, or equipment, where the 
lumberman obtained the necessities of life in exchange 
for his labors in the forest, and the place where the 
raftmen found a similar service. 

As the Wyoming Valley progressed and the need for 
tools and other hardware increased the business de- 
veloped into a hardware store. In 1860 it became 
strictly a hardware and supply store, carrying complete 
stocks of hardware, tools and building equipment, farm 
implements, and housekeeping utensils. Today the busi- 
ness is a general hardware jobbing concern, covering 
adjoining counties selling mechanics’ tools, paints, arms, 
ammunitions, sporting goods, window glass, mine, mill 
and railroad supplies, housefurnishings and everything 
else a well departmentized hardware store should carry. 
About 80 per cent of the present business is done by 
the wholesale department. 

In 1850 Charles Parrish and Elias Robins were ad- 
mitted as partners and the firm became Bennett, Par- 
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Francis A. Phelps 
1882-1911 


Priscilla L. Bennett 
1878-1882 








George W. Lewis 
1893-1913 


Cyrus Straw 
1893-1905 
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General interior view of the main floor of Lewis & Bennett Hardware Co.’s modern hardware store at Wilkes- 
Barre, Pa. Spacious aisles, well departmentized stocks and general attractiveness features this store 
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Look close and you will see that whiskey, lime, hams, apples and hardware were all sold one hundred years ago 
by Lewis & Bennett Hardware Co. The above is a reproduction of pages two and three of the company’s first 
ledger. The pages are dated June 17 and June 19, 1826 
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James P. Murray Willard S. Goode 
1912 1912 
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rish & Co. This partnership was dissolved in 1855, Mr. 
Bennett again assuming full control. In 1868 the firm 
of Z. Bennett & Co. was first organized, composed of 
Mr. Bennett, Mr. Robins and Philip Abbott. 

Upon the death of Mr. Bennett in 1878 the firm of 
Z. Bennett & Co. was dissolved and was succeeded by 
Bennett & Co., consisting of Mrs. P. L. Bennett, his 
widow, Mr. Robins and Mr. Abbott—who conducted the 
business until 1882 to be succeeded by the Bennett 
Hardware Co., composed of Francis A. Phelps and 
Elias Robins. 

Mr. Robins died in 1886 and Mr. Phelps acquired the 
entire business which he operated until 1895 as F. A. 
Phelps & Co. That year a new partnership was organ- 
ized by him with Capt. Cyrus Straw and Geo. W. Lewis. 

Z. Platt Bennett, grandson of the founder and one 
of the present partners. acquired the interest of Capt. 
Straw on Feb. 1, 1905, and the firm became Phelps, 
Lewis & Bennett Co. Mr. Phelps died in 1911 and the 
firm changed its name to the present title of Lewis & 
Bennett Hardware Co., the owners being George W. 
Lewis; Z. Platt Bennett; A. Leo Lewis; Willard S. 
Goode, and James P. Murray. Geo. W. Lewis died 
December, 1913, leaving the business in the hands of 
the remaining four partners who are today in active 
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control. The late Mr. Phelps was also a grandson of 
the founder and a first cousin of Z. Platt Bennett. 

The present store is an imposing five-story building. 
Across the top of the three spacious windows is a gold- 
lettered sign above which boxes of geraniums are in 
bloom during the warmer months of the year. The 
windows are unusual, large and well shaded. Each week 
the displays are changed so that seasonable merchan- 
dise is always on display. 

The first two floors are sales and display sections, the 
upper three are for overstock. Offices are on the first 
floor. The main floor is devoted to paints, cutlery, elec- 
trical appliances, kitchen utensils, auto accessories and 
shelf goods. The second floor has refrigerators, the 
builders’ hardware room and the bulkier merchandise. 

In the basement, pipe fittings, bolts, pulleys, heavy 
hardware for mills and mines, and kindred wares are 
kept. A small truck runs on a track completely around 
the basement. enabling the help to handle this heavy 
stuff with comparative ease. In back of the store are 
two large warehouses and a garage. The site of the 
original store is part of the present store site. 

The present personnel is 35 employees, five men being 
outside salesmen, covering their territories in small 
cars. 


- oe es 


Note the row of geraniums in bloom across the top of the advertising sign. This picture gives you a clear idea of the 
three fine windows available for displays at the store of Lewis & Bennett Hardware Co., Wilkes-Barre, Pa. This fine 
frontage is very close to the public square in the heart of the city. You can see the sign of the store when crossing the 
square 
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Question: How long should newly plastered walls 
stand before painting? 

Answer: For best results from six to eight weeks. 
Many times, however, it is impossible for them to 
stand this long, in which case they should be treated 
with a solution consisting of one pound of zinc sul- 
phate to a gallon of water. This will neutralize the 
alkali in the plaster and prevent it burning through 
the finish and spoiling it. 


Question: How should old wood be prepared for 
repainting? R. T. Z., Baltimore, Md. 

Answer: All old paint that shows any tendency to- 
ward peeling or blistering should be carefully removed. 
If moisture from leaking pipes is the cause of the old 
paint peeling, this condition should be remedied. Some- 
times it may be necessary to use a blowtorch in order 
to make a good job of removing the old paint. Wher- 
ever the old paint is in good condition a priming coat 
is unnecessary. 


Question: Can you explain the origin of the dollar 
sign? C. M. B., Omaha, Neb. 

Answer: It is believed that the sign originated 
from the abbreviation, U. S., which was prefixed to 
our currency after the adoption of the Federal Con- 
stitution. Its origin has also been attributed to the 
Spanish word, pesos, and also to the figure 8, as the 
dollar was at one time called a piece of eight. 


Question: What percentage of the items carried 
in the average hardware store may rightly be classed 
as responsive to sales effort? R. M., Milwaukee, Wis. 


Answer: This is not an easy question to answer, 
but Don Thatcher has estimated that about 80 per 
cent are items that are not responsive to sales effort. 
They are staple necessities, purchased as needed, 
their only influence upon sales is their contribution 
toward complete stocks. Without them we would not 
have hardware stores, so we will always have our 80 
per cent of nails, screws, hooks, etc. In the other 
20 per cent are the items, the trades, vocations and 
the public are interested in. From this 20 per cent 
of the store’s total variety the merchant selects or 
finds his sales accelerators. Included in this 20 per 
cent are tools, a Jine of goods that appeals to and 
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partment -. 

















interests more people than does any other merchan- 
dise handled in a hardware store. 


Question: Some time ago I saw an article on what 
the dealer should tell the customer when guarantee- 
ing paint and varnish brushes, and would appreciate 
your advising me if this appeared in your publica- 
tion? O. H. N., Chicago, Il. 

Answer: The article referred to did appear in 
HARDWARE AGE and may be briefly summarized as fol- 
lows: 


Tell Your Customers 
A paint or varnish brush is not guaranteed: 


1. If put in water, especially when new. 

2. If allowed to stand on its bristle ends, which will 
cause any bristles to “kink.” 

3. If too much paint is allowed to work up into the 
heel close to the ferrule which in time will cause the 
bristles to flare. 

4. If put away loaded with paint which will cause 
it to lose its shape and chisel edge. 

5. If put into newly shaked lime or acids which will 
burn and destroy any good bristles. 

6. If not kept well cleaned out when not in use. 


Question: What is the hub of a lock? C. B., Mem- 
phis, Tenn. ' 

Answer: The hub of a lock is that part into which 
the knob spindle is placed to turn back the latch bolt. 
There are two general kinds of hubs, the knob hub and 
the thumb knob hub. Knob hubs are made to receive 
5/16-in. or %4-in. spindles. They are either solid (in 
one piece) for what is known as a straight spindle, 
or they are split hubs (in two pieces) to receive what 
is known as a swivel spindle. The latter type is used 
in locks where the outside knob is required to be set 
stationary, at the same time allowing the inside knob 
to operate the latch bolt. Except for cheaper front 
entrance door locks, split hubs are for %%-in. spindles. 

Thumb knob hubs are made to receive thumb knob 
spindles 3/16-in. or 5/16-in., the latter size in heavier 
locks. For communicating doors, having the thumb 
bolts operated from each side of the door, these hubs 
are split in two pieces, each piece operating its own 
dead bolt from its own side of the door. 
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Peter Boller Machine 
Works Not Out of 
Mop Wringer Business 


Manufacturer States It Is Now in 
Better Position to Concentrate 
Its Manufacturing Efforts— 

Disposed of One Line Only 


The Peter Boller Machine Works of 
Chicago, which recently disposed of 
the manufacturing rights of its “Easy 
Squeeze” line of mop wringers to the 
White Mop Wringer Co., Fultonville, 
N. Y., as noted in the July 15 issue of 
HARDWARE AGE, announces that it is 
by no means retiring from the mop 
wringer business and that it is now in 
a much better position to concentrate 
its efforts on the manufacturing and 
selling of the balance of its wringer 
lines. ‘These lines consist of the “Iron 
Clad,” the “Challenge Pail,” the “Per- 
fect” and the “House-hold Pulthru.” 
In addition the company plans to place 
a new carpenters’ vise on the market 
in the very near future. 





Family Outing, Aug. 8, at 
Pleasantville, N. Y., for 
Manhattan-Bronx Ass’n 


Sunday, Aug. 8, is the day of the big 
family outing to be conducted by the 
Hardware and Supply Dealers’ Asso- 
ciation of the Manhattan and Bronx 
Boroughs, Inc. The picnic will be held 
at the country home of Chas. Bruhns, 
at 67 Edgewood Avenue, Pleasantville, 
N. Y. Mr. Bruhns is a past president 
of both the Manhattan and Bronx and 
Metropolitan associations. ~ 





American Swiss Magneto 
Sells ‘‘Fernwood”’ 
Fishing Reel Dept. 


The American Swiss Magneto Com- 
pany, Toledo, Ohio, announces the sale 
of its “Fernwood” fishing reel depart- 
ment to the Horrocks-Ibbotson Com- 
pany of Utica, N. Y., who will continue 
to serve the trade with “Fernwood” 
reels. 


= -—-—-— --—__-—_- 


Old Rochester, N. Y., Dealer 
Moves into New Store 


The James Field Co., one of the old- 
est business houses in Rochester, N. Y., 
closed a Rochester landmark, its home 
for 83 years, on July 15, when it 
opened its business in its new five- 
story building at 37-39 Exchanee 


Street, next door to its old building. 
James Field, the founder of this well- 
known hardware and sporting goods 
and campers supply store, came to 
Rochester in 1843 and established his 
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Federal Seed Act Becomes 
Effective 


The Secretary of Agriculture 
and the Secretary of the Treas- 
ury have signed and promulgated 
revised joint regulations legally 
required for enforcing the Fed- 
eral Seed Act (formerly known 
as the Seed Importation Act), it 
was announced July 28 by the 
United States Department of 
Agriculture. An amendment to 
this act, approved April 26, 1926, 
prohibits the importation of red 
clover and alfalfa seed unless the 
seed is colored in conformity with 
these regulations. 











business at 12 Buffalo Street, now Main 
Street East. In the latter part of 1860 
he bought the old Clifton House, re- 
modeling it to suit his needs. The base- 
ment of the new building will house 
the toy department. 

The main floor will be given over to 
twines, rope, boat hardware and sport- 
ing goods. The camping goods section 
will be on the second floor. The third 
floor will be used for storage, while 
the fourth floor will contain the manu- 
facturing departmeht. 





Supplee-Biddle Issues 
89th Anniversary Catalog 


Supplee-Biddle Hardware Co., Phila- 
delphia, Pa., has issued its Eighty- 
ninth Anniversary Number catalog for 
the confidential use of its dealer cus- 
tomers. Prices are presented in a sep- 
arate service, the company’s “Live 
Wire Specials,” in use for the past four 
years, has not been discontinued, but 
changed only in form, becoming a price 
sheet or price service, applying to the 
catalog. A new “Live Wire Special 
and Price Service” will bé issued each 
month for the catalog. 

The publication of this catalog 
marks the eighty-ninth year of suc- 
cessful operation for Supplee-Biddle 
Hardware Co., who distributes at 
wholesale general hardware, housefur- 
nishing goods, cutlery, sporting goods, 
fishing tackle, auto accessories, toys, 
and radio. The entire lines are not 
represented in the eighty-ninth anni- 
versary catalog, but in season different 
lines and items will be added in suc- 
ceeding issues. 


Sparklets, Inc., Appoints More 


Distributors 


Sparklets, Inc., 19 West 44th Street, 
New York City, announces that its 
Sparklet Syphon bottle will be dis- 
tributed by the following hardware 
jobbers; C. M. McClung & Co., Knox- 
ville, Tenn.; Startton-Terstegge Hard- 
ware Co., Louisville, Ky., and Peden 





Iron & Steel Co., Houston, Tex. 
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William A. Walton, 
Dies at His Home 


in Saranac Lake 


President of Firm of Walton and 
Tousley, Saranac Lake, N. Y., 
Succumbs to Attack of 
Bright’s Disease 


William A. Walton, president of the 
firm of Walton & Tousley, Inc., hard- 
ware, plumbers, steam and hot water 
fitters, Saranac Lake, N. Y., died re- 
cently at his home in that city from an 
attack of Bright’s disease and compli- 
cations, at the age of 61 years. 


He was one of the oldest hardware 
men in the Empire State, having 
started in as a boy learning the tin- 
smith trade with R. H. McIntyre in 
Bloomingdale about 1880, and later 
moving to Saranac Lake in 1881, and 
went into business with M. J. Callanan, 
under the firm name of Walton & Cal- 
lanan, which was later changed to Wal- 
ton & Starks. In 1900 he withdrew 
from the Walton & Starks company 
and went into a partnership with H. H. 
Tousley under the firm name of Walton 
& Tousley, which firm was incorporated 
in 1906, at which time Mr. Walton was 
made president, which position he held 
until his death. 


He leaves a wife and one daughter, 
Mrs. Lyall DeLaMater. 


In his death the community loses a 
respected citizen, and his loss will be 
keenly felt. He was a man of a lovable 
character and was never too busy but 
that he would stop and try to help 
people out of trouble and give them 
counsel and advice. 









Annual Outing of 
New England Association 


Draws Big Crowd 


The New England Hardware Dealers’ 
Association and the Hardware Asso- 
ciates held their annual outing July 14 
at the Nashua Country Club, Nashua, 
N. H. Although more or less rain was 
experienced during the early part of 
the day, a large percentage of those at- 
tending from’ Boston, Worcester, 
Springfield and other New England 
points made the trip in automobiles, ar- 
riving in time for the eats. 


The usual ball game, races and other 
stunts were pulled off and suitable 
prizes, donated by jobbers and manu- 
facturers, awarded. 

Despite weather conditions it was one 
of the largest attended and best en- 
joyed affairs of its kind. George Fiel, 
secretary of the Hardware Dealers’ As- 
sociation, had general supervision of the 
outing, with various committees work- 
ing in cooperation. 
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Reading Hardware Co. | 
Opens Detroit Branch | 


Office and Warehouse Established | 
by Hardware Manufacturer in 
Charge of G. J. Kastenberg 
on Holden Avenue 


The Reading Hardware Co., manu-_| 
facturer of builders’ and general hard- 
ware, Reading, Pa., announces the open- 
ing of a branch office and warehouse at 
1433-14835 Holden Avenue, Detroit, 
Mich., in charge of G. J. Kastenberg, 
who has been appointed manager of the 
Detroit branch. 

A full line of the company’s manu- | 
factured products will be carried in| 
stock in the new branch. | 














Graybar Omaha Branch 
to Have Own Building 


New offices and warehouse for the 
Omaha, Neb., branch of the Graybar 
Electric Co. will be occupied by Nov. 1, 
according to an announcement from 
the New York executive offices of the 
company. The new Omaha quarters, 
consisting of a two-story structure and 
basement, designed to Graybar plans, 
will be located at 1122 Capital Avenue. 
There will be available in the new 
building 19,860 square feet of floor 
space. 

In discussing the motives actuating 
the move to a new building Situated 
closer to the commercial center of the 
city, A. D. Barber, head of the Omaha 
branch, emphasized the steadily grow- 
ing importance of the district as a dis- 
tributing center for electrical goods. 
The move, Mr. Barber added, was in 
conformity with the general policies of 
his company in establishing larger dis- 
tributing branches in those communi- 
ties where distributing needs justified 
expansion. Present quarters of the 
Omaha branch are at 802 Farnam 
Street. 


Charles F. Weiland Dies 


Charles F. Weiland head of the firm 
of Charles Weiland, Inc., hardware 
manufacturer, 149 Chambers Street, 
New York, and well known as the 
owner of pacers and trotters, died July 
29 at the Mount Sinai Hospital, New 
York, at the age of 64 years. 

Mr. Weiland was born in New York, 
the son of Jonas and Caroline Rosen- 
berg Weiland, and was well known in 
metropolitan hardware circles. 








“The Saw Serf’ Issued by 


E. C. Atkins & Co. 


E. C. Atkins & Co., Indianapolis, 
Ind., manufacturers of saws, saw tools 
and machine knives, has_ recently 
mailed to many friends the first edi- 
tion of its new quarterly house organ, 
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Hardware School Postponed 


The two weeks’ school for hard- 
ware store proprietors and their 
clerks which was planned by the 
Wisconsin Retail Hardware Asso- 
ciation for this summer has been 
postponed until the last two 
weeks of next February. Most 
dealers were of the opinion that 
it would be easier for them to 
spend the time away from their 
stores at this later date, and the 
association accordingly changed 
the time. 

The original program of an in- 
tensive study of modern methods 
of accounting, advertising, show 
card writing and window displays 
will be carried out. 























“The Saw Serf.” Four times a year 


this little publication will bring to its 
readers some interesting information 
and human interest stories on the use 
of Atkins products in various parts of 
the world. The first edition contains 
an interesting sketch on E. C. Atkins, 
the founder of the business. It also 
has a human story on the Philippines 
and historical facts on saws, the use of 
saws and their manufacture. 





Frank T. Stocker Heads 
DuPont Architectural 
Paint Division 

In recognition of the public service 
rendered by master painters in their 
respective communities, and to assist 
them in their contribution to the pres- 
ervation of property, E. I. DuPont De 
Nemours & Co., Wilmington, Del., an- 
nounces the formation of a new divi- 
sion to make available the latest de- 
velopments in the evolution of finish- 
ing products. It will be known as the 
Architectural Division, with Frank T. 
Stocker as manager, and will operate 
under the Paint and Varnish Division 
from Philadelphia. 

The development of the newer type 
of finishes will render this type of 
service particularly valuable, so that 
both groups will be consistently in- 
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formed of all the latest paint and var- | 


nish developments and their applica- 
tion to industry. 

For information regarding the work- 
ing details of this plan, as well as in- 
formation on any finishing problem, 
may be directed to the Architectural 
Division, 3500 Grays Ferry Road, 
Philadelphia, Pa. 


Builders Hardware Supply Co. 


Organized in Portland, Me. 


The Builders’ Hardware Supply Co., 
recently organized, with headquarters 
at 372 Fore Street, Portland, Me., is de- 
sirous of receiving catalogs and price 
lists from manufacturers and jobbers 
of builders’ hardware. 
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| Bridgeport Brass Co. 


Appoints Tiedeken 


Appointed Raw Material Sales- 
man for That Firm in Phila- 
delphia Territory—in the 
Business Since 1903 


The Bridgeport Brass Co., Bridge- 
port, Conn., announces the appointment 
of R. J. Tiedeken as raw material sales- 
man in the Philadelphia territory, ef- 
fective immediately. 

Mr. Tiedeken is familiar with the 
manufacture and sale of brass goods, 
having been initiated into the business 
in 1903, at which time he became em- 
ployed by the A. P. Swoyer Co., with 
whom he stayed in various capacities 
until 1921. Later he joined the U. T. 
Hungerford Co., also manufacturers of 
brass and copper products, represent- 
ing them in Philadelphia for a short 
period. After leaving them he became 
connected with the Carey-McFall Co., 
with whom he stayed until joining the 
Bridgeport Brass Co. 

He will make his headquarters at the 
Philadelphia office of the Bridgeport 
Brass Co., which is located in the Bank- 
ers’ Trust Building. 





J. C. Scheeler New President 
Buffalo Wire Works Co., Inc. 


The election of John C. Scheeler as 
president to succeed his father, the late 
Martin Scheeler, is announced by the 
Buffalo Wire Works Co., Inc., of Buf- 
falo, N. Y. 

Other officers are Ferdinand M. 
Grimm, vice-president, and Chas. A. 
Scheeler, secretary and treasurer. 

The Buffalo Wire Works Co., Inc., 
was established in 1869 and has formed 
a prominent Buffalo industry for over 
half a century. Starting in a small 
way, it is now nationally known as a 
manufacturer of all kinds of wire prod- 
ucts and artistic metal work. 





Efficiency of U. S. Miners 
Shown by Coal Study 


The Department of Labor has re- 
cently reported facts compiled by a 
British commission, which recently un- 
dertook a study of coal mining in that 
country. 

It is shown that coal production in 
the United States averages 734 tons 
per year for each man employed in bitu- 
minous and anthracite miles. This com- 
pares with the British average of 243 
tons per man and an average of 262 
tons per man in Germany. In France 
the average is 170 tons and in Belgium 
158 tons. 

The reason for low mine wages in 
the United Kingdom is evident, it 
would seem, from these figures. 
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United States a Great Country for Slogans 


By L. W. Moffett 


|shown in the announcement by the 
|Bureau of Labor Statistics, Depart- 
ment of Labor, that a law has been 
| passed recently in Belgium prohibiting 
the sale of white lead and other pig- 
ments or colors containing white lead 


(Washington Bureau of HARDWARE AGE) 


MERICA is a great country for slogans. 
Many are inane, a mere jumble of words, which may seek a 


meaningless alliteration, or a combination of terms, generally 
deliberately spelled incorrectly, which are supposed to appeal to the 


fancy of the public. 
be abolished. 


But there are other slogans which are a great asset. 


It would be a blessing if this type of slogan could 


Any number of 


industrial and business institutions have coined these battle cries for 
trade after careful thought and made them carry real meaning, compel 


the reader to stop, look, think and buy! 


And, let it be said, the hard- 


ware manufacturer who makes a splendid tool, will find the slogan 


helps sell the tool. 
enduring and growing trade. 

The slogan-practice has proven so 
effective, when it is sanely applied, 
that its soundness has become accepted 
as a matter of course, and universal. 

Hence, the business public no doubt 
was surprised recently when it read 
that Secretary Hoover had _ con- 
demned slogans especially as they per- 
tained to goods shipped from the 
United States to foreign lands. “Made 
in the U. S. A.” which certainly looks 
and reads inoffensive, was, according 
to the story, a matter of resentment 
to people of other lands. 

However, it turns out that Mr. 
Hoover was misquoted. And that is 
what many had suspected from the 
outset. But the comeback from the 


statement evidently was rather vigor- | 
ous for Mr. Hoover has issued a state- | 
and scoops, reduced from 5136 to 2178; 


ment explaining the situation clearly. 


“I regret that some confusion has | 
valves and pipe fittings, reduced 34 per 
cent in the number of sizes of pipe and 


arisen over a statement of mine in 
respect to slogans in import and export 
trade,” said Mr. Hoover. 
press conference a question was put 


to me which I understood to refer to | 
|in varieties and sizes. 


the practice of certain foreign govern- 
ments in marking all envelopes for 
foreign countries with such slogan as 
“Buy Goods for Quality.” 
This mail distributed over the United 
States had caused many American 





ment. I stated in reply that I believed 
such forms of official advertising cre- 
ated more resentment than good will. 
“It now appears that other members 
of the press conference understood my 
remark to apply to the current marks 
‘Made in the United States,’ ‘Made in 


France,’ etc., which usually accompany | 
dicated by the fact that some 200,000 
copies of Simplified Practice Recom- 


all goods in international commerce. 
These marks are required by law in 
most countries, including the United 
States and were not in my mind when 
I made the above remark.” 

So the slogan which carries a real 
message is O.K.’d. May its number 
increase! Per contra, may the sense- 
less slogan perish! 


The Division of Simplified Practice, 
Department of Commerce, has issued 
a circular stating that there has been 





“At a recent | 
valves and fittings; 








It obviously must have quality if it is to possess 





a sufficient volume of acceptances to 
justify issuance of recommendations 
for the simplification of tinware, 
Japanned ware and galvanized ware, 
the program thereby receiving the in- 
dorsement of the department. It marks 


another step in hardware lines which 


have turned to simplification to an un- 
usually large degree. Among surveys 
now nearing completion are those for 
simplification of hollow doors and trim, 
steel sash, waxed paper, explosives, 
metallic cartridges, porcelain. table 
tops, automobile brake linings and 
piston rings. Industries which adopted 
Simplified Practice recommendations 
during the second quarter of 1926 were 
carbon brushes and brush shunts for 
electrical apparatus; shovels, spades 


wrought iron and wrought steel pipe, 


4 per cent in the number of sizes of 
and paint and 
varnish brushes, reduced 71 per cent 
Ray M. Hudson, 
chief of the division, said that because 
the success of group elimination of 


superfluous items depends on the co- 
operation of every person in the indus- 
try, it is significant that 686 trade as- 
manufacturers to protest to the depart- | sociations of manufacturers, distribu- 
_ters and consumers have accepted the 
57 recommendations adopted by indus- 
tries up to the close of the second quar- 
ter. 
associations had accepted recommenda- 
tions “in principle” even though not 
directly connected with the industries 


Also, he pointed out, nine other 


affected. This interest was further in- 


mendations have been purchased by 
trade extension bureaus, corporations, 
buyers, consumers, etc. Mr. Hudson 
also showed how the simplified prac- 
tice idea has spread to foreign coun- 
tries, including England, Austria, 
Holland, South Africa, Australia, 
France and Italy. 


By reason of discussion of the subject 
in this country, interest has been 


pamphlet concerned dogs. 





and their use in painting the interior 
of buildings or in painting any article 


to be used in the furnishings of build- 


ings. White pigments of any kind, it 
was said, may not contain more than 
2 per cent of metallic lead by weight. 
Exceptions are allowed in the case of 
the sale of white lead pigments in tubes 
containing less than 500 grams and in 
the use of these pigments in painting 
articles for export in cases where the 


orders call for the use of white lead. 


| 


| 














Their use also is allowed in painting 
industrial establishments in which 
there is escape of sulphurous gas. The 
dry scraping and sandpapering of sur- 
faces painted with white lead paint is 
forbidden. Violations of the law are 
punishable by a fine of from 200 to 
1000 francs which will be doubled in 
case the offense is repeated. 


The Department of Agriculture re- 
cently issued a pamphlet which is said 
to have proven the most popular of the 
many it has issued. Someone has said 
that the two most interesting things 
on earth are babies and dogs. This 
Whether 
the department has issued circulars on 
babies has not been investigated. Any- 
how the dog pamphlet is reported to 
lead all others in popularity. It is 
prettily illustrated with photos of dogs 
of all breeds, tells what their origin is, 


their characteristics, and other inter- 


the dog lover. 


esting things, which prove a treat for 
And most of mankind 
and womankind loves the dog, with 


perhaps their tongues in their cheeks 


| 


| 


when it comes to some of the more in- 
significant and useless types. The 


_pamphlet was the result of the efforts 








of Representative Hawes of Missouri. 
He made the point that the department 
issues pamphlets about the horse, pig, 
cow, chicken, duck, etc., etc., and 
thought the dog should be given recog- 
nition. The increase of kennels may be 
expected to increase. Does this portend 
a broader market for collars, chains, 
leashes, and, for doggie, muzzles? 


Based upon hearings and findings of 
the Tariff Commission, Assistant Sec- 
retary Andrews also had issued an 
embargo against imports of revolvers 
which simulated Smith & Wesson 
revolvers. The investigation grew out 
of a complaint by the American firm 
which was found to have been well 
founded and resulted in the drastic 
action of barring further shipments 
from abroad of the weapons which 
were made to resemble the Smith & 
Wesson revolvers. 
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Machine Screw Price Lists 


Compiled for Hardware Age by M. M. Godschalk 


°<X PLANATION—List prices are in accordance with latest revision of 1923. Knowing your cost on these sizes 
and knowing the margin you wish to make on screws, you can readily determine a price for any desired quantity. 
For example: On No. 4 iron machine screws, % inch in length, let us assume that you wish to sell at 33's off ‘ist. 
You would find the % inch column and run along it until you were under the 33's off list discount, which in 
this case would be 20—your selling price. Should you on the same number have a quantity order, you could 


























quote 40 or 50 off list by the same method. In this case the quotations would be 18 and 15 respectively. List 
prices are per gross. 
T / ~“ ’ “s ™" 7 ‘ ’ ‘ T ’ ‘ % " i ‘ 
IRON MACHINE SCREWS IRON MACHINE SCREWS 
(Flat—Round or Filister Head) (Flat—Round or Filister Head) 
No. 4 Diameter No. 6 Diameter 
DISCOUNTS DISCOUNTS | 
Length List _ Ce Length List _ | 
| 5 10 20 25 | 33%! 40 50 60 5 10 20 25 S314 10) 50 60 
| | | | | 4 35 34 31 28 27 24 21 18 14 | 
% | 30 29 7 24 23 20 18 15 12 ——_—— -—- — - - --- —— | 
—- + | -- aT 35 34 31 28 27 4 21 18 14 
vig 30) 29 27 4 23 20 18 15 12 — ~—+-- - ~ _ ——— 
$$$ | —__ | ___ —- | —_____| _— —_—_ | __— 14 35 34 31 8 27 D4 »y 18 14 
lg 30 29 27 4 23 20 18 15 12 ~~~ —-- - - - : — 
——_—___——_|— - —~ . — | —____| x 37 $6 35 30 9 25 22 19 15 
56 32 31 9 65 24 22 19 16 13 —_—__—____|— — - _ _menate 
—_--— — ——--—| ——- - —~— - — = a a 37 36 85 30) 0) 25 22 10 15 
a 32 31 0) 26 24 oe 19 16 13 —_— —|- - - ~ - —— — 
——_—_—_ | — ——— | ——_—_ } —__|—_____ | ——|— _—— f 39 37 35 32 0) 26 23 20 16 
‘ 34; 33 3] 28 26 23 20 17 14 aa —— 
$$. |__| --—- —-- ——- ———-— — ~ —_—— | 16 39 37 35 32 30 26 23 20 16 
lg 34 3 31 28 26 23 20 17 14 ——-—- —— — - - | 
——$____ | —__—___|— oe _— —_——|— - —_—_— Vg 42 10) 38 $4 31 28 25 21 7 | 
54 37 36 34 30 29 25 22 19 15 —___— ; - 
—— — —--,——--- — - ~— a —— 34 i i4 12 37 $5 31 8 23 18 
84 11 39) 37 33 31 8 25 21 16 ~--- + : —— -- 
—-—— —- —_ |---| —— —__—_| —____| —— 16 ) 18 15 10 38 33 30 25 1) 
14 15 13 4] 365 34 30 27 23 18 a - - - 
——___— | —— - —— — — — — ! 55 2 0) 44 12 37 33 28 22 
l 50 18 45 10 38 33 0) 25 20 — — .|— — 
—-—_—— —}|— —j— . : __— 1'¢ 60 57 4 48 15 10 16 30 24 
1'4 55 2 ) 14 12 37 33 28 2 wn a - | 
intiihinatiaaiigeieeainin iene ie ' _ 14 65 | 62 59 52 19) 14 30 333 26 | 
114 60 57 4 18 5 10 365 0) 24 —--———-'-— —-—-- —— ~ ——- —-—~|-- a 
a a a —|— | ——-- -—_—__— l'9 15 72 67 60 7 A) 15 8 xO | 
114 70 | 67 63 56 52 47 42 35 28 | --—-- -|———- | 
134 05 Oo} 86 76 72 64 57 18 38 | 
2 115 109 104 92 SO 77 69 5S 46 | 
IRON MACHINE SCREWS IRON MACHINE SCREWS 
(Flat—Round or Filister Head) (Flat— Round or Filister Head) 
No. 2 Diameter No. 8 Diameter 
| DISCOUNTS DISCOUNTS | 
Length List Length List : | 
5 10 2) 295 | 33144 | 40 | 5O 60 i LO <0 > | 3373 | 40 60 | 
<0 , " : } 
4 30 29 27 4 23 20 18 15 12 a 40) aS 6 32 0 2% 24 20 16 | 
ce 30 | 29 27 | 24| 23| 20| 18 | 15| 12 | M4 10) 38 6 32 30 27 24 20 16 
yw | gol 29| 27| 2] 23! 20] 18| 15] 12 | by 44 42 10 36 33 30 26 29 18 
a eas og é 4 | 31 ; : oy /“ 26 24 ie 29 419 on 16 413. | 34 i4 42 1) 36 3 20 26 2 1s 
mampensmenn — - oo —— a a a —————— ws ‘ _— 7 : . es 
35 32 31 29 26 24 22 19 16 13 i 48 46 M4 39 36 32 29 24 19 
a | ga] 383] 31) 28| 26] 23| 2] I17| 14 4 18 16 14 39 36 32 29 24 19 
6 | i et) a 28 26 23; 20| 17] 14 “8 o2 aw 7 42 39 30 31 26 21 
bas” tg 37 | 36| 34 0 29; 25]; 22| 19! 15 % Hs 4 a1 44 te 38 a4 28 22 | 
aa y, ae 1] a 29 37 33 31 ; IK 25 : 4] 2 16 V8 60 97 4 1S 45 10) $6 10 24 | 
any ‘ 451 43| 411 «36| 34| 30! 27, 23 4S oe ee 65 62 my 32 9 44 30 $3 26 | 
1% 10 av) Oo we 52 17 12 a5 IS | 
Number 3 machine screws are the same price as above. oo 1 * Se -5, = 67 60. om 57 50 | 5 28 30. | 
l', 85 Ss] ‘4 6S 64 7 51 2) $4 
— - ~- - ~ = } 
134 105 100 O5 85 79 70 63 53 12 | 
COMING! 2 125 119 113 100 | 4 83 79 63 50 
eee 188 asia , : mands t 
‘ ‘ . 91 ° ‘ 9 7 >: 58 | 
Resale Chart on Sheet Zinc will be published 2% | 145 | 138] 121) 116] 109| 90) 87 | 73) 58 | 
. . 91, _- aed >< 9, ‘ 7. 
by HARDWARE AGE soon. This chart will be a ef ee | ee ee ae a 
valuable addition to the series. a7 sates eis Sdciadl Micah ltrs, Tnsckel Siteesinlt Psatht Bilal 
3 230 219 207 Is4 173 153 138 115 92 
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This is the first installment of a complete series of machine screw prices, to be published weekly. 
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General Market News 








Hardware Trade Looks for 
Active Fall and Winter 


HE cheerful attitude of mind resulting from several months of 
j poten activity in both industry and trade is reflected to 
a satisfactory degree in hardware circles throughout the country, ac- 
cording to reports from the various wholesale market centers. Hard- 
ware sales during the month of June are generally conceded to be 
somewhat less than those of the preceding month but greater than 
during the same period last year. Basically conditions are sound, and 
an increasingly optimistic spirit regarding the outlook for fall and 
winter business is becoming apparent. 

In explanation of their present cheerful attitude of mind, hardware 
men point to the fact that employment throughout the country is well 
sustained, and that the cost of living has declined more than have 
wages. Commodity prices, it is pointed out, are stabilizing to a satis- 
factory degree, while credit is easy to obtain. During the first half 
of 1926 all records for steel ingot production have been broken, and 
there are no evidences of a diminution in the current heavy demand. 
Building activities, always indicative of general business conditions, 
during the month of June exceeded those of May by 4 per cent, while 
the total expenditures during the first six months of the year were only 
2.6 per cent less than during the same period in 1925. 

The week ending July 17 established a new record for car loading 
with the surprising total of 1,083,626 cars, and is further indicative of 
general prosperity. Crop conditions in the northwestern sections, 
where harvesting of some crops is now under way, show a fair average 


vield. Collections are characterized as satisfactory. 





Flat Glass Trade Quiet; 


Lead Oxides Advanced 
by Eagle-Picher Co. 


Effective July 26, the Eagle-Picher 
Lead Co. announces the following prices 
on lead oxides: In barrels and half bar- 
rel lots, litharge at 11%c. per lb., red 
lead at 12c. per lb. and Organe mineral 
AAA 14%c. per lb. These prices are 
subject to customary advance differ- 
entials. 








to lag and is very spotty. 
orders placed with manu acturers are 
in fairly satisfactory volume, while the 
next one is extremely quiet. 
plate glass manufacturers business is 
also rather quiet. Stocks are slowly 
accumulating in warehouses. 


Basic Materials Markets 


Price tendencies in finished products 
being the reflection of conditions in the 


glass industry later on in the year in- 
dicate good business. Included among 
these barometers are the basic indus- 
tries and the agricultural outlook. 


Domestic | 
production and imports are both large. | 
General conditions that affect the | 


| 


ing standards, has given us our logical 


raw material market, we present a few 
opinions obtained from reliable sources 
on several basic products: 

Copper.—As_ predicted for several 
weeks, copper has been advanced to 
14%%c., with a possibility of 15c. copper 
before the close of the year. 

Zinc.—Prices are very steady, but 
buying continues light. 

Shellac.—Firm tone to this market 
though trading is light. Stocks are not 
heavy. 

Turps.—Market shows higher price 
trends. One cent advance last week 
may be followed by further advances. 
Current trading is not heavy. 

Linseed Oil.—Prices have varied both 
ways. At press time market appeared 


firmer as seed market strengthened. 

















Large crops and active industries create 
incomes that will take care of the 


necessities of life and leave a balance | ; C 
' goods has there been a falling off in 


for the building of new homes and re- 
pairing of old ones. 

At this time there are many large 
buildings being erected in most of the 
leading cities of the country. Reports 
from the automobile industry indicate 
an increase in operating capacity, and 
the mirror trade is showing enlarged 
activity. 
business appears, but little improve- 
ment in the sale of glass during the 
coming month is anticipated. 

Concerning production, no change 
has taken place in output in either the 


window or plate glass branches. 
—National Glass Budget. 


However promising the fall | 


—U. S. Paint Production and 











Fall Outlook Improves 


The window glass market continues | 


One day | 
| outbuildings are of anything else than 


With the | 











| 


Use Leads World 


The national production of paint and 
varnish in the United States is now at 
the rate of about half a billion dollars 
a year, and by the end of 1926 may go 
well beyond that amount. This gives 
the United States the record of mak- 
ing and using more paint and varnish 
than any other country in the world, 
according to a survey by the American 
Chemical Society. 

Last year’s output of manufactured 
paints, pigments, lacquers and var- 
nishes was valued at $140,565,000, and 
there has been no general decline in 
prices, the results of the survey show. 
Only a small part of our paint and 
varnish products goes abroad, and pur- 
chases from foreign countries are 
chiefly raw materials. 

“The present period marks the high- 
est point to which the production and 
use of paints and varnishes in the 
United States have risen,” says Otto 
Wilson, foreign trade expert of the 
American Chemical Society. 

The announcement says: “Our total 
foreign sales of paints and varnishes 
represent less than 4 per cent of our 
yearly output, and the value of our im- 
ports is hardly 1 per cent of that of 
the products of our own factories. We 
may expect expansion of the export 
trade, which has a promising start. 
Cans of paints and varnishes bearing 
American labels are known and favor- 
ably regarded in every part of the 
world 

Building Construction 

“Brick, steel and concrete construc- 
tion has been making considerable ad- 
vance in the larger cities in recent 
years, but we are still very much a 
nation living in wooden walls. In coun- 
try districts few dwellings and fewer 


wood, while in cities and towns of over 
2500 population, according to one esti- 
mate, 60 to 80 per cent of the dwellings 
are frame. 

“In this respect we resemble most of 
the newer countries, but contrast with 
those of Europe, for example, where 
ancient dwellings of brick and stone, 
often dating back for centuries, are the 
rule. This preference of ours for 
wooden houses, together with high-liv- 


place as the greatest consumer of paints 
and varnishes. In only one line of 


recent years. That is in paints ground 
in oil to the form of paste. 

“The most striking feature of the 
varnish industry is the rapid advance 
of pyroxylin lacquers. In four years 
the number of plants interested in this 
manufacture has been multiplied by 
five, and the total output has increased 
eightfold. Last year the total produc- 
tion was 11,103,000 gal. 

“The chief use of these nitrocellulose 
laequers has been as a spray for coat- 
ing automobile bodies and furniture, 
and for use to a certain extent on in- 
terior woodwork of buildings. 
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Hot Weather Affects Chicago Trade—Some 
Price Changes Noted—Stocks Sufficient 





purchases from the jobbers. 


(Chicago office of HARDWARE AGE) 


HE continued hot weather is having a retarding effect on retail 
hardware sales and this, of course, is immediately reflected in 
As a result there is a decided ten- 


dency toward the shading of prices in an effort to stimulate business in 
certain lines. Builders’ hardware items especially have been subject to 
price reductions during the past week—lock sets, square butts and strap 
and T-hinges averaging about a 10 per cent drop. Recent price reduc- 
tions on crude rubber are now being followed by substantial declines 
on garden hose and rubber covered wire, and there is also a slight re- 
duction on some grades of roofing paper and on some lengths of rake 


handles. 


The same weather conditions that are slowing up sales generally are, 
however, causing a decided improvement in the sale of such items as 
oil stoves and ice cream freezers, the movement of which has lagged 


seriously until this time. 


The steel industry in the Chicago area shows some increase in ton- 
nage in sheets and structural steel and mills are operating at about 
86 per cent capacity. There is also a little more activity in construc- 
tion work and building permits are running a shade heavier than at 


the same time last year. 


AUTOMOBILE ACCESSORIES.— 
There is a very noticeable increase in 
sales as the vacation and tourist sea- 
son reaches its peak. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: , 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 58c. 
each; A. C. Titan, 58c. each; lots of 
100, 56ce. A. C. Special Ford, 44c. 








each. 
Spot Light.—Anderson, No. 3280, 
50. 
Jacks.—National Standard, No. 21, 


$1.20 each. 

Pumps.—Rose, 1% in. 
1.55. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount. 

Tires and Tubes.—30 x 3%, over- 
size cord tires, $10.50 each; regular 
cord, $7.45 each; gray inner tubes, 
30 x 3%, $1.50 each; red inner tubes, 
30 x 3%, $1.75 each. 


BOLTS AND NUTS.—Sales are satis- 
factory and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—tThere is 
a substantial reduction in lock set 
prices. Sales are fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.66 
per doz. pair; heavy steel bevel in- 
side sets $5.50 per doz. pair; steel 
bit-keyed front door sets, $1.50 per 
set: wrought brass bit-keyed front 
door sets $3.00 per set; cylinder front 
door sets, $7.00 per set. 


CHAINS.—There is no change in prices 
and sales are seasonably good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %™ in. proof coil 
chains, $8.50 per 100 lb.; Henso, Bull 
Dog and Brown coil chains, 50-10 per 


cylinder, 








cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
There is no change in jobbers’ prices 
as yet, but may be reported shortly. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—A good steady volume of sales 
is reported and prices are unchanged. 


We quote ffom jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5 in., $4.50 per 100 
ft.; corrugated conductor pipe, 3 in., 
$4.80 per 100 ft.; plain ridge roll, 1% 
in., $4 per 100 ft.; corrugated con- 
ductor elbow, 3 in., $1.51 per dozen. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—No. 14 rubber covered 
wire shows a decline. Other prices 
firm and sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise.—No. 14 
rubber covered wire, $7.00 per 1000 
ft.; in 1000 ft. lots, $6.50. No. 18 
lamp cords, $14.25 per 1000 ft.; in 1000 
ft. lots, $13.65; % in. brush brass key 
sockets, 15%c. each; two-way plugs, 
45ec. each; in lots of 10, 40c¢. each: 
two-piece attachment plugs, 12¢c. 
each; dry cells, boxes of 50, 32c. each; 
less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3.33 each; No. 772, 
$2.62 each; No. 486, $3.85 each. 

Battery Chargers.—Apco line lots 
of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric 
No. 522W, $2.50 list. Discount, 30 
per cent. 


FIELD FENCE.—Prices are firm and 
demand is fairly active. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-61-2%, $28.68 per 
100 rods: 1948-6-14%, $43.62 per 100 
rods; 2158-6-14%, $48.98 per 100 vds. 

FILES.—Orders received are showing 
a satisfactory volume and prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 





per cent off list; Nicholson files, 50 
per cent off list: Black Diamond files, 
40-10-5 per cent off list. 


FISHING TACKLE.—The demand for 
all kinds of tackle continues to be very 
active. 

GALVANIZED WARE.—In order to 
stimulate business during the “dog 
days” lull one jobber is offering 12 qt. 
dipped galvanized pails at $2.19 and 
No. 3 tubs at $7.35. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanize 
after-made tubs, No. 1, $6.00; No. 2, 
$6.85; No. 3, $8.00; 10-qt. galvanized 
after-made pails, $2.12; 12-qt., $2.33; 
14-qt., $2.60; 5-gal. galvanized oil 
cans, galvanized breast, $7.25 a dozen; 

1 bu. galvanized baskets, $6.20 dozen. 
No. 26% bu. bailed galvanized meas- 
ures, $4.65 dozen. 
GARDEN HOSE AND LAWN SPRIN- 
K LERS.—Jobbers’ prices have dropped 
following the general reduction in crude 
rubber. Sales are slow. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality molded hose ‘%-in., lle. per 
ft.; %-in., 13ec. per ft.; 5 ply good 
quality, wrapped, ™%-in., 9c. per ft.; 
%-in., lle. per ft. Lawn Sprinklers, 
Rail King, $28 doz. Original fountain 
sprinklers, $6.00 dozen. 


GLASS AND PUTTY. The demand 
is rather quiet, as is to be expected at 
this time of year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount; 
Single strength A, 34 to 40 in. bracket, 

82 per cent discount: single strength 
A, all other brackets, &1l per cent dis- 
count; double strength <A, all sizes, 
$2 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 Ib. commercial, 
$3.40 per 100 Ib. 
HATCHETS. — Prices remain _ un- 
changed and there is a moderate de- 
mand. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 

shingling, $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 dozen. 


HANDLED HAMMERS.—tThere is a 
fairly active demand and prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality 16 oz. 
nail hammers, $12 dozen; Maydole, 
$12.60 dozen; 10 oz. machined ham- 
mers, first quality, $9.20 doz.; Com- 
petitive grade, 16 oz. nail hammers, 


$6 to $8. 
HANDLES, AGRICULTURAL. — A 
slight adjustment in jobbers’ prices on 
rake handles is announced. Other 
prices are unchanged and sales are 
good. 
We quote from jobbers’ stocks, 

f.o.b. Chicago: 

Hay Fork Handles.—Straight- 
chucked and bored, best grade, 4% 





ft.. $4.50 doz., 5 ft., $5.50 doz.; XX, 
4% ft., $4 doz.; 5 ft., $4.80 doz.; X, 
4% ft., $2.40 doz.; 5 ft., $2.80 doz. 


Hay Fork Handiles.—Bent chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $7.50 doz.; 
» ft., $8.50 doz.: XX bent, with strap; 
ferrule and cap, 4 ft., $5.50 doz., 4% 
ft., $5.75 doz.; XX, bent, 4% ft., $4.50 
doz.: 5 ft., $5.50 doz.; X, bent, 4% ft., 
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$3 doz.: 5 ft... $3.40 doz 

Manure Fork Handies.—Lent, best 
grade, 4 ft $4.75 doz.; 4% ft., $5.10 
doz. : XX, bent, ; .. 26. iD doz. : the 
ft., $4.40 doz.; bent, 4 ft., $2.60 doz., 
4% ft., $2.95 doz 

Garden Hoe Handies..-XX, 4% ft., 
$3.45 doz.; X, 4% ft., $2.40 doz 

Garden ‘Rake Handles. —XX, 4% ft., 
$5.10 doz.;: X, $3.25 doz. 

Shovel ieokamae Pa on pattern, 
XX, 4% ft., $5.90 doz.; X, 4% ft., $3.99 
doz. ; 1) handle, best grade, $7.95 doz.; 
X grade, $6 doz 

Spade WHandiles.—!) handles, best 
grade, $7.75 doz.; grade, $ doz 


HANDLES, TOOL.—A good volume of 


sales is reported and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handies.——No. 1 hickory, $4 
doz.: No. 2, $3 doz.;: second growth 
hickory, $5 doz.: finest selected sec- 
ond growth hickory, $6.50 doz 

Hatchet and Hammer Handles. 
No. 1, 90c. doz.: finest second growth 
hickory, $1.80 doz 


HINGES.—Square plated butt prices | 
cut about 10 per cent on the 3, 3%, 4 | 
inch size. Strap and T hinges also off | 


10 per cent on some sizes, but not all. 

We quote from jobbers’ stocks, 
fio. Chicago: Heavy stran hinges in 
bundles, 4-in., 90c¢.; 5-in., $1.24: 6-in. 

1.35; 8-in., $2.25; 10-in., $3.87 per 
doz. pairs; extra heavy T hinges, in 
bundles, 4-in., $1.40; 5-in., $1.46: 6-in., 
$1.60; S-in., $2.80; 10-in., $4.00) per 
doz 

ICE CREAM FREEZERS.—tThere is 
still some little improvement in the 
demand as the season advances. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 at., 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 
list; 4 qt., $8.25 list; 6 gt., $10.45 list: 
XS qt., $13.40 list: 10 qt., $17.90 list: 12 
qt., $21.50 list; 15 «qt., $25.60 list; 20 
qt., $33.20 snes oy 6qgt., $42.60 list 
Arctic, 1 . $4 list: 2 aqt., $4.60 list: 
o gt., $5 15 By $ gt., $6.80 list: 6 cjt., 
$8.60 list; S at., $11.10 list. All the 
above less Sth per cent disewunt. 
Alaska, 1 qt., $2.95; 2 at., $3.45 list; 
3 qt., $4.10 list; 4 qt., $4 list; 6 at., 
$6.30 list; 8 qt., $8.20 list; 10 gt., $10.75 
list; 12 at., $14 list; 15 «at., $17 list: 
-0 gt., $21.50 list A discount of 20 
and 10 per cent on all above prices. 
Acme, 2 qt., galv., $8 doz.; 2 at., 
enamel, $10 per doz.; 4 qt.. enamel, 
$1 per doz. Above prices are net 


LAWN MOWERS.—Current sales are | 


light as the season is closing. Prices 
remain unchanged. 
We quote from jobbers’ stocks, 
fo.b (Chicago: 
_ Lawn Mowers.—16 in. ball bearing, 
o-Knife, 11 in. wheels, $12.35 each; 16 
in. ball bearing, 4-knife, 10% in 
wheels, $10 each; 16 in., plain bear- 
ing, 4-knife, 10% in. wheels, $8.65 
each; 16 in., ball bearing, 4-knife. 
% in. wheels, $7.85 each: 16 in... plain 
bearing, 4-knife, 9 in. wheels, $7.! 
each; 16 in., ball bearing, 4-knife, & 
in wheels, $8 each; 16 in., plain bear- 
ing, 3-knife, 8 in. wheels, $5.85 each. 
NAILS.—The small lot demand is very 
active, with quantity orders in satisfac- 
tory volume. No recent price changes. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Common wire and cement-coated 
nails, $3.05 per keg base. 


OIL STOVES.—A steady and notice- 
able improvement continues with the 
seasonable summer weather 


Oil Cook Stoves 


PERFECTION— 
BR BR ee $17.50 
DUO. 2B BS WRTMOTE. .ccccccececvccs 22.00 
iO. G4 @ BUTMIOTR. cc cccccccccccee 28.50 
No. 75 5 burners..... eee 


Perfection dealers’ discount. 30 and 
5 per cent on lots of 10 or more: on 
less than 10, 30 per cent. 
PURITAN (improved Model)— 

















f.o.b. 


(oval, 
doz. 


f.o.b. 
faced 





Ss £5 = $17.50 
a Gee ae Se gs cccncesees bon 22.50 
IVO.. 44 @ DUTMOTSB. .cccdcce Sec cess 28.50 

Puritan discounts same as VPerfec- 
tion. 





HARDWARE 


NESCO— 
No. 211 
No. 212 
No. 213 
No. 214 
No. 215 
No. 110 
No. 110 


No. 1104 
No. 1105 


With 


and splash 


su © 
wee ‘ 


av). 
No, 244 
N esco 


per cent, 


Nesco Rolo, 


Dealers’ 


No. 211 
No. 211 
No. 121 
No. 112 


No. 142G 
Dealers’ 


Perfection 
Perfection 
Perfection 


cent in 


10), "th per 


Rockweave 
Perfection and 


and $48 


Discounts 


Stoves, 


YSc. per 


preti. 


Turpentine.- 


gal. 


Jenatured Alcohol. — Barre! 
drunts 


fe. per 


returnable. 
White Lead. 


lb. lots less 


7.25; 25 
$1.85, 
Shellac. 


per gal; 


lots, 
solled, 
5-barrel 


100) Ib. 
* cent: 
$3.65; 


cuts) 
2.30 per 





oeoreeveveev ee eevee 
oeeeveeeeoveeeene 
eee eveeveeoeveve eee 
eeeveeveeeeee ees 


“ee *eeeneeeennene 


only peeveenus 


enameled 


eee eeeeoereeena enh s 30.9 


discount, 


Oil Ranges 


5 burners and oven.$90.00 
i 30 and oj 


Ovens 


* plain door.. 
‘r glass door.... 
burner glass door... 
2 burners glass door... 


, on 10 or more, : 


and 5 per less than 
cent, 
PURITAN— 
No, 42 G 2 burners glass door.. 
Dealers’ 1”) 6Oor 
and 5 per less than 
cent. 
NESCO— 
No. 65 solid door 
No. 5 1 burner glass door 
No. 010 solid 
No. 10 1 * glass door 
No. 020 burners solid 
No, 20 burners glass 
No, 030 burners solid 
No. 30 burners glass 
Dealers’ ov 
cent. 


Water Heaters 
ie i ivebweed $40.00 


discount, 30) ; 
more; 


Etc. 


25c. 


Puritan, 


as on 
heaters. 
| PAINTS AND OILS.—Sales a 
active and prices are unchanged. 
We quote 
f.o.b. Chicago: 
Linseed Oil. 
per gal.; 
Linseed Oil.— 


jobbers’ 


barrel 
92C., 
barrel 

lots, 5 


tarrel = lots, 


English Venetian Red. 


$3.50 to 


LO” Th. 


Dry Paste.—Barrel lots, 


PYREX WARE. 


No. 622, 


square; 





212, 


No. 
Shallow 
No. 643. $14 doz. 
Pie Plates.—No 
209, $7.20 
Tea Pots. 
$24 doz.: 
Utility Pans.—No. 
232, $14 
ROOFING PAPER.—There is a slight | 
downward revision in the price of light | 
tale surfaced paper. 
unchanged. 
We quote 
(Chicago: 
prepared 


Dealers are begin- 
ning to fill in their stocks in anticipa- 
tion of the fall business. 
We quote 
(Chicago: 
Bread Pans.—No. 
No. 214, $12 dozen. 
New Handled Casseroles.- 
No, 623, 
doz.: 
No. 


jobbers’ 


208, $6 


$20 doz.: 
$28 doz. 
231, 


Other prices are | 


jobbers’ 
grade 
roofing, 


tale 
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$2.65 per square; medium tale sur- 

faced, $2 per square; light tale sur- 

faced, $1.10 per square; red rosin 

sheathing, $57 per ton. 
ROPE.—Sales are good and are show- 
ing some increase at the recently low- 
ered prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands, 22%c. to 23c. per Ib.; No. 

2 manila, 21%c. per Ib.; No. 1 sisal, 
I5%c. per Ib.; No. 2 sisal, 14%c. 
per Ib. 
SASH CORD.—There is a seasonable 
steady demand and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.75 per doz. hanks; No. 8, $8.85 per 
doz. hanks. 


SASH PULLEYS.—Prices are firm and 
the demand is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz. Common 
Sense, 2 in., 60c. doz.; barrels, 54c. 
doz.; No. 105, 52c. doz.; barrels, 48c. 
doz. 

SCREEN DOORS AND WINDOW 
SCREENS.—The hot weather is hold- 
ing up the demand in a very satisfac- 
tory manner. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Sereen Doors: No. 
266, 2-8 x 6-8, $20.35 doz.; No. 296, 
2-8 x 6-8, $24.55 doz.; No. 311, 2-8 x 
6-8, $29.20 doz. Window Screens: No. 
1833, $4.35 doz.; No. 2435, $5.20 doz. 

SCREWS. — Sales are normal and 
prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 77%-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list: flat head brass, 75-20-10 per 
cent new list: round head brass, 
72%-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 

SOLDER AND BABBITT METAL.— 
There is a good volume of sales. Prices 
are very firm. 

We uote from jobbers’ stocks, 

Chicane: Warranted 50-50 sol- 

der, $42 per 100 Ib.; meduim, 45-55 
solder, $41 per 100 'b.; tinners’ 40-60 
solder, $40 per 100 Ib.; high speed bab- 
bitt metal, $20 per 100 Ib.; standard 
No. 4 babbitt metal, $13 per 100 Ib. 


STEEL SHEETS.—There is a fair 
amount of business and prices are firm 


and unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 Ib.; 28-gage 
black sheets, $4.25 per 100 Ib. 

WIRE PRODUCTS.—The demand is 
very good and prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Wire staples, No. 8 
black annealed wire, $3.05 per 100 
Ib.;: No. 9 galvanized plain wire, $3.50 
per 100 Ib.; catch weight spool gal- 
vanized cattle or hog wire, $3.75 per 
100 Ib.; 80 rod spool of galvanized hog 
wire, $3. 25 per spool. Polished fence 
staples, $3.50 per 100 Ib. Wire cloth, 
black, 12-mesh, $1.75 per 100 sq. ft.; 
galvanized, 12-mesh, $2 per sq. ft.; 
bronze, 14-mesh, $5.75 per 100 sq. ft. 
Galvanized Poultry Netting.—-57'4-5 
per cent discount; galvanized after- 
made poultry netting, 52%-5 per cent 
discount. 

WRENCHES.—Sales are normal and 
prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount, (“oes 
wrenches, 40-10 per cent discount; 
engineers wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
electrical set, $4: No. 101 Master 
Service Set, $15.20: No. 202 Heavy 
Set, $8.80; No. 303 Ford Master Ser- 
vice Set, $14.85: No. 404 Universal 
Socket Set, $8.75: No. 505B Screw 
Driver Set, $3.40: No. 900 Square 
Socket Set, $3.70. All Snap-on 
Wrenches less 40 per cent discount. 
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Care-free summer days by the sea shore! Here more 
than ever is needed a non-corroding wire screen cloth 


to bar out the insect life of the beach. 


Hanover Golden Rod Bronze sales mount high at pop- 
ular resorts because “Golden Rod” successfully resists 
the corroding effects of the briny air. This screen cloth 
is 90% copper, but has an alloy added which gives it 
greater strength than ordinary soft copper wire cloth. 
Salt air, acids, or gases have no effect upon it— it will last 
a lifetime with proper care. 


There’s a generous margin of profit for the hardware 
man in Golden Rod Bronze sales. Check up on your 


summer supply now! 
Distributed by Jobbers 


If your jobber cannot supply you, write us, and we 
will give you the name of one who will. 


JOHN M. HART COMPANY 
Manager of sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: 
Old Colony Building, 
Chicago, Ill. 


Factory: 
Hanover, Pa. 
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Screen Cloth Sales 
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Mid-Summer Hardware Volume 
(,ood in New York Market Area: 


Some Price Competition Reported 


ID-SUMMER hardware volume is very good in the metropolitan 


market. 


Both dealers and jobbers report they are busy, and a 


small majority of local factors report current business ahead of the 


volume for the same period of last year. 
Collections have not been very good. Dealers report varied price 


competition on standard merchandise. 
Sash cord prices vary and nails at 


with practically all distributors. 
$3.35 or less is common. 


The average stock is not heavy in this section. 


Butts went down to 15'% cents 


Jobbers continue to 


report a large number of requests for immediate shipments on small 


orders. 


Linseed Prices Firmer 
in N. Y. Last Week 


Linseed oil prices were stronger in 
New York last week. July-September 
shipments were up two points, being 
quoted as follows: Carlots, 12.3 cents 
per lb.; less than carlots, 12.7 cents per 
lb.; less than 5 bbl., 13.1 cents per Ib., 
and in tanks 11.5 cents per Ib. 

October-December shipments are also 
up two points, being quoted at 12.2 
cents per lb. in car lots. Linseed cake 
continues at $39 per ton, and linseed 
meal stays at $45 and $46 per ton. 

Buying has been light; many large 
factors report waiting for develop- 
ments. Flaxseed markets were steady 
last week. 


Higher Price Trends Seen 
for Turps and Rosin 


As predicted in these columns 
the past three weeks, the 
turps and rosin shows advancing ten- 
dencies. Turps went up 1 at press time 
and rosins are up 20 to 
barrel. 


for 


| 


reasonably uniform. As in the case of 
other staples, there is seldom much 


change in bolts. 


ee 


| 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Machine bolts, % by 4 and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, *% by 6 


and smaller, 40 off list; larger and 
longer, 40 off list. 
Stove bolts, 80 and 10 off list. 


and 7% off list. 


Lag screws, 50 


Wire Nails at $3.35 
in Metropolitan Area 


Wire nails are being sold at $3.35 in 
the Metropolitan area. Some distrib- 
utors have announced a price of $3.45, 
‘but it is very apparent that the bulk 


of local nail business is at the lower 


| 
} 


| been fairly active. 


| 
i 


prices on | 


figure in this section. The demand has 
Stocks appear sat- 


isfactory. 


Current Sales Volume 


30 cents per. 
Many large buyers had covered | 


themselves by placing substantial or- | 


ders for three and four months’ re- 
quirements. Further advances are con- 
sidered likely and the demand for these 
naval store products is good. 


on Screws Satisfactory 


The dem 
is practically the same as for bolts and 


-nuts. Sales are good, stocks adequate 


_and prices about the same throughout 


Turps at New York ex dock in 10 | 


bbl. lots is 93 cents; less than 5 bbl., | 
delivered, 96 cents. 
Rosin oil, first run, 75 cents; second | 


and third run, 85 cents. 


run, 80 cents, 
Tar and pitch demand is good. Prices 
follow: Tar, kiln, at 14.50; retort, 


$15.50 and pitch $8.50 to $10. 


| 


the city. A week ago there was an un- 
‘confirmed rumor of an extra five over 
prices shown here. No definite confir- 


mation was obtained on this extra five, 


leading distributors denying its exist- 


' 


| 


Rosins are quoted as follows in the | 


various er s: B, $14.50; D, $14.75; 
E, $15; F, $15.35; 7 $1: 5.40: H, $15.50; 
I, 15 be: K, $15.7 - M, $16. 52% , 


$16.10; WG, $16.45, and Www, $16.55 


Bolt Market Normal 
Throughout New York 


There is little news on bolts and nuts 
in the New York market. The demand 
is normal, stocks are ample and prices 
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ence, 
JOBBERS'’ ee ae aa a RE- 
TAILERS, F.0O.B. NEW YORK 
lbiscounts on Ww ood screws: Iron 
Bright, Flat Head, 77% per cent: 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent: Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
72% per cent. 
These discounts 
list of June 24, 1922 
EX TRAS—20-10-10-5 per cent. 


apply to revised 


Sash Cord Continues Active 
with Competition Keen 


New York prices on sash_ cord 
continue to vary. Competition is re- 
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ported very keen for this item. Build- 
ing requirements are good at the pres- 
ent time. Distributors say that present 
prices to retailers are not justified with 
the present cost of sash cord, but are in 
effect due to the competition for this 
trade. Stocks are apparently satisfac- 
tory. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 


Sash Cord.—Samson Spot, No. 8 to 
No. 12, 65%c. to 66c. per lb.;: Phoenix 
same numbers, 36c. per lb.; Sachem, 
same numbers, 3lce. per Ib., and 
Aetna, No. 8, 26%c. to 27c. per Ib. 

No. 7 is Ic. eo Ib. higher, and No. 
6 is 3c. per 1 higher. 


Butts at 1514 Cents 
in New York Market 


Butts were quoted at 16 cents last 


week with strong rumors persisting 
_ that butts could be bought many places 


for 15% cents. At press time leading 
retailers report they were quoted 15% 
cents quite generally. Some local fac- 
tors have predicted further declines due 
to competition. The sale of butts has 
been fairly active at the low prices. 


Good N. Y. August Volume 
Expected on Presses 


increased demand for’ wine 


An 


' presses is expected by local jobbers 


during the month of August. 


Current 


sales are very light with only fair in- 


terest. These items become more ac- 
tive when the grapes are plentiful. 
Prices have been steady and stocks are 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Boss line of wine presses, No. 1, 
$6.70: No. 2, $7.50; No. 2%, $10; No. 
3, $12.75, and No. 4, $16.25; all prices 
are each. 

Same with hinged tub, No. 1, $7.80; 
No. 4 $8.60; No. 216, 11.15: No. 3. 
ee My and No. 4, $17. 30: all prices are 
each. 


Boss Handy Crusher, $6 each. 


Rubber Hose Very Active 


and and market for screws 





New York Stocks Fair 


Rubber garden hose is very active 
in the New York wholesale hardware 
market. Prices have been fairly steady. 
The continued hot weather has stimu- 
lated the consumer demand for garden 
hose and other strictly seasonable 
hardware merchandise. Rubber hose 


_ stocks are not heavy but are apparent- 


| ly sufficient. 


aa 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Rubber garden hose, Milo, in 25 ft. 
lengths, 12%c. per ft., in 50 ft. 


lengths, 12c. per ft. Good Luck, in 
25 ft. lengths, 114c., in 50 ft. le neths, 
10%c. per ft Bull Dog, in 25 ft. 
lengths, 14%c. per ft., in 50 ft. 
lengths, l4c. per ft Molded, high 
grade, in 25 ft. lengths, 10%c. per ft., 
in 50 ft. lengths, 10c. per ft. Dia- 
mond, lic. per ft. 

Nozzles, Standard, heavy, $6 per 
dozen, less 5 per cent. Competitive 
grade, 14%c. each, less 5 per cent in 
dozen lots. 

Star, molded, in 25 ft. lengths, 


12\c. per ft., in 50 ft. lengths, 11%c. 
per ft. Zulu, smooth, in 25 ft. lengths, 
12\%c. per ft., in 50 ft. lengths, 11%c. 
per ft. 
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Hi Put an end 


to old-fashioned window troubles 


Say “good-bye forever” to poor venti- 
lation—to windows that warp, stick 
and rattle. 


AiR-Way is the modern way to 
flood the home with sunshine and fresh 
air. Nointerference whatever with 
screens or draperies. Opened, partially 
or all the way, the full width and depth 
of the window frame is unobstructed, 
as shown in this illustration. Closed, 
the windows are weather-proof and 
rattle-proof. 


Here indeed is perfect ventilation the 
year round for bedrooms, sleeping- 
porches, kitchens, dining-rooms— every 
room in any house, apartment or insti- 
tution. 

Architects, builders and contractors, 
approve the modern R-W method of 
hanging AiR-Way Multifold Win- 
dows. 

Do not hesitate to ask R-W engin- 
eers to help in solving window installa- 
tion problems. There’s no obligation. 


Save money and trouble by writing today. 





AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
i 


cago Minneapolis Kansea City 


Los Angeles 
Montreal « RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. 


San Francisco Omaha Seattle Detroit, 
» Winnipeg 
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HIGH PRESSURE TIRES 











were in the old list. 


HE hardware trade in this district is in the between season pe- 
riod and with goods seasonal to this time of year moving only fair- 
ly well and not much ordering of goods for early fall shipment, 
the market reflects a little less activity than has recently been noted. 
Automobile tires are selling well and there is a fair call for ice cream 
freezers and camping supplies, but the call for screen doors and win- 
dows, screen wire cloth has dwindled to merely fill-in proportions. 
Hose and sprinklers still are wanted, and there is a pretty steady de- 
mand for beverage and preserving supplies. 
peared on strap and T hinges and wrought butts in which the leading 
items show quite a reduction, while others are practically where they 
There has been a further advance in the price of 


New price lists have ap- 


turpentine, but prices generally are not changing much from week to 
week. Collections are fairly good. 

The steel industry is giving a remarkably good account of itself for 
this time of the year. Ordinarily July and August are marked by slow 
business, but this year demands have been on a rising scale and with a 











cent for June. 


go into automobiles. 


great deal of urgency about the requirements of tin plate and pipe there 
is a rising tendency in steel works operations. 
tricts there is now an engagement of at least 80 per cent of ingot mak- 
ing capacity which compares with an average of right around 70 per 
Buyers have been specifying with much freedom in 
bars, plates and shapes and there also has been a very fair amount of 
new business in these products, although this district does not seem to 
have done as well in this respect as the Chicago district. 
are growing and now that the automobile industry is swinging into pro- 
duction on the new models, there is a stronger demand for steels that 
The summer lull in business having failed to 
materialize up to this time, there is now a feeling that there is not go- 
ing to be one, or if it does occur, that it will be slight because it is fig- 
ured that beside the automotive industry there will be stronger de- 
mands from the makers of agricultural implements and that before long 
railroad buying will be on a more extensive scale. 


In this and nearby dis- 


Sheet orders 


The prospect for 


the coal industry which is another factor in the movement of hardware 
is considered good. There promises to be a good deal of stocking of 
coal during the fall and winter to replenish low reserves now existing 
and there is also the promise of extra stocking against the possibility of 
labor troubles incident to the termination of wage scales on April 1, 
next. 


AUTOMOBILE ACCESS ORIES.— 
Business shows no improvement in this 


gal. steel drums, with faucet, grades 











district. 


Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 

Spark Plugs.—A. C., lots of 10 to 
90. 53c. each: lots of 100 or more, 50c.; 
A. C. No. 1075 for Ford cars, lots of 
10 to 90, 36c. each; lots of 100 or 
more, 34c. 

Lamps.—2Il-candle power, 6-8 volt, 
list price, 35c. each; 3-candle power, 
6-& volt, list price, 18c. each, subject 
to a discount of 30 per cent in lots of 
less than 50, and 40 per cent for lots 
of 50 or more. 

Speedometers.—A. ©. 
list price, $10 each. 

Tire Gages.—Schrader, high pres- 
sure, lots of less than 10, $1 each; 
lots of 10 or more, $5c.; balloon tire, 
lots of less than 10, $1.13; lots of 10 
or more, $1.08; U. S. Standard, lots 
of less than 10, $1.10; lots of 10 or 
more, $1. 

Alcohol.—In barrel lots, 38c. to 4lc. 
per gal, 

Motor Oil.—Vacuum Oil Co., in 10 


for Ford cars, 








A. EF. and Arctic, $10.50 list; B, $13.70 
list, less 25 per cent. 

Motor Meters. Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
list: lots of 20 or more, 40 per cent 
off list. 

Windshield Cleaners.—Trico, uni- 
versal automatic cleaners, $3.25 each. 


Jacks.—Millers Falls No. 145, $3.75 
each. 
Pumps.—Anthony line, $2.20 each. 


Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
eent off list; lots of 50 pairs and over 
10 per cent off list. 


AUTOMOBILE TIRES.—Good business 
is reported in those makes of tires han- 
dled by the hardware trade. 
seems as though car owners were wait- 
ing on today’s prices before retiring. 


Dealers’ prices for those makes of 
tires and tubes handled by the hard- 
ware trade follow: 


_BATTERIES.—tThere is 


It really 





Size Heavy Duty Truck 
og 4 be ear 75 - 
fil U4... ced : 
30x 3% Cl. extra size 10.50 . 
a ee, ~~ 600d be5es 12.85 ‘ 
 &§ *. ¥ Sf See 14.35 : 
DP. sno o06seeeeed 15.95 * 
Pt! 2600 bbcenen eb tas 17.45 5: 
Ff 4 aa 18.20 ; 
it © ans0ceeteesusenkas 19.45 a 
ek oPsebsacvnede. Ee 28.75 
TT! eee 29.45 
SEU GEE séceccdesueies Gee 31.25 
SPU Gen otceseucsveee Be waste 
if. Peery. er 27.30 ore 
30 x 5 S.S eeeeeeeee ee 35.50 
DML tpcddvebbsese eas 33.50 39.25 
SSL neveevesendseees 41.50 
C—O, —E—E eee 35.50 42.75 
RL 8 Re 59.65 
tit ~sucecuuwewewtos 65.25 
Deal e é«¢nedekesene des 81.85 
a. u«deebhaneeeeess 91.65 
SP - seveddentesesse 129.25 

Tubes 
Tan Gray 
Pubes Tubes 
Single Single 

Size Price Price 
Tie... ssicasdcenmeaue $1.95 $1.55 
wn skétvecadened 2.10 1.75 
DOE: veapdinivadons 2.55 2.15 
a Oe 5 ce Guscwenduneds 2.95 2.45 
if 2 epererrr rrr.» 3.05 2.55 

Tan ray 
Tubes Tubes 
Single Single 

Size Price Price 
ea  <edacsesesesses $3.15 $2.60 
88 Frere Ss ae 3.35 2.70 
DP sé0sdesec 066 v0 3.60 " 
IE tee eta hal uaa 3.70 
tt wen swbecieteee eos 3.80 
ri er 664vcdeened sede 3.95 
SEEN éebdeds-ctsenve 4.15 
Dt + <i rtau 66 eenew 4.25 
7g errr ree 4.55 
DE éu6tbiesdtesues 4.65 
SCE ovens de genaed-ebs 4.80 
DUL.. << cen cenetemowde 6.25 
PP! ¢cccueteesgeeeat 8.70 
Dt! ntevsndsueeeenss 10.60 
DEE tce$o00 eeeuenees 11.80 
EU ikessese¥eneeoukes 15.15 

Balloon Tires 

To fit 19 in., 20 in., 21 in., 22 in., 
23 in. Rims. 

Gray 

Size ly Casings Tubes 

27 x 4.40-19 in. 4 $11.25 2.25 
29 x 4.40-21 in. 4 11.45 2.35 
29 x 4.75-20 in. 4 15.00 2.85 
30 x 4.75-21 in. 4 15.75 2.95 
29 x 4.95-20 in. 4 16.35 2.95 
30 x 4.95-21 in. 4 16.95 3.00 
31 x 4.95-22 in. 4 17.95 3.05 
30 x 5.25-20 in. ~ 4 18.25 3.20 
31x 5.25-21 in. 4 18.85 3.30 
30 x 5.77-20 in. 6 27.15 3.75 
32 x 5.77-22 in 6 28.75 3.90 
33 x 5.77-23 in 6 29.90 4.00 
32 x 6.00-20 in. 6 27.50 4.10 
33 x 6.20-21 in. 6 2R.75 4.35 
33 x 6.20-21 in. 6 34.10 4.85 
33 x 6.75-21 In. 6 36.75 5.35 
34 x 7.30-20 in. 6 41.65 6.10 


BASKETS.—Very steady call for bushel 
baskets for fruits and vegetables still 
is reported by jobbers who quote oak 
baskets at $6.50 per doz. and elm bas- 
kets at $2 per doz. 

a very satis- 
factory movement of batteries, with the 
call notably good for flashlight units. 
retailers, 


Jobbers’ quotations to 


f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
— I eae $1.05 $0.97 
i see 1.22 1.14 
i Mn Ceneacgecmeee 1.32 1.22 
a? Me’ os kwckéen Sees 1.40 1.30 


Reading matter continued on page 54 
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zs 3) 53 'r fwd. ees at oes ad Si Lins of a4 Sez 
Sell More Coal Ranges ~*~ “by. displaying immediately these new. Fa yorite Baines beautifully 
“ v yy ee | oe Bae ee Ge 3 Pe Bah, ae gos uk 
3 +» finished in bright gray porce lain oyer er th eit entire front surfaces; 
of three families in smaller com- Ps 4 and “at a’ cost th: it § not uch | h she e than art old- fashioned 
munities are using coal or wood Baath ey tS, Spat Oe ee Ps, re aCe SOE eR of < F 
ranges for cooking’ a Se 





Do you know that two out 


Do you know that over one- 
halt of these ranges have been 
in daily use for over ten years’ 


Do you know that most of 
the people using these ranges 
want to buy new ones. and will 
do so if vou go after them’ 


THESE ARE ACTUAL, 

GOOD AS-GOLD FACTS A 

six months searching and com- 
a es” plete investigation in the middle 
ie 5 Os, western states reveals these con- 
° ditions and points the way to a 
real money-making opportunity 
for every live stove merchant 


HERE IS YOUR OPPOR 
TUNITY 










SPARE SA ye 
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Favoerre Stove & Rancr Co 
Piqua. Ohio 


Mail at once 
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No 767 2.62 2.44 
No. Ge2 sees0ees 2.62 - 44 
Te: Pees. 3.00 
hme. | OR ee 42 39 
Sh BEE . wo ceenesce<s< .40 30 


No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, 3é6c. 

Flashlight.—No. 935, 9%c. each; No. 
950, 10%Cc.; No. 790; 22c.; _ 705, 
Zlit%ec.;: No. 760, 18c.; No. 751, 

-— Shot. yo, 1461, $1.70; © on ‘1662, 


$2.35. 
BEVERAGE AND PRESERVING 


SUPPLIES.—Jobbers still are finding a 
good demand for bottles, canning racks, 
fruit and cider presses and other ac- 
cessories in the putting up of wines and 
preserves. They quote: 


Bottles and Caps.—Juarts, $9.50 per 
gross; caps, 20c. to 22c. per gross; 
stoppers, $2.25 per dozen; cappers, 
$10.50 per dozen. 

Strainer Sets.—Fveredy, in dozen 
lots, strainer stand, $4 per 4doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—U niversal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50: No. 
1621, $3.50. 

Jar Rubbers.— 
per gross. 

Canning Racks.—-No. 1, single jar, 
70c. per doz.; No. 2, 8 jay, $3.60 per 
doz.; jar wrench, 75c. per doz. 

i onterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; 10 qt., $7. 

Cider Presses.—FEagle, single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tub, $14.85. 


Oak Kegs.— 
Red White White Oak 
k 


Double lip, red, 80c. 





Oak Oa Charred 
f§ gallon ..... $1.20 . $1.35 $2.35 
10 gallon ..... 1.65 1.75 2.75 
15 wallon ..... 1.90 2.15 3. 10 
20 gallon ..... 2.15 2.30 3.35 


BOLTS, NUTS AND RIVETS.—De- 
mands, although individually small, are 
fairly constant. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut thre ads, 

45 per cent off list: stove bolts, 75 

and 10 per cent off list; tire bolts, 40 
and 10 per cent off list; nuts, hot 
pressed, square, tapped, in 5 Ib. 
boxes, 4% in., $16 per 100; 5/16 in., $14; 

*% in., $11;.% in., $10; % in., $10: wy 
in., $8; % in., $7.50; rivets, small 
wagon and tinners, 60 per cent off 
list. 
CAMPING SUPPLIES.—tThere is still 
a fairly good call for these goods, al- 
though it is not as strong now as it was 
earlier in the summer. Jobbers quote: 

Cook Stoves.—-Coleman, No. 9, $6.25 
each: No. 2, $8.50; Justrite, No. 161, 
$7.67: No. 252, $5.67: Kampcook, No. 

3, $4.67: No. 4, $7.15; No. 7, $6; No. 
19, $9.75: Sterno, No. 46, $4 dozen; 
canned heat, $1 dozen. 

Vacuum Jugs, Jars and Botties.— 
Little Brown jugs, $2.25 each; Alad- 
din jugs, $2.75 each; Universal jar 
No. 600, $4.40 each: bottles, pints, 
v0c, each; quarts, $1.60 each; all steel, 
pints, $4.75 each; quarts, $5.40 each; 

2 qt., $6.75. 
COW SPRAYS AND SPRAYERS.— 
These lines are selling well from local 
jobbers’ stocks. They quote: 

Sprays.—EZ Bos, % gallon, $8.40 
per doz.; 1 gallon, $13.50. 

Sprayers.—Cyclone, $4.50 per doz. 
Glass tank, $5.50. Baby Midget, $2.50. 

ELECTRIC FANS.—It is an axiom of 
the trade that when electric fans do not 
sell well before the Fourth of July they 
do not move very well thereafter. Some 
stimulus to sales was furnished by re- 
cent hot weather, but sales since have 
fallen off and jobbers will carry over 
some rather large stocks. They quote: 


Polar Cub black, 6-in.. each, in 
lots of 12, $2.85; S-in., $3.20, in lots 
stationary, $4.60, in 


of 12, $3; 10-in. 
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lots of 6, $4.35 oscillating, $7, in lots 


of 6, $6.64. 

GARDEN AND LAWN SUPPLIES.— 
Garden hose and lawn sprinklers still 
are in very stréng demand and beside a 
good demand for haying forks, scythes 
and snaths are moving well. Other items 
under this heading no longer are selling 
with much freedom. 


Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per dozen; 
spading forks, $10.80 to $21 per 
doz.; haying forks, 3-tine, first qual- 
ity, $1 2.75 per doz.; German hoes, No. 
3-0, $7.20 per doz.; scythes, $12 to $25 
per doz. : snaths, $10.50 to $15.00 per 
doz. 

Hose.—In 250-ft. reels, ™% in., l0c. 
per ft.; % in., 104%c.; % in., lle.; in 
50-ft. le ‘ngths, “we. per ft. higher; 
Gem spray nozzles, $6 a doz. 

Sprinkling Cans.—4 qt., $6 per doz.; 
6 qgt., $6.60; 8 qt., $7.70; 10 qt., $8.10; 
12 qt., $10; 16 qt., $12.60. 

Hose Reels.—Victor, $1.75 each; No. 
2, $2.60; Reeleasy, $1.35 

Plows.—Gene va, No. 2, $5 each; 
Leader, No. 2, $3: No. 5, $3. 

Mowers. — Plain bearing, 8 in. 
wheels, 12 in., $5 each; 14 in., $5.25; 
ball bearing, 9 in. wheels 14 in., 
$7.75; 16 in., $8; supre me ball bearing, 
10 in., wheels 14 in., $10.75; 16 in., 
$11.25; 18 in., $12. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per dozen; copper 
plated straight or bent spouts, $1.50 
per dozen. 

fo na ll te 2 size, $8.50 each; No. 
4, $10; No. $12.50; No. 7, $15. 

Hedge Shears. — Western, 8 in., 
$1.25 per pair; 9 in., $1. 40; 10 in., 
$1.60; Disston, 8 in., $1. 75; 9 in. , $1.90; 
10 in., $2: ladies’ shears, Western, 
85c.; Disston, $1.10. 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 


HINGES AND BUTTS.—Makers have 
revised prices on strap and T hinges 
and on wrought butts. The leading 
items are slightly lower in the new 
price list, but others are practically un- 
touched by the revision. 


ICE CREAM FREEZERS. — Fairly 
good demand for freezers is reported 
here. 


Jobbers’ quotations’ to 
f.o.b. Pittsburgh. 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 4 
qt,, $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a déaler’s dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1l qt., 
$3.35 each; 2 qt., $3.90 each; 3 qt., 
$4.65 cach: 4 at., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each: 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 qt., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Blizzard.—1 at., $4.65 each; 2 qt., 
$5.50; 3 qt., $6.50; 4 qt., $8; 6 qt., $10; 
8 qt., $13; 10 qt., $17; subject to a 
discount of 55 and 7% per cent. 

Lightning.—-1 qt., 4.65 each; 2 qt., 
zs. 50; 3 qt., $6.50; 4 qt., 8 6 at., $10; 

8 qt., $13; 10 qt., $17; 12 qt., $21; sub- 
ject to a disc ount of 55 per cent. 

Auto-Vacuum Freezers.— No. 1, 
3.33 net: No. 2, $4 net: No. 3, $5. 33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers. — Bright, galvan- 
ized, tapered, 2 qt., $8 per doz.; same 
size, enameled galvanized. $10 per 
dozen; 4 qt. size, enameled-galvan- 
ized, $18 per doz.: and 1 qt. size, 
Junior enameled, $4.80 per dozen. 
These are net prices to dealers. 

Arctic Freezers.—1 qt., $4; 2 aqt., 
$4.60; 3 qt., $5.55: 4 at. ; 
gs . qt., $11.10; 

$16.65; 15 qt., $23.30. These are 
fist prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


retailers 


Reading matter continued on page 56 
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PAINTING SUPPLIES. — Turpentine 
has had another advance of 4c. per gal. 
since a week ago. Business in paints and 
painting materials is fairly good, al- 
though running quite a bit behind that 
of last year. 


Prices to retailers: . 

Ready mixed paints, best grades, 
$2.85 per gallon; lower grades, $2.25; 
white lead, 15%c. per Ib. in 100-Ib. 
lots; 10 per cent less in lots of 500 Ib. 
or more and an extra 4 per cent less 
in lots of a ton or more; turpentine, 
$1.05 per gal. in barrel lots; raw lin- 
seed oil, 13.6c. per lb. in barrel lots. 


SCREEN DOORS AND WINDOWS.— 
There is some demand for these lines, 
but it is very largely of a fill-in char- 
acter. Jobbers quote: 


Doors.—Standard makes, 2 ft. 8 in. 
x 6 ft. 8 in. in plain walnut stain, $18 
per doz.; varnished natural colors, 
$24.25. 
Windows.—Hardwood oiled frame, 
No. 1233, 12 mesh black wire cloth, 
$3.40 per doz.; No. 1533, $3.85; No. 
1233, $4.20; No. 2433, $5; No. 2437, 
$5.50: metal frame, 18 in., $5.50; 24 
in., $6.40. 
SCREEN WIRE CLOTH.—Demand for 
screen wire cloth has fallen to very 
small proportions, with retailers mere- 
ly buying small lots to replenish ex- 
hausted sizes. Jobbers quote: 


Black, 12 mesh, $1.80 to $1.90 per 
100 sq. ft.; 14 mesh, $2.25. Galva- 
nized, 12 mesh, $2.25. Bronze, 14 
mesh, $5.75. 

SAWS.—The E. C. Atkins & Co., In- 

dianapolis, has issued a new price list 

revising former quotations, but making 
no important changes in prices of saws. 


WIRE PRODUCTS.—Jobbers report a 
very steady demand for wire products, 
the volume being made up of many 
small orders. Prices are steady at re- 
cent levels. 


We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire: 


(per 100 Ib.) Annealed Galvanized 


No. 6 to 9 gage...... $3.00 $3.45 
O'S ee 3.50 
Dh ME wcesdtsscovnes ts 3.10 3.55 
a 2 wcdasersciweneses 3.15 3.65 
2 scceesnsasenaeen 3.25 3.80 
a Mn: évtncduweieuaews 3.35 4.00 
nL Uy vssecvesenceaeed SED 4.25 
 ' errs 3.75 4.45 
Barbed wire (per 80- rod spool): 
2-point 0 eee $3.0 
2-point ow rere rrr Te Terr Cer. 3.20 
GaMOGE GREETS ci cdccsocsscvecoccace 3.20 
See Oe ccceceheoseneéeeréane 3.50 
2-point cattle (special) ........ 2.25 
Field Woven wire fence (per 100 
rods): 
ie oso tet de Whe RAS £0469 0688 $30.00 
EY rer rrr errr re err T 54.75 
Poultry: 
iy ME eéCew es eb iveecsdenensda $35.60 
Sh Ce. as ¥¥oces eww use éeees ede 43.00 
kh, | Sn. Aseceesdeneeae ea bosenee 48.50 
Steel Fence Posts: 
2 Sieeetageteetteenenqunee Me. each 
Gs. susddeadetouns eeausceta oe, each 
Pee Laeeken ce endeseteeds ieks §5c. each 


Bright nails, base, per keg, $2.95 
to $3. 


T. & H. Tool Co.. Issues New 


Catalog 


The T. & H. Tool Co., manufacturer 
of the Woodpecker line of hammers, 
Elyria, Ohio, is now distributing its 
new catalog No. 1, which is fully illus- 
trative and descriptive of its Wood- 
pecker Red Band line of regular, nail- 
holding and claw hammers. 

The last page of the booklet describes 
the quality and uses of the firm’s line 
The catalog should make a handy addi- 
tion to the files of dealers and jobbers 
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GUARANTEE 


SATISFACTION GUARANTEED 
OR YOUR MONEY BACK 


REMOVE SEAL WITH 
WET CLOTH 





Above is up-to-date store of Chas. E. Whitman & Son, Weedsport, N. Y. : 


Congoleum Rugs are a quick-selling 


money maker for Hardware Stores 


And still they come! In spite of the 
once prevalent idea that “hardware 
stores carry too many lines already and 
that rugs have no place there anyway,” 
each year shows a steady increase in 
the number of hardware dealers selling 


Congoleum Gold Seal Rugs. 


Even in a small assortment of Con- 
goleum Rug patterns there is sure to 
be one, at least, that will strike the fancy 
of the woman shopping for kitchen 
utensils or other house-furnishings. 
And the price is so low—the easy-to- 
clean feature so tempting—the Gold 
Seal Guarantee so re-assuring—that 
every woman is a prospect. 


The Congoleum Sales Rack shown 
in the picture, has solved the problem 
of displaying Congoleum Rugs in many 
hardware stores. It takes up less than 
six square feet of floor space—and 
shows the rugs off to advantage. 


Unlike most labor-saving household 
conveniences, Congoleum Gold Seal 
Rugs need no introduction or demon- 
stration. Millions of color pages in lead- 
ing national magazines have been 
broadcasting Congoleum advantages, 
week after week, for years. 


And every advertisement carries ex- 
act reproductions of the patterns. Natu- 
rally all this advertising has created a 
steady demand which spells regular 
and certain profits in which every hard- 
ware dealer may have a share! 


You'll be surprised to find how little 
it costs to start. Details of trial offer 


on request. 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street, Philadelphia, Penna. 
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Crop Outlook Favorable in Northwest “ 


4 
™,. 


t 


SURVEY made of the 
Twin ™ ae 
visory Board, 
recent rains. 
Winter wheat has, 


average vield. 
stands. Altogether 
tricts claiming poor 
good. 


Territory—Prices 


(Minneapolis office of HARDWARE AGE) 


‘» the Northwest tributary to the 
ities, by representatives of the Northwest Shippers’ Ad- 


Small grains and corn both have 
for the most part, been cut, and has showed an 
Spring wheat in the Red River Valley shows good 
the crop outlook averages well, 
results and others claiming yields that are very 


shows that crops have greatly benefitted by the 


shown improvement. 


with some dis- 


Collections in the larger cities are still very slow, but show a better 


volume in the country. 


quoted. 


AXES.—Call is fair, 
assorted. Prices have not changed. 
We stocks, 
f.o.b. Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base Weight axes at $21.50 
per dozen net. 
BOLTS. — Demand is 
stocks well filled. Prices 
changed. 

We quote from 
f.o.b. Twin Cities: 
ijt per cent; machine 

cent: stove bolts at 


per 
and lag screws at 55 per 


lists. 
PRADS.—Sales show a slight im- 
provement. Stocks are in good condi- 
tion, with prices firm. 
We quote from jobbers’ stocks, 


fob. Twin C ities: Wire brads in 25- 
Ib. boxes at 75 per cent from list. 


PUILDERS’ HARDWARE.—Call for 
finishing hardware is steady, though 
showing the effects of the midsummer 
lull in building. Small home building 
in the suburbs shows the greatest ac- 
tivity of any of the building lines. 


CARPET SWEEPERS.—Sales are fair, 
with ample stocks on hand. Prices 
show no changes. 


We quote from 
f.o.b. Twin Cities: 

Carpet Sweepers, American Queen, 
$54 per dozen; Elite, $60 per dozen: 
Grand Rapids, nickeled, 15 in., $48 
per doz.; same, jap., 17 in., $60 per 
doz.; Parlor Queen, $56 per dozen: 
Princess, $50 per dozen; Universal 


quote from jobbers’ 


Twin 


steady, 


are un- 


jobbers’ stocks, 
(‘arriage bolts at 
bolts at 50-5 
75 per cent 
cent from 





jobbers’ stocks, 


nickeled, $46 per dozen, and jap., $42 
per dozen. 

Toy Sweepers, Little Gem (3 and 6 
doz. cartons), $3.75 per doz.: Little 
Jewel, 1 doz. cartons, $10, and Junior, 

1 dozen cartons, $16 per dozen. Little 
Helper, $2 per dozen. 
CHURNS.—Call for churns remains 


steady, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 3o per cent from list. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand in this 
line is fair, the greatest activity being 
for small homes. Stocks are well filled 
and prices firm. 

We jobbers’ stocks, 


quote from 
Slip joint, single 


f.o.b. Twin Cities: 
bead, 28 ga. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
bows at $1.73 per dozen net. 


Prices are steady and firm, as previously 
There has been a slight change in the prices on shovels. 





with stocks well | 
FIELD FENCE.—Sales are normal for 


with | 





























' retail call is fair also. 


this time of year. Stocks are ample 
for present needs, with prices still un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 


. intermediate type 
100 rods, with 
in proportion. 


and bottom 12% ga 

of fence at $30.04 per 

other sizes and weights 
FILES.—Sales show a steady call for 
files from garages and shops. Regular 
Stocks are well 
filled, with prices firm. 

We quote from jobbers’ 
f.o.b. Twin Cities: 3est grade 
at 50 per cent, and second grade 
at 60 per cent from lists. 

GALVANIZED WARE.—Demand is 
steady, with good call for sprinklers 
and pails. Stocks are ample for the 
demand, with prices unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: St: ey No. 1 
galvanized tubs at $7.50; N $8.25; 
No. 3, $9.45; heavy tubs, No. . "$12.60: 
No. 2, $13.80: No. 3, $15: standard 10 
qt. pails, $2.70; 12 qt., $3.05; 15 qt., 
$3.40: stock pails, 16 qt., $5, and 18 
qt., $5.50 per dozen net. 


GLASS AND PUTTY.—Home owners 
are buying little in this line, the great- 
est call being from sash and door fac- 
tories. Stocks are well filled with the 
jobbers, but very light with the retail- 


stocks, 
files 
files 


ers. Prices are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and strictly 
pure putty in 50-lb. drums at $4.85 


cwt., net 
HAMMERS AND HATCHETS.—Call 
is fair, with stocks ample. Prices are 
still unchanged. 


We quote from 
f.o.b. Twin Cities: 
nail hammers, $12.60; 
81, $12: Riverside, 
Plumb Broad, No. 2 
No. 2 shingling, $12.50; 
$13.75 per dozen net. 


HOSE.—Sales have been very good for 
several weeks, due to the lack of rain. 
Stocks with dealers have been heavily 
drawn on. Prices are firm. 


jobbers’ stocks, 
Mavydole, No. 11% 
Plumb No. HF - 
No. 611 14, 
hatchet, “$16. + 
No. 2 claw, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, % 
in., 3 ply, $8.25; Leader, 5% in., 5 ply, 
$9.50; % in. 5 ply, $10.75; Good Luck, 
5g in., 6 ply, $10.75; Bull Dog, % in., 
7 ply, $14; Riverside, molded, % in., 











Reported Firm 


] in., $12.50; red, % in., 
$14.50; 5, in., $14 per 100 ft. met. 


ICE CREAM FREEZERS. — Sales 
have been showing very good results 
in this line. Stocks are still heavy in 
dealers’ hands, but there is a good sell- 
ing season ahead. Prices are steady 
and firm as quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Alaska Freezers.—1 qt., $2.95 each; 
Sea $3.45 each; 3 qt., $4.10 each; 4 

$5 each; 6 qt., $6. 30 each; 8 qt., 

$3. 20 each; 10 qt., "$10.7 75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20 at., 
$21.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 
Alaska “ce Goose Freezers.—1 qt., 


black, $14; % 


stocks, 


$3.35 each qt., $3.90 each; 3 qt., 
$4.65 each; 4 at., $5.70 each; 6 qt., 
$7.25 each: 8 gt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 


which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 


White Mountain Freezers.—2 at., 


$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 


These are list prices and are subject 
to a dealers’ discount of 50 per eene. 

Auto-Vacuum Freezers. — No. 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
3344 per cent off list. 

Acme Freezers.—Bright, galvanized, 
tapered, 2 qt., $8 per dozen; same 
size, enameled-galvanized, $10 per 
dozen; 4 qt. size, enameled-galvan- 
ized, $18 per dozen, and 1 qt. size, 
Junior, enameled, $4.80 per dozen. 
These are net prices to dealers. 


Arctic Freezers.—1 qt., $4; 2 qt., 


$4.60: 3 qt., $5.55; 4 qt., $6.80; 6 qt., 
$8.60: 8 qt., $11.10; 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 


list prices. Jobbers quote dealers’ dis- 

count of 50 per cent off this list. 
LANTERNS.—Demand still is light, 
though showing some signs of increase. 
Stocks are well filled, with prices 
steady. 

We 

f.o.b. 

globe 

net. 
LAWN MOWERS.—Call is good, with 
ample stocks on hand. Prices have not 
changed. 


We quote from 
f.o.b. Twin Cities: 


stocks, 
or short 
per doz. 


quote from jobbers’ 
Twin Cities: Long 
tubular lanterns, $13 


jobbers’ stocks, 
Philadelphia styles 
A and C mowers at 35-5 per cent: 
stvle E, 40-5 per cent; style K, 35 
per cent, and Riverside ball bearing, 
$8.75 each, net. 
MILK CANS.—Sales show a steady 
volume in this line. Development of 
dairying goes forward steadily in the 


Northwest, making a good market for 


equipment. Stocks are well filled, with 
prices firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gallon 


milk cans at $2.65 each; 8 gal. at $3.15 
each, and 10 gal. at $3.25 each, net. 
N AILS.—It should be noted that coated 
nails are now packed 100 pounds to the 
keg, the same as standard nails. The 
base is the same also. Sales are nor- 
mal, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100 lb. kegs, at $3.25 per keg, base. 


PAINTS AND WHITE LEAD.—Paint- 
ing has been going forward at a fair 


Reading matter continued on page 58 
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MOWERS 


Our jobbing agents are now prepared to quote on 
orders for early delivery. If you do not have one of our 
new catalogues on file, write us and we will mail you 
one, together with name and address of your nearest 
jobber. 


PENNSYLVANIA LAWN MOWER WORKS 


JOHN BRAUN & SONS 
FOUNDED 1877 PHILADELPHIA 
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pace, though showing some signs of 
dullness during the past few weeks. 
Stocks are well assorted, with prices 
firm and unchanged. 
We quote from 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 lb. con- 
tainers at $13.84 cwt., net. 
PU MPS.—Call for pumps has been and 
still is good. Stocks are well filled, 
with prices steady and unchanged. 
jobbers’ stocks, 


jobbers’ stocks, 


We quote from 


f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 


underground discharge 
adjustable = stroke, 
$14.65: No. 403, hand 
$4.25; No. 182 hand 
6 ft. set length, 


$7.50: No. 495, 

windmill force, 

$14.35: No. 415, 

lift, 6-in. stroke, 

lift, 6-in. stroke, 

$5.25 each, net. 
PYREX OVENWARE.—Demand is 
fair, being normal for this time of year. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 633 ¢ asseroles, $1.17; No. 
209 pie plates, 50c.; No. 210 pie plates, 
67c.: No. 212 bre ad pans, 60c.; No. 
231 utility pans, 67c.; No. 12 tea pots, 
$1.67; No. 24 tea pots, $2, and No. 36 
tea pots, $2.33 each, net 

REGISTERS.—Present sales are not 
heavy, as the furnace selling season 
is best a little later in the fall. Stocks 
are in good condition, with prices un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought Steel reg- 
isters at 40 per cent from lists. 

ROPE.—Sales are showing the aver- 
age volume, with stocks well filled. 


Prices have not changed. 

We quote jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 2414c. Ib., base, and best 
grade sisal rope at 18c. per Ib., base. 

SANDPAPER.—Demand eis _ steady, 
though not particularly heavy. Stocks 
are in good condition, with prices un- 
changed. 


We quote from 
f.o.b. Twin Cities: 


from 


jobbers’ stocks, 
Liest grade No. 1 
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sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 
SASH CORDS AND WEIGHTS.—Call 
is fair, with stocks up to the average. 
Prices are steady and firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb. and second grade at 
3s7%c. Ilb.; cast iron sash weights at 

2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Call is steady, with stocks well as- 
sorted. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each; fancy, 
2-8 x 6-8, $2.44 each; Sherwood ad- 
justable window screens, 24 Iin., $6.40 
and Wabash extension, 24 in., $5.20 
per doz. net. 


SCREWS.—Sales are fair, with ample 
stocks on hand. Prices show no 


changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head, blued, 7744-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head brass, 75-10 per cent from 
lists. 


SNATHS.—Sales are good, with stocks 
well filled. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths No. 

50 at $13.20 and bush snaths at $16 

per dozen, net. 
SOLDER. — Demand is 
stocks in good condition. 
no changes. 
We quote 


good, with 
Prices show 


from jobbers’ stocks. 
f.o.b. Twin Cities: Warranted half 
and half solder at 41%c. Ib., and 
strictly half and half solder at 40%c. 
Ib., net. 


STEEL SHEETS.—Call for sheets is 
fair for new work. Stocks are well 


filled and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.60 cwt., base (28 ga.) and 
black steel sheets at $4.35 cwt., base. 


TIN.—Sales are holding up well, with 
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stocks in good condition. Prices have 


not changed. 
We quote 


from jobbers’ stocks, 


f.o.b. Twin Cities: Furnace coke, ICL, 
20 x 28 tin at $14.50, and IC, 20 x 2k, 


8 Ib. coating roofing tin at $15.25 per 


box. 
TORCHES.—Call for torches is steady, 
though not so very heavy. Stocks are 
well assorted, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
$7.48: No. 49, qt., $8.54; No. 52, at., 
(flat), ie Standard 
Line, No. 8, qt., $5. No. 14, qt., 


$5.76: No. 22, at., Ay és: No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92. qt., $6.79: No. 93, qt., 


$7.42; No. 105, qt., $4.88; No. 205, qt., 
$5.25 each. ‘Turner firepots, No. 53, 
$7.20; No. 63, $7.97; No. 66, $10.18; 
No. 76, $7.13; No. 34, $8.67 each, net. 


WHEELBARROWS. — Demand is 
steady and fairly good, with prices un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray, fully 
bolted wheelbarrow, $37 doz.; No. 2, 


tubular, $7.33 each, and No. 1 garden 
barrows, $6.25 each, net. 


WIRE CLOTH.—Call is still very good. 
Stocks are in fair condition with deal- 
ers. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.90 per 100 sq. 
ft., base; alumina, 12 x 12 mesh, $2.35 
per 100 sq. ft., base: galvanized, 14 x 
14 mesh, $2.70 per 100 sq. ft., base, 
and 16 x 16 mesh, $3.10 per 100 sq. 


ft., base. 
WIRE.—Demand is_ steady, though 


somewhat lighter than in the spring, 
due to the fact that farmers are busy 
with harvest. Stocks are well filled, 
with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted hog 
wire at $3.22 per 80-rod spool; galva- 
nized cattle wire at $3.21 per &0-rod 
spool; galvanized hog wire at $3.43 
per &80-rod spool; smooth black wire 
No. 9%, $3.25 ecwt.;: and galvanized 
smooth wire No. 9, $3.70 cwt. 


Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- | Mich., June, 1927. 


ERS ASSOCIATION CONVENTION, Atlantic | 
City, N. J., Oct. 19, 20, 21, 22. 1926. 
Headquarters, Hotel | Ambassador. 
Charles F. Rockwell, secretary, 342 
Madison Avenue, New York City. 

CALIFORNIA RETAIL HARDWARE AND | 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 
Market Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
CIATION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Feb. 15, 16, 
17, 1927. Leon D. Nish, secretary- 
treasurer, Elgin, Ill. 

MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1927. Charles 
H. Casey, manager-treasurer, Nicollet 
Avenue and 24th Street, Minneapolis. 

NATIONAL HARDWARE ASSOCIATION 
CONVENTION, Atlantic City, N. J., Oct. 
19, 20, 21, 22, 1926. Headquarters, Ho- 
tel Ambassador. T. James Fernley, 
secretary-treasurer, 505 Arch Street, 
Philadelphia, Pa. 

NATIONAL RETAIL 
CIATION CONGRESS, 


HARDWARE ASSO- 
Mackinac Island, 
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H. P. Sheets, sec- 
retary-treasurer, 130 E. Washington 
St., Indianapolis, Ind. 

NEBRASKA RETAIL HARDWARE CON- 
VENTION AND EXPOSITION, Lincoln, Feb. 
1, 2, 3, 4, 1927. Headquarters, Corn- 
husker Hotel. George H. Dietz, secre- 
tary-treasurer, 414-419 Little Building, 
Lincoln. 

New YorRK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION AND 
EXHIBITION, Albany, Feb. 8, 9, 10, 11, 
1927. John B. Foley, secretary, City 
Bank Building, Syracuse. 

NoRTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHI- 
BITION, Grand Forks, Feb. 8, 9, 10, 
1927. C. N. Barnes, secretary, Grand 
Forks. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual "Iome 
Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ma- 
sonic Temple, Oklahoma City, Jan. 25, 
26, 27, 1927. Charles L. Unger, secre- 
tary-treasurer, 207-208 Bloomfield 
Bldg., Oklahoma City. 





PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC.. 
convention and exhibition, Commercial 
Museum, Philadelphia, Feb. 14, 15, 16, 
17, 18, 1927. Sharon E. Jones, secre- 
tary, 604 Wesley Bldg., Philadelphia. 

SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE, CONVENTION AND EX- 
HIBITION, Jacksonville, Fla., April 19, 
20 and 21, 1927. Walter Harlan, sec- 
retary, 701 Grand Theatre Building, 
Atlanta, Ga. 

TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
18, 19, 20, 1927. Dan Scoates, secre- 
tary-treasurer, College Station. 

WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Parkersburg, Jan. 18, 19, 20, 21, 1927. 
James B. arson, secretary, 411 Mu- 
tual Home Bldg., Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND 
HARDWARE ASSOCIATION CONVENTION, 
Missouri Theater, Kansas City, Mo., 
Jan. 18, 19, 20, 1927. Headquarters, 
Coates House. HH. J. Hodge, secretary. 
Abilene, Kan. 
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Such is the Size of the Plant 
Where World-Famous Brown © 
€ Sharpe Tools are made! 


Brown & Sharpe Tools are designed 
and made by skilled mechanics in the 
largest factory of its kind in the world. 
For more than three-quarters of a cen- 
tury this factory has supplied fine tools 





The tool shown above 


is Vernier Caliper No. to machinists in all parts of the world. 
570. It is one of over . . 

cin iis tae’ Today the high quality of Brown & 
Sharpe Tools, known for Sharpe Tools is universally recognized. 


their excellence in all 
parts of the world. 


Send for Small Tool Catalog No. 30. 
It lists the complete line of Brown & 
Sharpe Tools. 











DEPT. HA 


BROWN & SHARPE MFG. CO. 


Providence, R. I., U. S. A. 


BROWN & GHARPE TOOLS 


Made Best—They Give Complete Satisfaction 
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Seasonal Lull in New England Hardware 


Trade—Prices Remain Unchanged 


(Boston office of HARDWARE AGE) 

E have come up to a period, covering approximately three 

weeks, when there is a seasonal abrupt drop in the movement 

of hardware out of New England jobbers’ warehouses. It is a 
period when the lion’s share of jobbing house executives and employees 
take their vacation. Only a skeleton office force is usually maintained 
to handle orders received by telephone or by mail. The period winds 
up with a salesmen’s conference and then everybody settles down to 
the reality of work once more. Jobbers, if they do receive notice of 
price changes from manufacturers, are inclined to let them lay over 
until after vacations are over, unless, of course, something of vital im- 
portance develops. It is because of this policy that few price changes 
will be reported in this market during the next fortnight. 

There always is an accompanying falling off in retail business at this 
time. Vacations must be taken, and store managements usually plan 
to have most of their help take their rest about now. Then, too, there 
is the usual Summer Wednesday afternoon closing. Garden and farm 
work has progressed to a point where comparatively little new equip- 
ment is required. The bulk of the New England hay crop has been 
gathered, consequently haying tools sell slower. Activity naturally 
converges in such items as ice cream freezers, marine goods, paints and 
builders’ hardware, but there is a falling off in the movement of even 
these goods out of retail stores during the last of July and throughout 
August. All things considered, July hardware sales, both wholesale 
and retail, will equal or better those for the corresponding month last 
vear. Compared with many other retail lines, the New England hard- 
ware dealer has fared well so far in 1926. The common feeling is that 
the fall and winter business will exceed that for 1925. 








AXES.—Retail dealers will soon be “COAL HODS AND SHOVELS.—The 
stoves 5 rapier Bape pace pend retail trade should begin to think about 
vie ivneg Anat coal hods and shovels because it will 
count of stock. Jobbers already have not be long now when public buying 


booked quite a little forward business. will set in. Jobbers say they are pre- 





@ > A 308 lo) rs’ 
ae ee SR. | ee paring for a big fall business in such 
Axes.—Without handles, single bit, ' merchandise. 
» 5 ., Zz. »¢ - . ; 50; . . 
con ee aie ene aie Uk | wid quote from Boston jobbers 
$18.75. Ship Slinger, unhandled, sin- | stocks; aes : 
gle bit, $15.10. Flint Edge, with han- | Coal Hods.—-Japanned, wood han- 
dle, boys’, No. 2, $12.50; house, 2% dies, 16-in., $3.64 per doz. net. Gal- 
Ib.’ $12.25.  Jimdandy, Re: handle. | vanized, wood handles, 15-in., $4.64; 
No ” ” $17; house Ll, , $1 0 16- in., $5. 12; 17- in., $5. 50; 18-in., $6. 
os ckceiniademiniae allie Te | Fire Shovels.—Japanned, No. 54, 
CAPPERS AND CAPS.- A hae of the 75e. per doz. net; No. 56, 87c.; No. 
> 95 » - No 
advance fall orders for cappers and | 88, "1. Galvanized, No. 254, 83c.; No. 


caps have made their appearance in | 
the local wholesale market. No change | 
in prices is reported. 


FURNACES.—The pipeless or one- 
pipe furnace continues to gain in 
popular favor. Those retail hardware 


CEMENT.—Some retail dealers are 
placing orders for cements, particular- 
ly for furnace cement, to be delivered 
a little later in the year. 


We quote from Boston 
stocks: 

Stove Lining. —Rutland, No. 3, $2.16 
per doz.; No. 6, $3.60; No. 10, $5.04. 


jobbers’ 


Patching Plaster.—No. 3, $1.80 per 
doz.: No. 6, $3; No. 10, $4.20; No. 
15, $6. 

Crack Filler. "2 $1.80 per doz.; 


No. 2, $3; No. 3, $4. 2D: No. 5, $6. 

Furnace Cement.—Black, in 1-Ib. 
cans, %c. per Ib.; in 5-lb. cans, 7c. 
per Ib. 

Roofing Cement.—lIn 1-lb. cans, 15c. 
per Ib.; in 3-lb. cans, 13c. per Ib.; 
in 5-lb. cans, 12c. per Ib. 

iron Cement. ~~ 3% -oz. 
$14.40 ner eros 

Liquid Roof “Cement. 
containers, $1.20 

Pipe Joint Cement. —In 1-lb. 
ages, 2c. 


packages 
— In gallon 


pack- 


dealers specializing in this class of 
_merchandise are beginning to lay their 
lines for fall business. 


j 

We quote from Boston jobbers’ 
stocks: 
Furnaces.—One pipe, register os 
| x 30-in., $122 per furnace net; 36 

| 56-in., $137.50; 40 x 40-in., $165; with 
pipe and casing, 22 x 42-in., $100; 


| 26 x 46-in., $110; 30 x 50-in., $130. 
GALVANIZED WARE.—Jobbers are 
beginning to take orders for ash cans 
and other kinds of galvanized goods 
such as sifters, etc. It is the impres- 
sion of jobbers that retail stocks are 
small. 


We quote jobbers’ 
stocks: 


Palis.—Galvanized, 12-qt., $5.10 per 
doz. net; 14-qt., 40 Ib. to the dozen, 
tif 14-qt., 50 lb. to the dozen, 
7.31. 


$7.: 


from Boston 








Tubs.—Wash No. “ts $15.44 per 


doz. net; No. 300, $17.25 

Ash Cans.—No. 0180, 
net; No. 190, $4; No. 171, 
181, $3.88. 

Garbage Cans.—Dover line, No. ‘4, 
$1.05 each net; No. 2, $1.44; No. 1, 
$1.68. Underground, No. 2, $10.50; 
No. 3, $13. 


GARAGE HARDWARE.—With auto- 
mobile registration in New England 
states running well ahead of 1925 it 
is a certainty that a large number of 
garages will be erected this fall and 
that garage hardware such as sets, 
hangers, etc., will be required. Jobbers 
are urging retail dealers to map out 
their requirements. Prices for such 
hardware are attractive. 


KEGS.—Indications are more kegs will 
be sold in 1926 than ever before. Job- 
bers already have booked a sizable 
forward business and in certain in- 
stances have made shipments. But the 
rank and file of the retail trade has 
yet to cover. 


We quote 
stocks: 

Kegs.—Oaktite line, 
sealed, 5 gal., $1.35 each net; 10 gal., 
$1.80; 15 gal., $2.05; 20 gal., $2.30; 25 
gal., $2.80; 30 gal., $3; 50 gal., $4. 


LANTERNS AND GLOBES.—lIt is re- 
ported that retail stocks of lanterns 
and globes are small notwithstanding 
that more of these items have been 
shipped out of jobbers’ stocks this 
summer than is usual. The jobbers 
therefore are optimistic regarding the 
outlook for business. 


$2.25 each 
$3.50; No. 


from Boston jobbers’ 


varnished and 


We quote from Boston jobbers’ 
stocks: 
Lanterns.—Oil, Monarch, No. 0, $8 


with ruby globe, $9.75; 
D-Lite, $13; Lit- 
Mill lanterns, 


per doz. net; 
Blizzard, No. 2, $13; 
tle Wizard, $8.50. 


$24.75 in lots of three dozen; Beacon, 
$31.50; Driving, left hand, $17.50; 
roadster, wagon, left hand, $17.25. 


yasoline, No. L327, $5.25 each net; 
No. L427, $6; poultry house lantern, 
Hy-Lo, $7.50 per doz. net. 

Globes.—Blizzard, Fitzall, in less 


a five dozen and in five dozen 
ots: 
Less Five Doz 

Blizzard, locknob ...... $1.25 $1.10 
I a i 1.30 1.15 
Spensmee, TUT cccescecces ae 3.00 
Littio Wiserd ..ccccseccs 1.15 1.00 
Junior Bliggzard ........ 1,20 1.95 


PADLOCKS.—Sales of padlocks usual- 
ly spruce up during the fall months, 
and jobbers will shortly start a book- 
ing campaign. Prices are unchanged. 


POTATO DIGGERS.—It has been said 
that the Maine potato crop will be 
smaller than the 1925. On the other 
hand it is commonly admitted by 
agricultural interests that the small 
garden and small farm potato crops 
are record breakers, people having 
planted liberally because of the record 
high prices demanded for tubers by the 
grocer last winter and spring. Potato 
diggers therefore should sell well this 
fall. 

POULTRY SUPPLIES.—The jobbing 
season for incubators, brooders, feeders 
and other poultry supplies is open. 


Reading matter continued on page 62 
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A dealer is known 


by his customers 
— best sportsman soon finds the right place 


to buy ammunition. Critical sportsmen hav- 
ing finished experimenting are buying du Pont 
Standard Loads, and there are hosts of shooters 
following the steps of these experienced shooters. 


DU PONT OVAL—the latest development in 
smokeless powder—has 4% to 5 % greater velocity, 
5% to 10% better pattern, 40% to 50% improve- 
ment in stringing of shot. These are the game-get- 
ting qualities which ensure a fine day’s shooting, 
pare ik we impress the sportsman with the superior- 
ity of his ammunition and the reliability of the 
source of his supply—your store. 


Du Pont Bulk and Ballistite Dense are the ‘‘old reliables’’ 
in the mtdium and light loads required for smaller game. 


Keep the sportsmen’s confidence in your ammunition stock— 
sell the ammunition specified on the du Pont Standard 
Loads Chart. 


E. I. DU PONT DE NEMOURS & CO., Inc. 
Sporting Powder Division 
WILMINGTON DELAWARE 
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We from Boston jobbers’ 

stocks: 
Incubators 
ard makes, 
discount; from 
® per 


quote 


and Brooders.—sStand- 

from store, 30 per cent 

factory, in car lots, 
35 and 5 cent discount; in less 
than car lots, 35 per cent discount. 

Poultry Netting.—Galvanized after 

weaving, from store, 50 per cent dis- 
count; direct factory shipment, 50 
and 15 per cent discount,  f.o.b. 
Worcester, Mass. 

PRESERVING ACCESSORIES.—Now 

‘s the time to buy jar rubbers, jars, 

preserving kettles, and scales. 





We quote from Boston jobbers’ 
stocks: 

Preserving Kettles.— Cast alumi- 
num, 14 qt., $5.40 each net; 16 qt., 
$5.64; 20 ot., $7.04; 24 qt., $7.87. Alu- 
minum, 14 qt., $2.03; 18 qt., $2.84. 
(‘overs are not included. 


RADIO SETS.—AIl this recent talk in 
the newspapers regarding the freedom 
of the air will, it is figured by the local 
hardware trade, stimulate public inter- 
est in radio sets. Good sets today are 
priced comparatively low, consequently 
they have ceased to be in the luxury 
class. One local jobber says the radio 
has become as necessary in the average 
home as has the telephone. 

We Boston 
stocks: 

Radio Sets.—Amardi, neutrodyne, 
5-tube, $60 each, list; discount 40 per 
cent (Crossley, model 4-29, 4 tubes, 
$29 each list: model 5-38, 5 tubes, $35; 


quote from jobbers’ 


discount 33% per cent. No. RFL 60, 
5 tubes, $60 list; RFL 75, 5 tubes, $75 
list; discount 40 per cent. Thorola, 
5-tube sets, No. 57, $60 each list. No. 
5&8, $125: No. 59, $185. Discount 40 
per cent. 

Speakers.—Thorola, No. 4, $25 each 
list: No. 9, $20; No. 12, $15. Discount 
40 per cent. 


ROASTERS.—Jobbers intimate they 
will start to take orders for roasters 
following the vacation period. Goods 
ordered then will not be shipped out 
until real cool weather sets in. 

We jobbers’ 
stocks: 

Roasters.—Savory, small family size, 
single or in lots of three doz., $8.40 
per doz. net; medium family size, 
small lots, “ per doz.; large lots, 
$14.40: No. 11, one coat of blue 
enamel, _—, lots, $21.25; large lots, 
$20.75; No. small lots, $27.50: 
large lots, $2 r IWo 43, three coats of 

enamel, small lots, 


gray $34.35; large 

lots, $33.60. 
ROOFING MATERIALS.—Recent 
storms, both rain and wind, have 
created a somewhat larger demand for 
all kinds of roofing material. Business 
is not brisk, however, but jobbers are 
of the opinion that a real buying move- 
ment will start in about the second week 
of August. 
SAW FRAMES.—So many people 
burned wood and liked it during the 
last coal strike they probably will con- 
tinue to use that fuel. In addition, 
wood is still much cheaper than coal 
in the country. Jobbers’ therefore 
anticipate a good saw frame business 
beginning next month. 

We from Boston jobbers’ 
stocks: $5.85 


Wood Saw Frames.—No. 03, 
per doz. net; No. 50, $6.50; No. 40, 


$7.48 
Bilades.—No. ma a 
$5.85; No. 11, 30 in., 


doz. net; 32 in., 

$6: 32 in., $6.65; No. 45, 32 in., $65. 50. 
Complete Sets.—No. 150, $12.75 per 

doz. net: No. 150 Champion, $13.65; 

No. 40, $15.55; No. 45, $15.20; No. 111, 

$16.35. 


SK ATES.—Orders 


quote from Boston 





quote 


$5.20 per 


for roller 



































skates | 


HARDWARE AGE 


the big buying movement will, it is 
expected, shortly get under way. Job- 
bers maintain they are prepared to fill 


everybody’s order, and that prices are 
apts , P _ continuous operation day in and day 


quite reasonable. 


We from 
stocks: 

Ice Skates.—Men's 
90c. per pair net; nickel, $1.25; key 
bright, 90c.; nickel, $1.25 to $3.25. 
Hockey, key, nickel, $1.35 to $3.40. 
Screw to boot, nickel, 90c.; hardened 
steel, $1.12; steel, $1.50; chrome steel, 
$2.25: super-chrome steel, $2 and 
$2.70. Ladies’ bright, $1.10; lever, 
bright, $1.20; nickel, $1.50; key, 
bright, $1.20; nickel, $1.50 to $3.60. 

Skating Outfits.—Men’'s $3.65 per 
pair net; ladies’, $3.65. Collis line, 
$3.50 per pair. Challenge, men’s, $5; 
ladies’, 5. Hawco, men’s, No. 84, 
$3; No. 130, $4; ladies’, No. 8&5, $3; 
No. 93, $4.50. 

Straps.— Black or 


quote Boston jobbers’ 


lever, br ay 


russet, tongue 


buckle, 20 in., $1.25 per doz. pair net; 
30 in., $1.80. Patent buckle, 20 In., 
$2.40: 30 in., $3. 


—~Children’s strap nee! 
pair net; strap heel 
and clamp, 75c. Boys’ or girls’ strap 
heel, toe and clamp, $1.10. Chil- 
dren's ball eer. $1.50. Boys’ ball 
bearing, $1.50. Girl’s ball bearing, 
$1.50. Boys’ nicke] plated, truss ex- 
tension, $2.50; girls’, $2.50. 


SNOW SHOVELS.—The next month or 
two in all probability will witness the 
rounding up of retail orders for snow 


Roller Skates.- 
and toe, 70c. a 


shovels. Already a sizable tonnage has 
been booked. 
We quote from Boston jobbers’ 
stocks: 


n, boys, with- 
with tip, $4; 
single steel 
$8.60; mal- 
Crescent, 


Snow Shovels.— W oode 
out tip, $2 per doz. net; 
No. 67%, with tip, $4.80; 
tip, $7.30; double steel tip, 
leable steel tip, $9. Ad 
$10.20; Pathfinder, $10.2 

Steel Shovels.-Rugg, ‘No. 78, long 
handle, $4.20 per doz. net; No. 078, 
long square handle, $5.20; No. 78%, 
split wood D-handle, $5.20; malleable 
D-handle, $5.20. Spring steel, black, 
No. $25, $10.30; No. 29, galvanize -d, 
. Ames, wood D- handle, $10.75; 
handle, $9.50. 


TRUCKS.—Ash can trucks will be 
needed this fall, consequently retail 
dealers should begin thinking about 
ordering such stock. 


We from 
stocks: 
Trucks.—Ash can, standard makes, 
$30 per doz. net. 
WINDOW GLASS.—During July job- 
bers booked a sizable window glass 
business, but they say they have not 
scratched the surface of the retail field. 
We quote from Boston jobbers’ 
stocks: 
Window Glass.—First bracket, 89 
per cent discount; 34 to 40 brac ket, 
88 per cent discount; over 40 bracket, 
86 per cent discount. Double, all, &8 
per cent discount. 


quote Boston jobbers’ 





Electric Window Display 
Device Uses No Motor 


Spanjer Brothers, 1600 Broadway 
New York City, are now placing on 
the market the Spanjer Turndisplay, 





keep filtering into the market each day. | 4 motorless, electric window display de- 


Many retail dealers have covered their | | 


vice, a special feature of which is that 


























but | it does not require the usual electric | 


probable ice skate requirements, 
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motor to operate it. A simple and 
unique mechanism controls the device. 

The Turndisplay unit is constructed 
to carry from 75 to 100 lb. weight in 


out without any attention, except oil- 
ing every six months. No special wir- 
ing is required; one simply plugs it 
into the regular lighting circuit and 
in a few seconds it will start of its 
own accord and keep going as long as 
the power is turned on, stopping only 
when radical variations in the electri- 
cal current supply voltage does not 
give it a continuous flow of steady cur- 
rent, 

It is of all metal construction, will 
not heat up or catch fire, and is pro- 
vided with 10 ft. of flexible cord and 
plug. A 15 or 18 in. metal top is fur- 
nished, 


All in One Desk Is Floor 


Space Saver 


The H. C. White Co., North Benning- 
ton, Vt., is now marketing an All in 
One Desk, designed especially for use 
about the home where space is limited. 
It is several articles in one and is 


adapted for use as a sewing table, 
typewriter desk, child’s 


play desk, tea 





table, telephone stand, as well as many 
other uses about the home. 

One of the outstanding features of 
this new desk is the floor space it saves. 
When folded it requires only 40 per 
cent of the floor space of the surface 
available for use when open, and gives 
ample room for either work or play. 
The pedestal is reversible and may be 


Patents 
Pending 





attached to either the right or left side. 
Commodious drawers provide plenty of 
storage space. 

It is very strongly made and finished 
in lacquer, the very latest thing in fur- 
niture and automobile finishes. It is 
furnished in woods and colors to match 
modern home furniture, and is available 
in four sizes: two juvenile sizes, one 
junior-adult size and the full-adult type. 


Reading matter continued on page 64 
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Put Chain Profits Within Easy Reach 


WESCO Chains 
Are SHELF Merchandise 


; Stock NOW 
for the Fall Demand 


The strong, attractive- 
ly labeled = cartons 
make a shelf or win- 
dow display that re- 
minds the customer of 
tire chains. These con- 
tainers keep the stock 
in good condition and 
make wrapping = and 
handling easy and 
quick. 


Motorists are already 
checking up their win- 
ter requirements. This 
business will start with 
a rush in the -fall and 
the dealer who is ready 
for it will make the 
sales. 


For Less Than 


$100.00 And Finally 


a Real Packing Method 


You can find out for 
yourself the desirabil- 
ity of Wesco Tire 
Chains as a hardware 
stock with a compara- 
tively small invest- 


Wesco Tire Chains are 
packed in strong wire 
bound shipping cases. 
This method of pack- 
ing simplifies handling 
and reshipping and 


ment. Let us send 
: you our Reference protects the appear 
Be Table of Chain Siz ance of the individua! 
bs < ) < SIZES , 
cartons. A stock ot 


Wesco Tire Chains 1s 
always ready for your 
shelf or window dis- 
play. 


that will enable you to 


determine the stock 





best suited to vour re 
quirements. 





: WESTERN CHAIN COMPANY CHICAGO, U.S. A. 
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Fall Trade Outlook Favorable in Cincinnati 
Collections Reported Slow—Prices Firm 


(Cincinnati office of HARDWARE AGE) 


ESPITE the torrid spell of the past week, during which the 
temperature mounted to record heights, the hardware jobbing 
business in this territory has been well sustained. Reports from 
wholesalers are encouraging and indicate that early fall trade will reach 


satisfactory proportions. 


Sales have been well distributed among both mid-summer items and 


staple goods. 


Electric fans have been at a premium, and several job- 


bers have exhausted their supplies of this commodity. The number of 
reorders placed with local warehouses has been large and points to 


good retail trade. 


Prices have been maintained at previous levels, with two exceptions. 
Tires and tubes have been reduced between 15 and 20 per cent, while 
there has been a slight fluctuation in quotations of turpentine and lin- 


seed oil. 


Manufacturers of shovels and scoops have advanced their 


prices, but the jobbers have not yet disturbed the prevailing schedule. 
While the usual mid-summer lull has enveloped the retail trade, busi- 


ness is better than in the same period last year. 


Merchandise adapted 


particularly to warm weather conditions has been moving briskly. 


Especially satisfactory is the report from retailers in the rural districts. 


AUTOMOBILE ACCESSORIES. — A 
price reduction approximating 15 to 20 
per cent has featured the tire and tube 
market. While the new schedule has 
not effected a large increase in sales, 
it has served to restore confidence in 
the stability of present conditions. In 
other commodities the situation is un- 
changed. Orders are principally for 
small quantities of merchandise, and 
retailers are not inclined to anticipate 
future requirements. 


Jacks.—No. 10 Ajax, 85c. each; No. 
9 Ajax, $1.05 each; No. 60 Ajax, $2.50 
each. 

Pumps.—No. 11, 55c. each; Big Boy, 
$1.55 each; Arvin, $1.85 each. 


Bumpers. — Marquette Ford front 
bumper in black, $3.32 each; Mar- 
quette Ford front bumper in nickel, 


$4.02 each; Marquette fender guards, 
for Fords, $6.12 a pair. 

Luggage Carriers. — Luggage car- 
riers, 90c. each; S80c. in quantities of 


Spark Plugs.—A. C. spark plugs, 
each: in less than 100 lots, 53c.; 
in lots from 100 to 300, 50c.: in lots 
upward of 300, 45c.; A. C. No, 1075 
Ford spark plugs, 50c. each; in less 
than 100 lots, 36c.; in lots upward of 
100, 34e. 

Alcohol.—38c. a gal. in drums of 52 
gal. each; 37c. a gal. in lots of three 
drums at one time. A charge of $6 
for each drum is made, but this 
amount is refunded when the drum 


is returned. 

AGRICULTURAL HANDLES.—Sales 
have tapered off in the past week. 
Prices are the same. 


We quote from Cincinnati jobbers’ 


| dal 
fll 


stocks: | 
Hay fork, 5% ft., 2.85; 5% ft. 
fork, $3.30: long manure fork, $2.45; 


cotton hoe handles, $1.85; 
shovel handle, $4.80. 
BASEBALL GOODS.—tThere are still 
scattering orders being received by lo- 
cal jobbers. The season, taken as a 
whole, has been satisfactory. 
We quote from Cincinnati jobbers’ 


wood D 


stocks: a 
Fielders’ Gloves.— No. 34, $1.50 
each: No. 70, $2.50 each; No. DW, 


$4.35 each: No. BL, $6.50 each. 























Catchers’ Mitts. — No. 188, $2.67 
each; No. 210, $1.60 each; No. 243, 
$5.50 each. 

Catcher’s Masks.— No. 254, $1.33 
each; No. 261, $1.95 each; No. 267, 
$3.33 each. 

Bats.—No. 13, $7.20 per doz.: No. 
16, $10.80 per doz.;: No. 40 ER, $16.20 
per doz.; No. 250, $21 per doz. 

Baseballs. — Harwood, $13.20 per 
doz.; Goldsmith No. 45, $2 per doz.; 
Goldsmith No. 47, $4 per doz.; Gold- 
smith No. 70, $7.80 per doz.; Gold- 
smith No. 97, $15 per doz. 


BOLTS AND NUTS.—Business has 
held up to a fair level in recent weeks. 
There is less complaint on price shad- 
ing than a few months ago. 

We quote from Cincinnati jobbers’ 


stocks: Machine bolts, large, 50 and 
10 off: small, 50, 10 and 10 off: car- 
riage bolts, large, 50 off; small, 50 


and 10 off: stove bolts, 75 eff; semi- 

finished nuts, 9-16 in. and smaller, 75 

off; larger size, 65 off. 
BUILDERS’ HARDWARE. — Those 
concerns specializing on contract work 
for schools, apartment houses and siza- 
ble buildings report that their business 
in the past month has been good. Their 
total sales this year have been well up 
to those in 1925. 

We quote from Cincinnati jobbers’ 
stocks: 

Hinges.—Heavy, 6°, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10 and 5 off. 

Hasps.—Common hinges, 70 off; 
safety hasps, 3 in., 95c.; Single, per 
doz., 4% in., $1.25; 6 in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3, 
lXc. per pair net; 4 x 4, 28c. In less 
than case lots, 34% x 3%, 21c.; 4 x 4, 
30. 

Sash Weights.—Sash weights, 1.80c. 

inside Sets. — Square bevel inside 
sets in case lots, $5.10 a dozen. 


CAMP STOVES.—Orders from the re- 
tail trade have been fairly heavy. 
Total sales for the summer season are 
expected to exceed those last year. 


We quote from Cincinnati jobbers’ 
stocks: 

Coleman No. 2, $8.56 each; Coleman 
No. 9, $6.25 each. 


CROQUET SETS.—Scattered orders 
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are coming in to local jobbers despite 
the fact that the season is well ad- 


vanced. 
We quote from Cincinnati jobbers’ 


stocks: 

No. 5, four-ball set, $1.50; No. 10, 
six-ball set, $1.85; No. A, eight-ball 
set, $2.15; No. 3, eight-ball set, $4.20; 


No. 1, eight-ball set, $3.15. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—Little change has occurred in 
this market. Prices are the same and 
retailers have ample stock to meet cur- 


rent needs. 

We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5 in. eaves trough, 
$5.75 per 100 ft.; 28-gage, 3 in. corru- 
gated conductor pipe, $5.50 per 100 
ft.; 28-gage, 3 in. corrugated conduc- 
tor elbows, $1.91 per doz.; 29-gage, 
3 in. corrugated conductor elbows, 
$1.51 per doz. 


ELECTRIC FANS.—The torrid weather 
has brought out a heavy demand for 
electric fans. Some jobbers have not 
possessed sufficient stock to supply 
their trade and accordingly have asked 
for rush deliveries from factories. 


GARDEN HOSE.—Retailers have 
moved considerable stock because of 
the dry weather locally. This demand 
has stimulated the wholesale market to 


a limited extent. 

We quote from Cincinnati jobbers’ 
stocks: 

Rubber Hose. — 5-ply, % in., 8\4c. 
per ft. in 50-ft. lengths; 6-ply, % in., 
10c. per ft. in 50-ft. lengths; 7-ply, 
1% in., 12c. per ft. in 50-ft. lengths; 
double braid in %-in., 500 ft. coils, 
l0c. per ft. 


GLASS.—Sales have been moderate 
volume, and prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A first 
bracket, 87 per cent discount; single 
strength B first bracket, 89 per cent 
discount; single strength A first three 
brackets, 85 per cent discount; single 
strength B first three brackets, 89 per 
cent discount; single strength A over 
the third bracket, 85 per cent dis- 
count; single strength B over the 
third bracket, 87 per cent discount; 
double strength A, 86 per cent dis- 
count: double strength B up to 54- 
in., 89 per cent discount; double 
strength B over 54-in., 88 per cent 
discount. 


HOSE REELS.—Concurrent with the 
demand for garden hose has been a 
corresponding call for hose reels. 


We quote from Cincinnati jobbers’ 
stocks: Wooden hose reels, $14.75 a 
doz.: Victor iron hose reels, $2 each. 


ICE-CREAM FREEZERS. — Business 
has been good and jobbers are dispos- 
ing of a liberal amount of stock. 

We quote from Cincinnati jobbers’ 


es 


n 


stocks: 
Peerless.—2 qt., $3.45; 3 qt., $4.10; 
4 qt., $5; 6 qt., $6.30; 8 qt., $8.20. 


Peerless dealers’ discount is 25 and 
10 per cent off above list. 

White Mountain.—2 at., $5.65; 3 at., 
$6.75: 4 qt., $8.25; 6 qt., $10.45; 8 at., 
$13.50. White Mountain dealers’ dis- 
count is 50 per cent off above list. 

Acme.—2 qt., $8 per doz. 


LAWN SWINGS.—There is a fair call 
for this commodity and prices are 
steady. 


We quote from Cincinnati jobbers’ 


stocks: 
Standard lawn swings, $7.75 each; 


extra heavy lawn swings, $9.50 each. 
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You can recommend 


SAMSON SPOT SASH CORD 


as the most durable material for hanging windows 





Trade Mark Reg. U. S. Pat. Off. 


Samson Trade Mark 








T is made of extra quality cotton yarn, spun 1n our own 

mills. It contains no loading or adulteration. It is | 
firmly and evenly braided and smoothly finished. It is 
thoroughly inspected, and guaranteed free from the 1m- 
perfections which make common cord wear out so 
quickly. | 
The colored spots, our trade mark, make it easy to | 
identify genuine Samson Spot Sash Cord. 


NN 
55 


—_—— 
ae 






Phoenix Trade Mark 


Phoenix Sash Cord 








Made of good, even yarn, smoothly braided and uni- 
form in size and quality. It can be depended upon to | 
be free from the prominent imperfections and rough 
places usually found in common cheap cord. Contains 
no loading or other adulteration. | 
| 
| 





Samson Solid Braided Small Lines 
Samson Quality, made of extra quality cotton yarn, 
spun in our own mills, firmly and evenly braided and 
smoothly finished. 





Samson Cordage Works 


88 Broad Street, Boston, Mass. 
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LAWN SPRINKLERS. Sales have | We quote from Cincinnati jobbers’ 60c. each; No. 210, 67c. each; No. 211, 
| stocks: Ready mixed house paints, 73c. each 


been brisk. A number of retailers have | 


been forced to replenish their stocks. rels, 93c. per gal.; 
per gal, white and 


red lead in 500-Ib. 
lb. less 10 per cent. 
PYREX WARE.—The following prices | 
are applicable to the trade in this terri- | 


—_ barrel lots, 87c. 
Prices are the same. 
We quote from Cincinnati jobbers’ 
stocks: Fountain ring sprinklers, $6 
doz.: Rain King sprinklers, $28.20 doz. 


NAILS.—The market is quiet at the | heey: 
moment. Retailers have enough stock | ye 
to meet present requirements. | 


We quote from Cincinnati jobbers’ 
stocks 


quote from 
stocks: 


$2.75 per gal.; linseed oil, single bar- 


Cincinnati jobbers’ 
Round Casseroles.— No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each: No. 624, $1.33 each. 


Round Pudding Dishes. —No. 021, 

49c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, S80c. each. 
| Square Pudding Dishes. — No. 0553, 
67c. each. 
Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 

214, $1 each. 

POULTRY AND WIRE NETTING.— 
Demand from the rural districts has 
been encouraging. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting, 


turpenting, in 2- 


kegs, 15%c. per 














Common wire nails, $2.95 per keg; _ — ™ on ; 
ame settee , o41f . a Square Casseroles.-—-No. 653, $1.17 $1.75 per 100 sq. ft.; 12 mesh opal 
= nt coated nails, $3.15 per 100 Ib. | ensh. wire netting, $2.05 per 100 sq. ft.: 
a Oval Casseroles.——-No. 631, $1 each; 14 mesh wire netting; $2.45 per 100 
PAINT.— Aside from a slight advance | No. 633, $1.17 each; No. 634, $1.33 sq. ft.: poultry netting galvanized 
each. after, 57% off list; poultry netting 

7 i 


in linseed oil and a small reduction tn | 


turpentine, prices are unchanged. each; No. 208, 


Round Pie Plates.— No. 295, Iie. | 
50c., each: No, 209, | list, 


galvanized before, 57% and 10 off 


A Dangerous Error About Certifying Checks 


business matter, and when he had finished he 
said: 

“Do you mind if I call up the —————— Bank? I 

rant to see if a certain check is good. 

He called and the following conversation ensued: 

“Please let me have Mr. Whitney. Hello, Bill, 
this is —-————. A man named William Whitcraft has 
just given me a check for $764 on your bank in pay- 
ment of some stuff I’ve sold him, and he wants the stuff 
right away. Is the check O.K.?” 

A little wait ensued and then Bill apparently said the 
check was O. K., for my client said “Good” and hung up. 

“I was a little doubtful about letting that fellow have 
the goods before I got the cash,” he observed, “but it’s 
all right now.” 

“Why is it all right?” I asked. 

“Why, the bank said the check was O. K.” 

“But what do you think that does for you?” I asked. 

“Why, it means that the bank has to hold on to the 
money now that they know there’s a check out.” 

“It does not,” I said. “It means nothing except that 
at the moment of your calling the drawer of the check 
had enough money there to cover it. He may go in 
within the next five minutes and draw every cent he 
has. Or other checks may go in and exhaust the ac- 
count before yours gets there. In either case the bank 
can’t think of your check at all—it must pay out as fast 
as legal demands are made.” 

“Why I’ve been told,” said the client, “that the bank's 
statement that it has the money there amounts to certi- 
fying the check, and that it must keep the money there.” 

“That is not the case,” I said. “Certification is quite 
a different thing.” 

This little conversation is the text of this article. I 
write it to correct a rather widely entertained delusion, 
viz.: that calling up a bank to see if a check is good 
furnishes any future protection. It furnishes nothing 
of any future use whatever; it merely assures the in- 
quirer that at the moment the check is covered. 

When a bank certifies a check it says that the check 
is good, and it moreover agrees to set the necessary sum 
aside to take care of it. After that, if necessary, you 
can sue the bank for the money and it will have to pay. 
But certification is much more than saying “‘yes” over 


r SHE other day a client was in my office about a 





a telephone. It has to be done by a proper officer of the 
bank, in the manner adopted by the bank for certifica- 
tion, and it must be signed or initialed by the officer 
doing it. Occasionally a verbal certification has been 
upheld, but the weight of opinion is that it must be in 
writing, and it is never safe to accept anything else. 

There was a case not long ago in which a check drawn 
on the First National Bank was presented by the holder 
to the Night and Day Bank for payment. The Night 
and Day Bank called up the First National and asked if 
the check was good. The answer was yes, and the 
Night and Day paid out. When the check was later 
presented for payment there wasn’t money enough to 
cover it and there never was enough again. The man 
who got the money wasn’t good, and the Night and Day 
Bank then went after the First National on the theory 
that its statement that the check was good, in the face 
of notice that the Night and Day expected to pay out 
on its statement, amounted to certification or accept- 
ance, and made the First National liable. The court 
held, however, that it was not a certification and not 
an acceptance. 

The’‘only sure way to know about a check is to take 
it to the bank and either collect it then and there, or 
have it certified. Or insist that the drawer give it to 
you certified. 

(Copyright, July 17, 1926, by Elton J. Buckley, Esq., 

Counsellor-at-Law, 1206-11 Liberty Building, Broad 

and Chestnut Streets, Philadelphia, Pa.) 


One Consolation 


To avoid chartering a special car to ship two hundred 
pounds of Limburger cheese, a manufacturer packed it 
in a rough, oblong box and checked it as a corpse. 
At the first stop he went ahead to the baggage car 
to see that there was no trouble. He stood by the box 
in a disconsolate attitude and shaded his eyes with his 
hand. The baggage man was sympathetic. “A rela- 
tive?” he asked. , 

“Yes, it’s my brother.” 

“Well, you have one consolation. He’s dead, all 
right.”—The Kablegram. 


Reading matter continued on page 68 
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Way to Settle 
the Tire Question 


This man has handled a dozen different tires. 
One after another. And one after another he 
has discarded them. Now for years he has 
stocked one tire exclusively—Para-Bell. 


Because, he will tell you, this tire is as if made 
to order for the hardware merchant: Supreme, 
business-creating quality, together with a price 
which consistently, year after year, has chal- 
lenged the fiercest competition. 


Para-Bell some time will settle your tire ques- 
tion, too. Why not let it today ? 











PARA-BELL RUBBER CoO. Mansfield, Ohio 
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The Carborundum File 











HOW selina SELL! = 
Se 


ERE is the handiest abrasive tool 

you have ever offered your 
trade—the Carborundum File. It 
will sharpen almost every edge tool. 
Farmers use it for mower sections 
and scythes, gardeners and handy- 
men need it—and the householder 
will find a dozen and one tools and 
knives about the house that he can 
keep sharp with this popular Carbo- 
rundum product. 
It’s the right. shape, right size, right 
grit to meet practically all sharpen- 
ing conditions. It is a solid, four- 
sided shaft of fast cutting Carborun- 
dum fitted with a handy handle. 


THE CARBORUNDUM 
FIFTY-SEVEN FILE SELLS! 



























Retails for $1.00 in U.S.A. i ii 
Order from your Jobber a oo 
or direct 


Packed One Doz. Standard Package 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 
CANADIAN CARBORUNDUM COMPANY, LTD., NIAGARA FALLS, ONT. 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
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NEW ITEMS 











Safety Razor Blade Duty 
Reduced to 35 Per Cent 


The United States Customs Court at 
New York City has recently handed 
down a decision granting duty refunds 
under the Tariff Act of 1913, to a iarge 
number of importing houses, whose im- 
portation of safety razor blades is said 
to total many millions. These blades 


imported from Germany were taxed on | 
entry to United States at the rate of | 


55 per cent ad valorem, under para- 
graph 128, act of 1913, as parts of 
razors valued at more than $1.00 per 
dozen. 

The importers contended for a duty 
at 35 per cent maintaining that these 
blades were parts of razor valued at 
less than $1.00 per dozen. 

Judge Fischer wrote the opinion 
granting the claims for duty at 35 per 
cent, accepting testimony. that the 
blades in question were inferior to 
American blades of the same type. 


Remington Scout Knife Has 
New Can Opener Blade 

| EMINGTON ARMS CO., 25 Broad- 
way, New York City, has recently 

brought out an improvement on official 

Boy Scout knives of interest to Scouts 

and hardware dealers. This company 

makes two official knives, both of which 


are now equipped with a real can open- 


er blade. 
These can opener blades are of two 
piece construction, made from the best 





grade of crucible tool steel. The cut- 
ting blades are specially hardened and 
tempered for the service for which they 
are intended and to hold strong i 
ble keen cutting edges. The cutter is 
correctly shaped and curved, tapering 
to a sharp point so that it easily en- 
gages in the tin and insures good lever- 
age for rapid, easy, safe, clean cutting. 




















The end of the lug on the leverage bar 
is notched to prevent any 
chance of the blade slipping. 


possible | 








Schrade Catalog E Includes 


| 


This is the kind of a knife every boy | 


wants to take with him to camp, or on 
a hike, for nothing is more useful or 
serviceable on such expeditions than a 
good can opener, and when it is 
attached to a pocket knife the combina- 
tion is indeed serviceable. 


New Steak Tenderer by 
Taplan Mfg. Co. 


The Taplan Mfg. Co., manufacturer 
of household specialties, New Britain, 
Conn., is now marketing the 
Taplan Steak Tenderer, a 
handy and inexpensive kit- 
chen tool by the use of which 
steaks and meats are made 
tender and edible. It does 
the work satisfactorily, with- 
out effort, without tearing or 
hacking the meat. The ar- 
rangement of the prongs per- 
mits close operation to the 
bone so that the entire steak 
can be made eqally tender. 

This tenderer is clean and 
there are no loose parts. The 
wood handle is very nicely 
finished in white. The steel 
used in the prongs is of the 
best quality, nickel-plated. 

The tenderers are packed 
one dozen to a carton and the shipping 
weight per gross is 22 lb. 








U. S. Cutlery Exports Show 


Substantial Increase 


HE foreign trade of the United 

States in cutlery has assumed con- 
siderable proportions in recent years 
and exports of this class of goods, 
which averaged $4,700,000 annually in 
1922 and 1923, rose to $9,250,000 in 1924 
and $13,100,000 in 1925, according to 
the Iron and Steel Division of the De- 
partment of Commerce. 

These figures include safety razors 


| 


| a] 
I 
- 





| 


| 
| 








and blades, which comprise the bulk of | 


the trade, scissors and shears, table and 
kitchen cutle ‘ry, and other cutlery and 
parts. In 1925 approximately two- 
thirds of the total value of exports of 
cutlery represented safety razor blades, 
and more than one-tenth was safety 
razors. 


a few extra rubs will suffice. 


Many Dealer Helps 


be ‘ea; CUTLERY CO., Walden, 

‘ has recently issued Catalog 
on a full line of Schrade Pocket 
Knives, bearing the trade mark “Ev- 
erlastingly Sharp.” The catalog is 
profusely illustrated. It contains many 
helpful merchandising hints on the sale 
of pocket knives. Some of the illustra- 
tions on the different type of pocket 
knife blades will be very instructive to 
those selling cutlery behind a retail 
counter. Information is also given on 
the proper way to sharpen a knife, 
prevent rust and in general keep a 
knife in proper condition. 


———— 


Monarch Patent Sharpener 


Now on the Market 


The Jaywoolf Mfg. Co., 512 Fifth 
Ave., New York City, is now marketing 
the Monarch Knife Sharpener, designed 
to make a clean, smooth and lasting 
edge. No oiling or adjusting is neces- 
sary. It is always ready for use. 

Take the Monarch Patent Sharpener 
by tHe handle, and place the knife in 
the slot. Then pass the knife backwards 
and forwards a few times from end 
to end. In sharpening ordinary steel 
knives hardly any pressure at all is 
necessary, but in the case of stainless 





slight pressure. 
Should the knives be exceedingly blunt, 


knives, use just a 


Do not 


use a heavy pressure, or you will un- 


duly wear the knife. 
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Orange Colored Background in Cutlery Display 
Increases Sales for Hampden Hardware Co. 


advantage over most other items carried in the 
average hardware store because it lends itself 
to unusual and effective displays. The truth of this 
has often been demonstrated, but we have seldom 
seen it demonstrated more effectively than in the 
store of the Hampden Hardware Co., Marysville, 
Cal. 
We arrived there late in the evening, and before 
going to bed we walked around the town to get our 


iz has been frequently said that cutlery has the 


RANGE colored silk set off these scissors 

and shears as though they were magni- 
fied. The Hampden Hardware Co., Marys- 
ville, Cal., use this pyramid cutlery display in 
a show case. Since manager Earl E. Monson 
started to use the orange stik for cutlery dis- 
plays he has been able to increase his sales 


about 10 per cent. 


bearings and to locate the different places where we 
intended to call the following morning. 

The Hampden Hardware Co. has three windows. 
None of them are closed in the back. One can look 
through them directly into the spacious store. On 
the floor of the store directly in back of the center 
window, the night we looked in there for the first 
time, we saw an ordinary plate glass, illuminated 
display case, inside of which, displayed on a pyra- 
mid form, were a number of shears and scissors. 
What the display in the window was we have for- 
gotten. We only remember the cutlery display be- 
cause it attracted attention, held attention and has 
remained in our memory. 

The reason for that is simple enough. The pyra- 
mid form in the show case was covered with orange 
colored silk, which set off the scissors and shears 
as though they were magnified. The case, of course, 
was illuminated. But so was the window in front 





of it. Nevertheless we saw and have remembered 
the show case and the scissors and shears while we 
have forgotten about the window display. 

As experiments have shown orange is a very effec- 
tive display color for showing off bright objects like 
tools, cutlery and similar articles. The truth of 
this was driven home to us that night in Marysville. 


If you don’t believe it try it out and prove it to your- 
self. 

However, we were slightly sceptical about the 
value of such a display. It was the dominating ob- 
ject in the store. The other windows were good. 
One was of camping goods and the other of refrig- 
erators. But our eyes kept leaving the other win- 
dows and traveling back to the orange-colored dis- 
play in back of the center window. Incidentally, 


we should say that orange, ordinarily, is not a fa- 





vorite color of ours. But in this display there was 
a warmth and a compelling quality about it that 
made us like it in spite of ourselves. But, we 
thought, this may be a good display at night and a 
very weak one in daylight. So we decided to re- 
serve judgment until the following morning. 

When we saw it again the next day we were again 
attracted to it. It was equally as compelling in day- 
light as it had been when illuminated against the 
dark the night before. 

We asked Earl E. Monson, manager of the Hamp- 
den Hardware Co., about it and were not particu- 
larly surprised when he told us that since it was 
set in back of the center window people who have 
seen it have, in a number of instances, gone out of 
their way to mention it to different persons in the 
store. But, what is more important, it has increased 
the sale of scissors and shears about 10 per cent. 

Its simplicity, color and commanding position are 


AZOR strops are important, profitable cutlery 

department items. The White Hardware 
Co., Wilkes-Barre, Pa., uses this type of cabinet 
wall display without a glass front. The strop 
eyelets hang on short lengths of %4 inch rod. 
The top of the cabinet is hinged, forming a 
simple, practical lock against thefts, yet the 
strops are easily removed when sold. The hinged 
top is secured with a hook at each end. 





worth remembering. Try it out for yourself. The 
keynote is the orange silk and the fact that it does 
not try to display everything in the store, but simply 
scissors and shears in a modest way. Try it out. 
The accompanying illustration does not give any 
idea of its effectiveness. It is shown simply so you 
may get an idea of the size and shape of the case. 
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“GENCO” 
Grapefruit Knife 


That “something different” 
which means a sale 





OOM S=—DIoVn 


Beautifully finished blade. 
Handle of smoothest rubberoid. 


SHARP LASTING 


Order from your wholesaler. 


“Honest Workmanship on Fine Steel” 


GENEVA CUTLERY CorpP., Geneva, N. Y. 
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For Putting Up 
LUNCHES 


Here’s a Lunch Set comprising a 
Carver and Fork of the better quality. 
It’s an ideal set for family use. FEx- 
cellent steel, cocobola or ebonwood 
handles, brass lock rivets and pins, in 
fact it upholds the high reputation of 


“ANCHOR” 
Brand Cutlery 


Packed one pair in a box. Sales start 
as soon as displayed. Order from your 


Jobber. 
a om > .) 
Ee ur ey’ 
of Buyer's 


5 
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LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 


Boston, 7 Water St. 
St. Louis, Victoria Blde. 





Chicago, 1732 Republic Bldg. 
San Francisco, Wells Fargo Bldg. 



























ERE is a display that at once 

appeals to men and women. 
It is arresting in its action. It 
pictures to women more than 
words can tell, by showing an at- 
tractive young lady shaving the 
under-arm. It gives to men the 
reminder they need, to buy Gil- 
lette Razors and Blades. ‘The 
reflections in the mirrors are 
decidedly realistic, the colors are 
natural, and the whole effect is so 
suggestive of the ease of the Gil- 
lette, that it cannot but help to 
increase your sales. Never before 
offered it will give to your win- 
dow the novelty of something 
new. 


Gillette Safety Razor Co., 


Oe 
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Advertising Dept. 


Reflecting the Need of Gillette Razors 
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Cutlery Salesman’s Consumer Investigation 
Proves Hardware Stores Sell Good Cutlery 


By John Cassin 


YT ARDWARE stores sell good cutlery—don’t allow 
H your store to be excluded from this almost general 
public belief. 

At what I at first thought would be incurring consider- 
able personal risk, I decided to ask a number of the ladies 
of Richmond, Va., where to go to purchase good quality 
cutlery. Along Broad Street from Jefferson to Eighth I 
tactfully asked sixty ladies where to buy good cutlery. 
After my hurriedly murmured apology, [ explained that 
I was a merchandise investigator seeking the opinion of 
the buying public as to the natural places for them to 
seek good quality household cutlery. The net of the opin- 
ions is that while some of the department stores have good 
assortments of seemingly good cutlery, if you want a real 
good article—go to a hardware store. 

As I had heard the same opinion expressed by hundreds 
of men about pocket knives and shaving utensils, this opin- 





mse = 
“a an 


ingly sought to find excuses for the manufacturers’ lack 
of initiative toward sales and put the burden of the prob- 
lem up to the jobbers. While not receding one step from 
that position, we might have gone a little further and 
asked the retail hardware merchants to assume part of 
the responsibility. No matter what manufacturers and 
pobbers dosto assist sales their efforts are slowed up unless 
the neck of the bottle through which merchandise must 
flow—retail stores—is not only clear but also receptive 
to enlargement. The width or opening of the neck of 
the bottle is regulated by the mental attitude and inter- 
ests of the retail merchants—the wider the opening, the 
easier and greater the flow of merchandise. 

Almost every Saturday the local and nearby salesmen 
of jobbing houses are in the house so I make it a point 
to spend nearly every Saturday morning in some hardware 
jobbing house. You have heard of baseball fanning bees— 





High grade cutlery and related specialties are featured up front in the White Hardware Co. store at Wilkes-Barre, 
Pa. Fountain pens, thermometers, clocks, shaving supplies, silverware, razors, safety razors, blades, knives, scissors, 


hones, 


ion of the ladies of Richmond seems to make almost gen- 
eral the belief that the place to buy good cutlery is the 
hardware store. 

With this wonderful prestige as a background, is it any 
wonder that I believe hardware stores can increase their 
cutlery sales? How to do it is the problem—when we hit 
upon a good simple formula applicable to and usable by 
all hardware stores, the cutlery business will grow by leaps 
and bounds. Today most cutlery is bought—what will 
happen when we start Selling It? 

Cutlery in the hardware store reminds me of the mind 
picture I have of Topsy of the old South—as Topsy was 
liked, every hardware man seems to like cutlery and like 
Topsy the cutlery business in many place is just allowed 
to grow. While chlidren—like Topsy—grow up, any part 
of a business that is neglected grows down so fast that it 
is soon hard to find. 

In one of our previous articles, under the caption of 
“What Is the Matter with the Cutlery Business?” we seem- 


strops, sharpening devices and many other lines are available in this neat department. 
tor, has made a hobby of cutlery and considers this section one of his best and most profitable activities. 


J. Harris, the proprie- 


you ought to hear some of these Saturday morning cutlery 
fanning bees. During one of these gabfests that occurred 
Saturday, Nov. 7, one old-time salesman who is yet very 
much in the ring, made a remark that is typical of “Old 
Timers” of every line. He said “The majority of my cus- 
tomers claim that pocket knives are not as good as they 
were twenty years ago.” To one in the business, ac- 
quainted with the manufacturing improvements of our 
leading manufacturers that statement at first seemed. at 
least unreasonable, but as we discussed and thought more 
about the subject it seemed that there might be some very 
good reasons for that impression or belief. People natural- 
lv form impressions and reach conclusions as the result 
of first hand experience they have with merchandise and 
as there has been more ordinary cutlery sold than there 
has been of real good cutlery, and lots of this ordinary cut- 
lery has been sold to retailers as “best quality goods’’ it is 
not surprising that many retailers who thought they were 
handling “the best” should form erroneous impressions: 


Reading matter continued on page 74 
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Known as Reliable for 
over Fifty Years 





The bobbed hair fad is at its peak rey Deane: Gatery mest -every 
practical kitchen need. 


—take advantage of it. 
Made by cutlery experts. Backed 


Priest’s Tiger and Shaver are ideal by fifty years experience. 

for keeping the cropped hair short. apes 

The daintiness and light weight of Stainless or carbon steel. Black, 

these clippers always attract women white glazed or friction-burnt maple 
handles. 


customers. 
Ask your jobbing connections about 


this quality line. 
HYDE MANUFACTURING COMPANY 


Remember Priest quality and 
service are back of every clipper 



































AMERICAN SHEARER MFG. CO. ; Ff 
NASHUA, N. H. Southbridge, Mass., U. S. A. 
, yy RT | 
FOR TA 
so line 


EVERY HOME 
Sells on Sight 





“The Gem” 


The Nationally Advertised 
Nail Clipper That Sells 


National advertising has created a wide demand IO ig 
; A Ca RETAIL 


for Gem Nail Clippers. ITEM 
Gem Quality has brought complete satisfaction * 
to every customer and Gem prices: 50 cents for / FINE QUALITY AND FINISH 
—_— 1 MADE IN POPULAR S/ZES 
the “Gem” and 35 cents for and the 


the “Gem Jr.,” have enabled 
dealers to meet all competi- 
tion. 

Beautifully finished, attrac- 
tively carded and favorably 
known for 25 years. 


O y ° 1 


A CARDED ASSORTMENT OF Oval’ 
SHEARS. A STANDARD NUMBER 


No. f° 





Your Jobber has them. 


THE ACME SHEAR CO. 


Bridgeport, Conn. 


Ma CL et 











“Ansonia” 


THE H. C. COOK CO. 


Ansonia Conn. 
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about cutlery when some of these supposed-to-be “quality 
goods” failed to stand up to expectations. 

The actual facts are that the majority of retail mer- 
chants are not well acquainted with the few manufacturers 
who are today making better pocket knives than have ever 
been made by anyone—these manufacturers are not only 


producing knives of the best qualities of materials, but 
they also include the utmost of skilled workmanship—and 
this workmanship is superior to that of twenty or more 
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Schlemmer & Co., 


Hammacher, 
is always devoted to some cutlery lines. 


one window 


as this display on sharpening stones, grinders and kindred items in this line. 


New York City, have several large windows. 
Frequently a display will concentrate on a cutlery specialty such 
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of prices that will permit anyone obtaining a knife with 
good blades that will take and hold sharp cutting edges. 
The “Old Timer” and those of his customers who think 
knives are not made as good as formerly have been un- 
fortunate in their selection of knives—so while forming the 
correct impression about the knives they are acquainted 
with, they are doing themselves and the good lines an in- 
justice that they will be quick to acknowledge and correct, 
once they have the opportunity of handling and using some 








oe 


; 
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Displays are changed weekly. At least 


Panels shown in the background offer 


the merchant an attractive method for displaying this class of merchandise in the stores as well as in window displays 


years ago. Cutlers are working with better materials, 
better tools and under better working and living conditions 
—they are not only making better knives than were made 
in the days of years ago—they are making more of them, 
and if they didn’t make them better, they would be 
severely censured. Furthermore and probably what is as 
important as any other feature—the mannfacturers of our 
really good quality lines of cutlery, while not attempting 
to make “knives at a price” recognize the necessity or 
desirability of having an assortment of knives at a range 


of the wonderful knives made today by the best American 
cutlery manufacturers. 

So-called high power selling is responsible for most of 
the sad experiences hardware merchants have had with 
cutlery. Some of the old time special cutlery salesmen left 
merchandising scars that have been hard to heal—how- 
ver, the day of trick sales, cutting nails, driving a blade 
through metal sheets, and other stunts that are just tricks 
and not in any way demonstrative of the quality of knives 
——-knives are not made for such purposes—is about over. 


Europe Largest Fo oreign Consumer of American Cutlery 


ye interested in r] rhere erican cutlery i 
be int ted knowing where exported American cutlery is 


ae a eenaie that the hardware merchants of this country will 
publish herewith extracts from a recent Department of 


sold we 
Commerce Bulletin on this subject. 

Europe was by far the leading con- ; 
sumer of American safety razors and | 
blades in 1925. The United Kingdom | 
(together with the Irish Free State) 
formed the major market and consumed 
6,283,588 dozens of safety razor blades 
and 242.567 dozens of safety razors out 
of a total of 11,545,057 dozens of the 
blades and 33,156 dozens of the razors 
shipped to all of Europe. 


shears, 


Mexico was 


market 


and $636,694 worth of miscel- | 
laneous cutlery and parts. 


in this region, 
dozens of safety razors, 197,506 dozens | 
of safety razor blades, 4,060 dozens of 
scissors and shears, 34,180 dozen pieces 
of table and kitchen cutlery, and $281,- 
617 worth of miscellaneous cutlery and 


though it was far outstripped in this 
line by Europe 

Japan, British India, China, and Aus- 
tralia are the leading consumers of 
American cutlery in the Far East. 
Japan was the premier market for safe- 
ty razor blades in 1925, taking 90,216 
dozens of blades or 23 per cent of the 
entire shipments to the Far East in 
| that year. In the case of safety razors, 
Australia was most prominent, con- 
suming 7,011 dozens or more than one- 
fourth of the total Far Eastern con- 
signments. 

Furthermore, Australia was preemi- 
nent as a market for scissors and 
shears; over 60 per cent of all the ex- 
ports of these commodities to the Far 





most prominent 
taking 16,038 | 








The best general market for Ameri- 
can scissors and miscellat.eous types of 
cutlery was the region embracing Cen- 
tral America, Mexico, and the West 
Indies, although Canada was a close 
contender in these lines. Canada took 
15,541 dozens of scissors and shears, 
and $452,185 
cutlery and parts, whereas Mexico, Cen- 


parts. 

South America provided an excellent 
market for table and kitchen cutlery, 
absorbing 40 per cent by quantity of the 
1925 exports of this class of goods from 
the United States. The consumption of 


| miscellaneous cutlery and parts by this 


worth of miscellaneous | 
our total foreign 


tral America. and the West Indies con- | 
sumed 17,283 dozens of scissors and | 


region was equivalent to 23 per cent of | 
shipments. South 
America was the second largest pur- 
chaser of safety razors and blades, al- 








Reading matter continued on page 76 


East and Australasia which totaled 13,- 
530 dozens, were made to the island con- 
tinent. Shipments of miscellaneous cut- 
lery to Australia, worth $69,610, were 
more valuable than exports to any other 
market in this region. The Philippine 
Islands consumed the greatest quantity 
of table and kitchen cutlery, nearly one- 
half of the entire exports to the Far 
East and Australasia. 
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SHARP | Yever Stain STAINLESS 


The Better Stainless Steel Cutlery 
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No. 3502 Sanitary Aluminum Handle Carver Pair 
| SANITARY THE ONTARIO KNIFE CO., Franklinville, N. Y. 























Send for Your New 


CH RADE CAF ETY Counter Display to jg = 
Push Button Knife Help You Sell More  BXUMBME aio 5) 
Radium Blades ee Naa 
No Breaking of — ~_— Nalapl ed in thie . , 
Singer nails rate ee 


features of ~~ Blades are 
printed in black and 
red on this carton, and 
every customer at the 
counter will see it. 
Takes up little space. 
Kasy to stock and take 
out package of biades. 
Send for youre at once. 


OTTO ROTH, Ince. 


The Radium Cutlers 
11-15 Kast Runyon St., Newark, N. J. 











—- : SLOYD 
KITCHEN E he | RUBBE? 
PRUNING PATTER! 
vAnet . Send for Catalogue MAKERS" 


NGERS en Hangers’ Knife 


Sure to sell on sight. 
Absolutely safe in pocket »ndin use 
or convenience you cant beat it 










Robert Murphy's Sons Coe. 
yer, Mass. 





Easily operated with one hand. 
ty safety slide locks the button. 
ou can't afford .o be without it. 


Schrade Cutlery _ 


Manufacturers of Superior Pocket Knives 
Pactories: Walden, N. ¥.. Middletown, N. Y. 
e Main Office: Walden; N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 











Get an ‘‘Edge’’ on Sales! 


Dealers are deing it with the Dasey 
“Sharpit.”” It puts « keen edge on any- 
thing——knives, scissors, sickles, towls, A 
quick and ready aseller——and « profit 


DAZEY CHURN @ 
MFG. CO. 
- 4301 Warne Ave. 
St. Louls, Mo. 























———_— = 


“HAIR SPLITTER” 


THE NEW KNIFE WITH DETACHABLE BLADES FOR PALL NEEDS 
50c. —Four inch (with any one blade). Five inch—65e. 
Extra blades—5c. each or $1.70 per dozen 


BIG DEALER PROPOSITION JO BERGE CO., Woolworth Bldg., New York 


























ing portion of his income is cut from his 
. 
Cultivate Cutlery knife sales. 
Whet your knowledge on the Harp- 
The keen dealer realizes clean-cui WARE AGE grindstone. Profit by the cut- 


profits from his cutlery stock. A _ pleas- lery articles. 














noticed this? 


More people today are thinking 
about refrigerators than ever be- 
fore. 

All around you are families 
who will soon be buying their first 
one. 

The complete, well graded 
Challenge line will enable you to 
get this business. 

The Challenge is a good sensible 
refrigerator free from fads that in- 
crease the cost. 

It is the result of 43 years of 
specialized manufacture. 


Send for Catalog 


Write your jobber or us. 
See cuts and sizes in 
Hardware Buyers Cata- 
log and Directory. 


Challenge Refrigerator Co. 


Grand Haven Mich. 


Established 1883 
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People Are Alike 


T is one thing to say loosely that people are alike, 
| that what is true of 1000 will be true of 1,000,000, 
that the law of averages is dependable always—it is 
one thing to say such things and quite another to prove 
them. 

There is a man employed by the Government at Wash- 
ington who not only says people are alike but works 
out figures from that alikeness which border on black 
magic. His name is Joseph T. McCoy. His title is 
actuary for the Treasury Department. He is paid 
$7,500 a year. He has worked there about thirty 
years. 

By noticing just how closely men were smoking their 
cigarettes—how much of a stub they threw away—he 
was able to tell the taxing authcrities how high to go, 
and where to stop in raising the tax on cigarettes. At 
a certain tax he estimated what the resultant revenue 
to Uncle Sam would be. His forecast turned out correct. 
McCoy can formulate a quite precise notion of whether 
the country as a whole is prospering or is hard up by 
observing the economy with which ordinary men in the 
city of Washington smoke. 

The Government meditated taxing motor trucks. It 
was a new idea. The experts asked him how much rev- 
enue would be produced. He sat in his office looking 
out of the window for a few days, counting the passing 
trucks. Then he made an estimate for the whole United 
States and predicted a certain amount as the net rev- 
enue from such a tax. It came out right within a hair’s 
breadth. 

He invented the excess profits tax, though a foreign 
country got the credit. But when it was at last put in 
force here, he was asked what sum it would produce 
during the first year. That was quite a bit of guessing 
to ask of one man! In a day or two he said $2,500,- 
000,000—two and a half billion dollars. The year rolled 
around and the actual figure was $2,504,000,000. That 
is, he was right within a sixth of one per cent. 

In 1901 he estimated what the country’s population 
would be in 1910. In 1910 the Census Bureau found 
him correct to a fraction of one per cent. He says that 
the population for 1930 will be 120,500,000. Keep this 
copy four years and see if he was right! 

McCoy ought to write a book on how much alike 
people are, and why, and how he projects figures years 
ahead.—The Eaglet. 





There is no Easy-chair route to Success. 
* * *% 
Be the Toastmaster of your business. Introduce it 
to the public. Later it may be able to speak for it- 


self. 
=“ x = 


The main trouble with worry is that it leaves so 
little time for constructive thinking. 
* * * 
Study your su¢cesses to insure repetition. Study 
your faults to avoid repetition. 
* * * 
A man can urge himself into a propostion that no 
other man would entertain. 
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Summer Depression Is 


Mental Only! 


OW is the time when you will hear a few pes- 
simistic people commencing to talk about the 


“Summer Slump.” 

It’s true all right that thousands of people go 
away for two or three weeks during the summer, but 
the number that go away is small compared to those 
that are at home eating, drinking, sleeping and BUY- 
ING MERCHANDISE AS USUAL. 

Statistics show that as a matter of fact less than 
10 per cent of the people are away on vacations at any 
one time! This leaves an actual 90 per cent left for 
you to work on all the year round. 

The advantages which summer brings you far out- 
weigh the disadvantages. Summer is the time when 
people want to get out to the beaches and to the 
parks as much as possible. Old-fashioned house- 
cleaning with broom and carpet sweeper keeps them 
in for hours: The vacuum cleaner eliminates this 
drudgery and gives them more spare time. Here is an 
opportunity for sales which other seasons do not give 


you. 

Let’s bury the summer slump. It’s out of date. 
Capitalize on special sales-making opportunities which 
the season affords you and upon the other fellow’s 
laziness and do more business this summer than you 
did in a similar period at any other time of the year. 





49 Order Takers—1 Salesman 


F salesmanship consists merely in giving the cus- 
| tomer what he asks for without attempting to sell 

him other things for which he may have just as 
much need and be equally willing to buy, then a nickel- 
in-the-slot machine is a good salesman. 

An experiment conducted recently by the sales man- 
ager of the Fleischmann Yeast Company is interesting 
in this connection. He gave 50 women five dollars 
each and told them to go to 50 different grocery stores 
and purchase one article—a loaf of bread, a package 
of breakfast food, sugar, coffee, or canned goods. If 
the clerk, having given them the articles asked for, 
failed to call some other article to their attention they 
were instructed to leave the store with their one pur- 
chase; but if the clerk suggested something else they 
were told to buy that also and to continue to buy as 
long as other goods were brought to their attention and 
the five dillars lasted. 

Forty-nine of these women returned with only one 
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Sell a Complete 
Home Bottling Outfit 


OU must have.experienced the in- 
Y creasing demand for supplies used 

in the home bottling of Hires Root 
Beer, Ginger Ale Extracts, Fruit Juices 
and other beverages. 

Why not, instead of simply filling odd 
orders for the various articles used, make 
a special drive for this highly profitable 
business by assembling a complete outfit 
of specially selected items? 

A complete outfit sale of this kind 
means not only a larger initial profit, but 
it materially affects your future business, 
for much depends upon a customer’s 
first attempt at bottling. 

If he fails, he may never try again— 
and a good prospect is lost. If he suc- 
ceeds, you will have obtained a customer 
who will stay with you, buying regularly, 
and adding just that much more to your 
profits. : 

In such an outfit be sure to include 
high-class items like the Everedy Bottle 
Capper and Everedy Strainer Set which 
are nationally advertised, well and favor- 
ably known and essential to a successful 
bottling job. 

Here’s a suggestion: Fix up a window. 
Put into it a single complete bottling out- 
fit—the Everedy Bottle Capper, Everedy 
Strainer Set, including Filter Bag and 
Stand, siphon, funnel, saccharimeter, crock, 
kettle, bottles, caps and other supplies. 

Dealers who have tried it report won- 
derful success. 





purchase each and the other came back with several 
purchases but with more than three dollars of the 
original five still in her purse. 

The next time a customer comes into your store try | 
to sell him something besides the thing he asks for. | 
Selling two articles to each customer instead of one is | 
the easiest way of doubling the business—Beardslee 


Talks, 


Everedy 
Strainer Set 
including Filter 
Bag and Stand. 
Retails at $1.25. 





Everedy 


Bottle Cappers 
Retail at $1.25, 
$1.50 and $1.75 





| THE EVEREDY COMPANY 
| FREDERICK, MD. 
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No. 1044 
¥2 Light Duty 
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Patented December 8, 1925. 


Others pending. 


Electric Drill Profits 


... with fewer Electric Drill problems 


HE use of electric drills is in- 
creasing from week to week. 
The great need has been for a The Line Complete 
drill that would withstand the in- 
evitable abuse, without constant 


iO Volt 220 Volt 


servicing. rype Type Weight Capacity 
Extended tests, - involving the 1042 2042 6 14” Heavy Duty 
roughest kind of abuse and over- 
-Pratt 
loading, prove the Goodell-Pra 1043 2043 r 36° Heavy Duty 


Electric Drill a glutton for punish- ' 
ment. The motors have an unusual 

amount of power and are difhcult 1044 2044 12 14,” Light Duty 
to overheat. They are geared to 

develop their maximum power at 


ideal drilling speeds. 1045 2045 18 1” Standard 
This Drill, in a complete range of sizes, 

measures up, in every respect, to established i. 

Goodell-Pratt standards of precision and 1046 2046 21 ly Heavy Duty 


excellence—and opens up the way to new 
profits for the progressive hardware dealers 
1048 2048 22 544” Heavy Duty 


Write us today, for complete details. 


GOODELL-PRATT COMPANY— GREENFIELD, MASS., U.S. A. 


Aotlomithe. 





1500 GOOD 











SPECIFICATIONS 
of No. 1044 Drill 


Mdluminum Case, finished inside 
and out. Amply ventilated for 
cooling. Level set in top. 


Switch in Handle, easily con- 
trolled by thumb without shift- 
ing either hand. 


Wide-faced steel gears, with heat- 
treated, generated teeth. These 
gears run in bronze bearings 
and graphited grease. 


Patented self-oiling motor bear- 
ings, requiring lubrication only 
at long intervals. Sealed against 
oil leakage. 


G ear-operated self-tightening 
chuck, that centers drills ac- 
curately up to 2” capacity. 


1S feot, rubber-covered cable, 
locked to frame so it cannot 
possibly pull out. 


Universal Motor, for A.C., or 
D.C. 110 or 220 volt. 











| 
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Here is a novel tool window display, designed by George D. Bates and used by the Bell & Bates Hardware Co., Quincy, 
F'la., in connection with its tool merchandising methods 


The Tool Department 


Hack Saw Blades . 


By Don. Thatcher 


HE refill business is a great business. Cameras, 
rifles, shot guns, flash lights, safety razors and 
hack saws constantly working, using up films, 
shells, batteries and blades. Of all these great con- 
sumers of the vital parts, none with the possible ex- 
ception of the safety razor is growing faster or doing 
more to create the automatic resales than hack saws. 

The constantly increasing use of light weight metal 
for all purposes, for many of which wood was former- 
ly exclusively used assures an increase of the use of 
hack saws and a steadily increasing consumption of 
hack saw blades. 

No wonder many of the leading and best of Ameri- 
can tool manufacturers are doing their utmost to 
maintain a pre-eminent position as hack saw and 
blade makers—the flow of refill or repeat purchases 
of blades already amounts to enormous figures and is 
steadily increasing. 

This business is proportionately important to retail 
hardware merchants who naturally desire to handle 
hack saw blades of quality, that will render good ser- 


vice and create satisfied customers. Notwithstand- 
ing that manufacturers carefully develop and guard 
the quality of their products, their very existance is 
dependent upon it, in many ways the retail merchant 
has a greater local responsibility for the quality of 
the tools he handles. He certainly pays in loss of 
trade and prestige a penalty for handling tools of 
either poor quality or those sold for improper usage. 

This situation but further and stronger emphasizes 
the necessity of placing in the hands and minds of 
retail merchants and their salespeople the facts and 
information about tools that will enable them to have 
the necessary knowledge to authoritatively say what 
tools shall be bought for specific purposes, as well as 
being able to tell tool users how to use and care for 
tools. A sufficient amount of this kind of information 
is the “cure all” for correcting the intentional and un- 
intentional abuses of the guarantee; furthermore, it 
is necessary for the equitable maintenance of the 
local standing and prestige of names and brands that 
have rightfully earned national and international re- 
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nown because of their excellent qualities. Many a re- 
tail merchant has unintentionally injured the local 
prestige of some brand of tools through lack of knowl- 
edge. Perhaps some merchants will say—how can 
you expects us to know about all these tools? 

The reply of the side line observer who is inter- 
ested in the question involved only because of the 
mutuality of interest of manufacturer and his sales 
contact with the public—the retail merchant—might 
remark to the merchant tools are such an influential 
part of the selling part of your business—that you 
can well afford to seek knowledge about them. To 
the manufacturer he might say—the local damage or 
loss of prestige to your brand, while possibly not per- 
ceptible is one of the little things that multiply, en- 
courages competition and the loss of business right- 
fully yours, that would never have been lost if you 
had used the right way to tell the retail merchant 
about your goods, their uses and care. 

These questions are pertinent to hack saw blades 
because blades are some of the tools put to severe 
usage, often by inexperienced users. So in view of 
the growing importance of the hack saw blade busi- 
ness a few suggestions about the A B C of the uses 
and purposes of hack saw blades may not be amiss. 

Two Kinds 

There are two kinds of hack saw blades. All hard 
and soft back—naturally there are differences of opin- 
ion about their respective merits, however, the follow- 
ing will not seriously conflict with many opinions. 

Blades in use should be retightened frequently to 
prevent wobbling and crooked cutting. Soft back 
blades are flexible and give easier than all hard blades 
so need retightening oftener. 

Avoid sliding blades over the work as sliding dulls 
the cutting edges of the teeth. Lift blade on the re- 
turn stroke. Thirty to forty strokes a minute is fast 
enough—rapid cutting and too much pressure on hand 
hack saw blades will draw the temper from the blade, 
making it worthless. 

Soft back blades are good to use on soft materials, 
such as sheets, tubing, etc. For work at unusual 
angles many people prefer them on account of the 
flexibility of the blade. They are used largely by 
electricians, plumbers and steam fitters. 


Safe Guide 


The following is a safe guide to cover the use of 
both all hard and soft back blades: 

All hard hack saw blades 14 teeth—use on brass, 
copper, soft steel, cast iron and aluminum. 

All hard hack saw blades 18 teeth—use on iron 
pipe, too] steel, angle iron. 

All hard hack saw blades 24 teeth—use on drilling 
rods, medium tubing and sheet metal. 

All hard hack saw blades 32 teeth—use on thin 
tubing, electric casings, thin sheet metal. 

Soft back hack saw blades 14 teeth—use on brass, 
copper, soft steel, cast iron, aluminum. 

Soft back hack saw blades 18 teeth—use on iron 
pipe, tool steel, angle iron. 

Soft back hack saw blades 24 teeth—use on drill- 
ing rods, medium tubing, sheet metals. 
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Soft back hack saw blades 32 teeth—use on thin 
tubing, electric casings, thin sheet metal. 

Power machine hack saw blades 21 gage *% in. 

For use in light power machines 14 teeth—use on 
annealed tool and soft steel. 

Power blades 18 gage %4 in. for use in medium 
power machines 10 teeth—use on iron pipe, cast iron, 
heavy angle iron. 

14 teeth—use on tool steel and hard metals. 

Power blades 18 gage 1 in. for use in heavy power 
machines 10 teeth—use on soft steel, annealed tools, 


steel brass, copper. 
14 teeth—use on steel tubing, tool steel, light angle 


iron. 
Power machine hack saw blades 16 gage—for use 
in extra heavy power machines. 
4 teeth—use on soft steel, large work. 
8 teeth—use on steel rails, machinery steel. 
10 teeth—use on tool steel, angle iron, small works. 
The foregoing and table of uses supplies enough 
infermation to enable one to sell blades suited to the 
work intended—next to quality that is the main thing 


required. 





Consider the Fly Screen 


Whenever a fly gets past the screen door and plagues 
you by his investigation of the hills and hollows of your 
physiognomy, be thankful you are not living in the days 
of forty or fifty years ago when there were no screens. 
Then when we set ourselves down to eat some one of 
the family was delegated to keep the flies on the move 
in order to give the diners a chance at the food. Leafy 
branches from trees were often used for shoo-flys, while 
the more fastidious made fly-chasers from newspapers 
cut into narrow strips, and fastened to a stick in the 
form of a witch’s broom. The first screens were of 


mosquito bar. Later came the wire screens of today. 
—The Kablegram. 





Yoy can found a store on guess work, but it will soon 


founder. 
¥ % *& 


The merchant who reads makes something more than 
paper profits. 


* ¥ * 


Two-thirds of gentleman is gentle. The rest is mere 


man. 
+ + 


A contract is like a blank check. No good until it is 
signed, and then only as good as the man who signs it. 


¥* * * 
Good will is an insurance policy on future businesss. 
*% *% *% 


Shelf warmers don’t heat a store to any perceptible 
degree, but they certainly make it hot for the pro- 


prietor. 
* * > 


There are no profits in empty shelves. 


% * * 
An inventory is a diagnosis of business health. 
— * * 


Chain stores do not tolerate weak links. 


Reading matter continued on page 82 
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Time is the most valuable asset 
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you have. How can you get the most for it? 


Much Time Can Be Wasted in Buying 


How much time do you spend in buying? How 
much is devoted to even the single item of small 
tools? Counting overhead, salary, and a fair profit, 
your time is probably worth from $2.00 to $10.00 
an hour. Can you buy effectively and yet save 
We believe 


you can—by greater concentration of small tool 


some of this precious time of yours? 


purchases. 


Many Good Lines 


There are many reliable manufacturers, many 
capable and worthy salesmen. Concentrated buy- 
ing need not confine your choice. Naturally we 
think we can show some advantages in selecting us. 
Yet whether you do or not, you will be money 
ahead if you confine buying to as few sources as 
possible, consistent with value, quality, reliability 


and satisfactory service. 


Concentrated Buying Makes Selling Easier 


Your salesmen—you yourself—sell most effec- 


tively the lines you know best and those in which 


Sa 


Gtalog Buye'S 


you have confidence. Likewise you sell more 
eagerly when you know the transaction will net a 


profit and build good-will. 


@TD small tools and pipe tools have a deserved 
reputation. Your customers know them and will 
accept them. You do not have to waste valuable 
time in explaining who makes @TD tools. Buy- 


ers know they are good. 


“Come to Headquarters” 


When we say, “Come to Headquarters,” we 
mean that we invite you to take advantage of sav- 
ing time and money by concentrating threading 
tool purchases. With one order, one freight bill, 
one carting charge, one checking and one remit- 
tance, you can cover’ taps, dies, drills, reamers, 
screw plates, gages and a full line of pipe tools. 
You deal with one salesman and you make one 


manufacturer responsible. 


Incidentally, to that manufacturer you become a 
big buyer. Have you catalog No. 49 which shows 


our full line? If not, please mail the coupon. 








, aw Tap & Die Corp. 
* Greenfield, Mass. 








in (atalo 














( GREENFIELD —f TAP AND DIE 
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New York—15 Warren Street 
Detroit—224-226 W. Congress St. 
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New Type Animal Trap | 


W. A. Gibbs and Son, manufacturer | 
of mouse and game traps, 2616 West | 
Fourth Street, Chester, Pa., is now 
offering to the trade a new type of trap 
for taking animals alive, as illustrated 
herewith. | 

This new trap is a common two-. 
jawed steel trap of the coiled spring | 


| 
; 
i 
i 


used in testing over a period of three 
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ing parts and no bulbs, and therefore 
is absolutely noiseless. It is claimed 
that this unit will outlast several bat- 
teries. The models which have been 


years are still in perfect working con- 
dition. 

The new “A” power unit is produced 
in four models: 6 volt, 60 cycle; 6 volt, 
50 cycle; 6 volt, 25 cycle; 4 volt, 60 
cycle. 

For shipment the battery is dry 
charged, and the complete Autopower 





type which sets and is sprung by an 
animal the same as any ordinary steel 
trap. However, one end of the spring 
of the new trap is so arranged that its 
effect on the trap can be released at a 
desired point, automatically liberating 
the trapped animal. 

A series of bows are suitably con- 
nected so that they form a cage when 
rotated to extended position by spring 





action, and which collapse inside each 
other when the trap is set, making the 
trap low and flat and easy to hide . 

These traps will be put out this Fall 
in a size suitable for catching animals 
up to the size of mink, muskrat, marten, 
etc., and while they can be made of a 
size to catch any desired animal, only 
the one size will appear this year. 


New “A”? Power Unit 


A special feature of the new “A” 
power unit for radios which has just 
been placed on the market bv the West- 
inghouse Union Battery Co., Swiss- 
vale, Pa., and designated to the trade 
as the “A” Autopower is that the rate 
of charging can be varied from 1/10 








to % ampere, with two intermediate 


steps, by simply changing the position 
of a connecting link between the four 
contacts. 

This new device is a combination of 
battery and trickle charger. 

The charging unit is made on an 
entirely new principle. It has no mov- 


unit is packed in an individual carton. 


New Fruit Jar Wrench 


fruit jars easily, the Fruit Belt Wrench 
Co., Holland, Mich., has recently placed 


special feature of which is that it can- 


LO Oa 





not injure jars or covers. It is simple 
and handy to operate. 

Two Fruit Belt Wrenches may be 
used, one to hold the jar and the other 
the cover. In this case the one applied 
to the neck of the jar is put on first 
in a direction opposite the one on the 


cover. 





Bit Manufacturer Publishes 
Helpful Booklet 


Announcement has been made by the 
Irwin Auger Bit Company, Wilming- 
ton, Ohio, of the publication of an illus- 
trated 48 page booklet, entitled How to 
Select, Use and Care for Bits. 

Examination of the subject matter 
and the interesting, non-technical man- 
ner in which it is presented, indicates 
that this new booklet will be received 
with favor not only by those engaged 
in the sale of auger bits, but also by 
manual training instructors, carpenters 
and home mechanics interested in intel- 
ligent tool selection and use. 

Beginning with a simple definition 
of an auger bit, “a tool that carries it- 
self into the wood quickly, and without 
pressure on the brace, cuts a clean hole 
and finishes it neatly on the far side,” 
the text continues with a description of 
the parts of a bit, their functions, the 
proper care of bits, and the various 
types of cutting heads, with individual 
applications. 

The section on cutting heads should 
be of inestimable value to those inter- 
ested in auger bits as production tools, 
where the volume of work is large and 
its nature or the special character of 
the woods involved indicates the need 
of special study and knowledge with a 
view toward maximum efficiency. 

The latter half of the booklet is de- 
voted to an illustrated catalog section 
on Irwin Auger bits, with sizes, prices, 





recommended uses, etc. 


Reading matter continued on page 84 


Designed especially to open and close 


on the market a Fruit Jar Wrench, a 
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Dealers’ Timer Demonstrator 


The Milwaukee Motor Products, Inc., 
Milwaukee, Wis., is now furnishing to 
dealers a merchandising and sales help 
in the form of a timer demonstrator, 
as illustrated herewith. 

The new steel display and demon- 
strator has been attractively designed 
and is handsomely finished in colors. 
It occupies a trifle more than one square 





















foot of space and weighs only three 
and one-half pounds. [Illustrations of 
the Milwaukee Roller Timer and the 
Milwaukee Timing System are shown 
in actual colors. A Milwaukee oil- 
less timer from the dealer’s stock can 
be fastened to the stand. A handle is 
furnished to make possible the demon- 
stration of the working principle of the 
timer by the customer. Outstanding 
sales points of the entire line‘ are 
shown with the illustrations. 

The new Milwaukee line assures 
care-free ignition and absolute accu- 
racy of firing, according to statements 
made in current advertising. The line 
is complete and includes a range of 
types and prices. Among the features 
claimed for the Milwaukee Timing Sys- 
tem, the fact that it will assure abso- 
lute accuracy of firing seems to stand 
out above others. The system makes 
use of either the magneto or battery, 
and for its principle of operation uses 
the positive make, wipe and break of 
tungsten points. 


Walden-Worcester Has New 
Automobile Wrench 


Walden-Worcester, Inc., 475 Shrews- 
bury St., Worcester, Mass., is now mar- 
keting its L3 Wrench, a cylinder head 
lifting tool, designed to screw into the 
srark plug openings of automobile en- 
gines and remove the cylinder heads. 


Y, 





To use, take out spark plugs and 
screw the lifting tool into the spark 
plug opening. The ratchet action en- 
ables one to do this easily, and also, in 
tightening, to avoid obstructions in the 
way of the handle by changing from 
one slot to another. 

It is a tool which enables the user 
to lift the cylinder head from the block 
without damage to gaskets or surround- 
ing parts. 
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Editor’s Note: 
We submit the following table of values of manufactured hardware and a 


piled by Oliver Brothers, Inc., New York and Pittsburgh, for their clients and re 
cause of the valuable data given and which we know will be welcomed by our 


This table of values applying to manufactured hardware will, we are sure, 
able supplement to the table of values of iron, steel wire and metal materials pu 
of Oct. 29, 1925, and which latter table can be obtained from Oliver Brothers, 
Street, New York, N. Y.—Editor Hardware Age. 


Comments: The prices shown in this table of manufactured hardware 


represent the ‘price fluctuations over the period indicated, and we believe will 
hardware merchants. Some manufacturers of special brands may have obtain 


from those indicated. 




































































































































































Item 
No. MATERIAL | Unit 
EE EEE TELE EO EE Ee ee ee Eee 100 Lb. 
2 EEE Ee ee a eee 100 Lb. 
3 i a wc EAE OE OO RLS S OU SSR OR SEEN eS Owes 100 Lb. 
4 Heavy hammers and sledges, 5 Ib. and over... ............ cc cece cece eee eens 100 Lb. 
5 ree nee ee er ee ee Doz. 
6 ES EE OE TCT ET LTT RE Tn Ey oe ene 100 in, 
7 TE, DRGs osc ve ceneeciosecccnbivecseseeseces 100 Lb. 
8 i i i. ene eeebbeew sees bbseeseeeeews 100 Pcs. 
EE LEE TE ee 1000 Pcs. 
10 i, nce he eeeeee benseteeeceseeseseeeese 100 Lb. 
11 ee ee eB EE, CIP Es vc oe cc cc nce eee ee ccesecéeeveceues 100 Lb. 
12 a a ail abba bees eee eeeewe ekee Per Cent Of 
13 eC ccc n ccc eereees tect teeseeseeersesenees Doz. 
14 + |Screw, hook and strap hinges, 22 in. to 36 in... 2... eee eee ee eee 100 Lb. : 
15 es Ns ES OG, onc cc sccccecescccevceseveseesseses Doz Pr. 
16 ey Ce OR CT, oc ccc cveveseseecscrecesveseseseeeeeuses Gross Pr. 
ee Is FO vo oc oc ce rcccccecccsrcccreveeseosceoeesees Doz. 
18 |Monkey wrenches, knife handle, 10 in................. cece cece cece ee eees Doz. 
19 Ne ee Pe Doz. a 
20 |Carbon twist drills, 44 in., round straight shank, Jobbers Lengths............ Doz. 
21 Chisels, plain handle and edge, 1 in, socket firmer... ................0 ee eeeee Doz : 
22 Soldering coppers, 4 Ib. base (July, 1921, and later, 3 lb. base)............... Lb. 
23 EE TTT Tere Tere TT TT TTT eT ree Doz st 
24 EET CTE T TCT CTT TTC ET TET TT CTT TOUTE CECT TTT ETO Doz 
25 Wire rope, cruc. cast steel, 6 strand, 19 wire, 54 in. diameter................. 100 Ft. : 
26 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven............. Roll of 600 Sq. 
27 Wire screen cloth, 12 mesh, black, less than carload quantities ............... 100 Sq. Ft. 
28 Galvanized water pails, 10 qt., light pattern, less than carload quantities....... Gross ; 
SD  Mimemmeeied cust inom Gemee, Tak Comm, BB BSD... nc ccccccccccccccccccccscccvces Each - 
30 ~=|Finished brass compression bibbs, standard pattern, for iron pipe, % in........ Doz. 
31 Axes, unhandled, first quality standard grade, single bit, base................ Doz. 7 
32 Plain tin wash basins, 1234 in., stamped................ ccc ccc ce cece csccees Gross - 
33 i er ccc peewee eedeerss e00seeveeveenes< Each 
34 Lawn mowers, 14 in., ball-bearing, medium grade...... thik eieneeeeerane Each 
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TABLE of VALUES of MANUFACTURE 


OLIVER BROTHERS, INC., New York, N. Y.,and Pitt 


March 1912 to May 1926 


Compiled by 



















































































































































































Mar. Dec. Mar. Dec. July Nov. Jan. Sept. Aug. Mar. Sept. Dec. Mar. 
Init 1912 1913 1915 1916 1917 1918 1920 1920 1921 1922 1922 1923 1924 
0 Lb. 1.35 1.50 1.35 3.40 5.00 3.90 3.60 5.00 3.00 2.10 2.80 3.15 3.10 
0 Lb. 1.90 2.15 1.70 4.75 7.00 4.90 5.50 7.50 4.15 3.00 4.05 i 4.00 3.90 
0 Lb. 1.80 1.90 1.65 4.00 6.50 7.50 6.25 7.25 5.25 4.50 4.75 5.75 5.25 
) Lb. 4.26 4.74 3.54 7.50 10.80 10.80 9.23 10.80 7.88 6.41 7.29 8.75 8.10 
os. 2.43 2.43 1.87 4.86 7.29 9.00 7.69 8.55 6.08 4.86 5.40 6.20 6.00 
) Pcs. 1.35 1.51 1.32 4.26 4.97 3.83 4.05 5.33 2.13 1.68 2.81 ‘i 2.43 2.70 
) Lb. 2.30 2.60 2.20 6.30 6.50 6.50 6.50 8.50 3.77 3.25 5.10 5.20 4.85 
) Pes. 28.59 27.80 26.34 45.58 57.20 57.20 61.60 70.40 50.16 39.60 48.40 39.80 41.80 
0 Pcs. 0.42 0.44 0.41 0.78 0.96 1.02 0.78 1.16 0.70 0.52 0.65 1.05 0.86 
D Lb. 2.31 2.56 2.40 7.92 8.21 7.20 7.20 8.80 4.79 3.70 5.44 5.10 5.10 
) Lb. 4.22 5.20 4.96 11.60 16.25 15.10 17.15 18.15 13.00 11.75 12.75 12.40 12.40 
t Off List 0.9297 0.926 0.9198 0.82 0.784 0.784 0.82 0.784 0.8502 0.8847 0.8577 0.8335 0.838 
doz. 3.83 4.31 3.90 6.05 8.50 11.51 10.90 12.90 10.90 9.90 7.41 9.16 9.16 
) Lb. 2.30 2.20 2.00 4.00 5.00 5.25 4.75 5.50 4.75 4.25 4.25 5.00 5.00 
z Pr. 0.55 0.64 0.61 1.32 1.75 1.75 2.20 2.20 1.70 1.55 1.55 1.90 1.95 
ss Pr. 3.38 3.38 3.80 7.17 7.17 7.81 7.02 7.02 6.33 5.49 6.33 7.20 7.20 
oz. 4.87 4.87 4.75 7.70 9.00 10.00 10.00 11.81 ; 9.87 8.78 8.78 9.00 9.00 
oz. 4.33 4.32 4.32 7.77 10.49 11.66 11.88 13.20 10.69 7.13 7.12 9.62 9.62 
oz. 1.13 1.13 1.13 1.89 2.09 2.73 2.39 2.66 2.27 1.70 1.89 1.75 1.89 
en. 0.85 0.85 0.79 1.14 1.42 1.46 1.39 1.39 1.30 1.08 0.73 0.97 0.97 
oz. 1.97 1.97 3.71 4.01 4.70 5.35 $.35 5.49 5.49 5.49 5.35 5.35 
Lb. 0.1814 0.2014 0.19 0.41 0.42 0.48 0.29 0.291% 0.19 0.1814 0.191% 0.19 0.19 
oz. 4.75 6.00 5.00 6.00 9.00 12.50 13.00 17.00 12.50 10.00 10.00 11.50 11.50 
os. 24.00 24.00 25.00 27.50 27.50 36.00 34.80 48.00 48.00 48.00 48.00 48.00 48.00 
) Ft. 5.32 4.79 4.41 9.98 11.90 11.55 9.28 9.28 8.68 8.68 8.68 9.58 9.58 
00 Sq. Ft. 1.97 1.97 1.69 3.47 3.47 4.13 4.13 4.13 4.13 3.51 3.51 3.76 3.76 
a. Ft. 1.10 1.10 0.90 1.60 1.75 1.95 2.05 2.05 2.05 1.80 1.80 1.95 1.95 
roe 18.14 28.74 33.60 45.97 40.32 50.40 24.19 22.98 22.98 24.19 24.19 
ach 1.80 1.80 1.80 2.57 3.35 4.45 4.55 5.00 4.10 3.85 3.85 4.05 4.05 
oz. 3.58 3.67 3.59 6.30 7.18 8.60 9.58 10.77 6.80 5.67 6.30 6 80 6.80 
on. 4.50 5.75 3.50 8.50 11.50 13.50 14.50 16.00 12.00 12.00 11.00 10.75 12.00 
rose 6.03 10.44 10.44 10.44 17.16 17.16 14.60 13.90 13.90 13.90 13.90 
ach 6.00 7.00 7.50 8.00 9.00 9.00 7.50 7.50 7.50 7.691% 7.6914 
ach 2.90 3.60 3.60 5.00 5.50 7.50 6.40 6.40 6.40 7.00 7.00 
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We have reduced lists and discounts to unit prices or unit quantity prices as the case may 
be, and in doing this we have taken into consideration the fact that the list prices on some items 
have been changed from time to time and the net prices shown are based upon the lists and dis- 
counts in effect on the dates given. The figures opposite the subject Wood Screws represent the 
discounts reduced to a unit percentage. The prices shown represent what would be recognized as 
a reasonable wholesale price allowed by the manufacturer to the wholesale merchant (the jobber). 


The lowest average prices will be found in column under “March, 1915,” although lower prices 
on some commodities are to be found in other columns. 


The highest prices are to be found distributed between “July, 1917, and September, 1920.” 
Many of the highest prices were put into effect after the war had ended, during 1918, 1919 and 1920. 


We believe a study of the prices shown in this table of manufactured hardware, in conjunction 


with our TABLE OF MARKET VALUES of iron, steel, wire and metal materials, would be time well spent 
to those who are familiar with the materials entering into the manufacture of the finished product. 


OLIVER BROTHERS, Inc. 
New York-Pittsburgh. 


































































































































































































































































































ug. Dec. Jan. Apr. May Item 

925 1925 1926 1926 1926 MATERIAL No. 
.80 2.80 ; 2.80 2.80 2.80 EES ES ee ae eee ee en ee ee 1 
.00 4.00 4.00 4.25 4 25 CE er re eee 2 
75 5.75  --oe 5.75 5.75 ES IE AT OEE OE PE Tee eT eee ee Pee rT ee 3 
.75 8.75 8.75 8.75 8.75 - Heavy hammers and sledges, 5 Ib. and Over... .. 0... cc ccc cece cee cc cece: 4 
10 6.10 6.10 ew 6.10 6.10 GE Os oi ids ote ebdedeeeese Wen eene cep OPReb eee vewereees 5 
04 3.04 - 3.04 a 3.04 : 3.04 i a dd id ls sal wa ck Nee en AR Eee 6 
95 4.95 - 4.95 : 4.95 4.95 I Oe eR, OE Oki ons ine stsccdecees de eedenegenecienes 7 
25 49.50 49.50 i 49.50 49.50 ES re ee ee 8 
75 0.75 0.75 - 0.75 0.75 a MT Oe Nao is 6 60'o 000 Ko 000 6 ae ARKO MECC OS Kee Teese 9 
10 4.10 432 «| 4.32 BG meal Riaei clue, 14 5 294, fe Dtee..«.. o.oo cc ccc cccccencccscseccctsccees: 10 
75 14.55 12.64 12.64 11.70 | American cut tacks, No. 4, blued, in bulk. ..........00..00cceeeceeeseeeeees 11 
85S 0.87 0.87 0.882 0.882 [Wood screws, flat head, irom. ..........c cc cccc ccc cece cece scesercessccces 12 
47 8.47 8.47 8.47 8.47 es i Die, Bs By SE MIE ooo cic ccc rec ccest ees ceneccceeeveces 13 
35 4.35 4.35 4.35 4.35 Screw, hook and strap hinges, 22 in. to 36 im... . 1... eee ee ee eee 14 
70 1.44 1.44 1.44 1.44 ee es DO A, CURED BI, BIG BOG ooo oss ccc cc ccccccssvccceesswereses 15 
20 7.20 . 7.20 7.20 7.20 Weems treme Bertin, 2 Ge: MOTTOW. 2... nn cc sce ccc ccerrescccecececeees 16 
50 7.50 7.50 7.50 } 7.50 Stillson patterm wrenches, 10 im... . 2.2... ccc ccc c ccc ccc cc ces cccssccceees 17 
52 9.62 9.62 9.62 a 9.62 Monkey wrenches, knife handle, 10 in................... [Pete eben te easeeeey 18 
39 1.89 189 | 1.89 Si A id such haninveaw abana 19 
11 1.11 1.11 1.11 1.11 Carbon twist drills, 14 in., round straight shank, Jobbers Lengths............ 20 
34 5.34 5.34 5.34 5.34 Chisels, plain handle and edge, 1 in. socket firmer ................ 06 fee eeees 21 
1034 0.21 0.21 0.21144 0.2114 |Soldering coppers, 4 Ib. base (July, 1921, and later, 3 lb. base)............... 22 
0 11.50 11.50 11.50 11.50 Post-hole diggers, Eureka pattern............-. eee ee eee eee e eee eeneee 23 
0 48.00 48.00 48.00 48.00 Car movers, Bedeer..... ccc cece ccc cc ccccccccrccrecesccesccccccccccess 24 
8 9.58 9.58 9.58 9.58 Wire rope, cruc. cast steel, 6 strand, 19 wire, % in. diameter................. 25 
3 3.33 3.33 3.33 3.33 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven............. 26 
0 1.70 1.70 1.70 1.70 Wire screen cloth, 12 mesh, black, less than carload quantities..............-. 27 
3 26.88 26.88 26.88 26.88 Galvanized water pails, 10 qt., light pattern, less than carload quantities ...... 28 
5 4.05 4.05 4.05 4.05 Enameled cast iron sinks, flat rim, 18 x 30.......... 0. cece cece eee eee eens 29 
8 5.98 5.98 5.98 5.98 Finished brass compression bibbs, standard pattern, for iron pipe, ee 30 
0 9.50 9.50 9.50 9.50 Axes, unhandled, first quality standard grade, single bit, base................ 31 
1 13.21 13.21 13.21 13.21 a Plain tin wash basins, 1234 in., stamped........... 0... eee cece cree eee eneees 32 
914 7.691% 7.6914 7.691% 7.6914 |Circular spring balances, 30 Ib. x 0Z........- cece cece rere e eee cee eeneeeees 33 
0 6.40 6.40 6.40 6.40 Lawn mowers, 14 in., ball-bearing, medium grade ............--seeeeceeeees 34 
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Armstrong Advertising 
Helps the Dealer 


The Armstrong idea of helping the Dealer is to first 
make the best PIPE TOOLS possible—create a wide 
demand for them by advertising in publications that 
reach mechanics who use such tools, maintain quality 
at all times and refer customers to the nearest Dealer 
who handles GENUINE ARMSTRONG PIPE 
TOOLS. 


Each Armstrong advertisement tells mechanics to “Buy 
from you instead of us.” We cooperate with you— 
furnish “Dealer Aids” and work with you and 
for you to help you secure and hold trade on GENUINE 
ARMSTRONG PIPE TOOLS which have satisfied 


thousands of users for the past sixty years. 


We also protect the Jobber and ask you to buy from 
him instead of direct. 


If you want our catalog we'll be glad to send one. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 
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A Cheney 
will suit Any man! 


Every man who ever held a 
Cheney Hammer long enough to 
take a couple of good swings 
with it was sold on a Cheney for 
life. 


Men like to ease their fingers 
around a Cheney Hammer’s sec- 
ond-growth hickory handle. It 
settles itself comfortably in the 
fist. And the Cheney’s tool steel 
head, with its perfectly tem- 
pered ends, puts all the force of 
a blow to work at the spot where 
it’s needed. -Tool users are more 
than keen about the Cheney 
“hang’—it’s their idea of per- 
fect hammer balance. 

Most dealers find Cheney Ham- 


mers the easiest to sell. Fact is 
—they almost sell themselves. 








BENNIE N SEEN 
PRENEIS'S 


106-110 LAFAYETTE ST. NEW YORK City 
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Carries Attachments for 
° Grinding Mower Knives 


August 5, 1926 


Bring Outdoor Business to 
Your Store 


(Continued from page 33) 


cereenogsedeeetiriarice 





by your window display the money pours out of your 
prospects’ pockets. 

Here is a list of items, any of which you carry in 
stock you may profitably display in your summer va- 
vationists’ and motor-campers’ window: 














This new Cheney Grinder appeals especially 




























to farmers and their helpers who want a 
dependable grinder for their Mower Knives | 
and other cutting tools. 


It can be readily adjusted to any position by 
means of a ball and socket joint, which in- | 
sures the correct bevel for each tool. Like all | 


CHENEY wo ROYAL GRINDERS 


it is sturdily built and will give many years of 
unfailing service. Equipped with a Genuine 
Vitrified Wheel noted for fast, easy cutting. 
It grinds all kinds of tools including, Farm 


Tools, Household Tools, General Outdoor 
Tools and Shop Tools, 


It is a sure seller and pays a liberal profit. 
We will be pleased to mail Literature and 
Trade-prices. 


Note our address in our Trade-mark 














Camp Outfits 
Camp Stoves 
Camp Furniture 
Air Mattresses 
Sleeping Robes 
Campers’ (Rubber) 
Blankets 
Tents 
Camp Lanterns 
Flashlights 
Camp Axes 
Camp Shovels 
Scout Axes 
Lunch Kits 
Cooking Utensils 
Drinking Cups 
Vacuum Bottles 
Vacuum Food Jars 
Corkscrews 
Can Openers 
Sheath Knives 
Scout Knives 


Knapsacks 

Goggles 

Pocket Match Safes 
Cameras 

Watches 

Wrist Watches 
Alarm Clocks 
Hammocks 

Safety Razors 
Shaving Soap, Cream 
Lather Brushes 
Whistles 

Dog collars 

Dog Collar. Padlocks 
Dog Muzzles 

Dog Leads 

Fishing Tackle 
Outboard Motors 
Padlocks 

Air Cushion Seats 
Air Canoe Pillows 
Swimming Devices 


Canteens Air Rifles 

Water Bags Air Rifle Shot 

Water Buckets .22 Calibre Rifles 
Dippers .22 Calibre Cartridges 
Flasks Cleaning Rods 

Camp Packs 


Check up! See how many of the above items you 
have in stock. Then, display them in your window 
and in connection with them show some of the at- 
tractive window display material which manufac- 
turers of such items will be glad to furnish to you 
free of charge, transportation costs prepaid. You 
will experience no difficulty in securing a liberal sup- 
ply of such sales aids if you will simply invest a few 
two cent stamps and a couple of minutes in writing 
to the manufacturers requesting these helps. I can 
think of no better investment a retail merchant can 
make, one so sure to invest his windows with interest. 

A window display of this character will appeal to 
the eyes and coax the money out of the pockets of all 
whose blood is set to tingling by life in the open. 
It will remind the outdoor enthusiasts of the things 
they need for their kits they may have forgot and 
will lead them to purchase new and complete outfits 
for this season. It will build goodwill for your store 
and help keep home money at home. 

Establish your store as the outdoors goods head- 
quarters in your town—and there won’t be any open 
spaces in your cash register; it’ll be full of money and 
your time full of business. 
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Competition 


MONG fire department officials there has been | 

much laughter at the expense of the fire depart- | 
ment of the city of Tulsa, Okla. It seems that one of | 
the members of that fire department recently rushed | 
into his fire house screaming that one end of the city 
was aflame. The alarm was given, the apparatus 
turned out and rushed toward the threatening glow. 
But, when they arrived at the locality where the fire 
was expected to be, it was found that the glow had 
been caused by nothing more serious than a beautiful 
sunset. 

The one word which is almost certain to make the 
average retailer or retail clerk shudder is the word 
“Competition.” To them, competition is something 
akin to a threatening conflagration, something which 
is just about to swallow them up. The mere fact that 
our economists tell us that competition is the life of 
trade means nothing whatsoever to them. And yet, 
why is it, if they fear competition so much, that re- 
tailers continue to flock together? Why is it that in- 


stead of locating their competing stores as far as pos- | ™& | 
sible from each other the retailers of each line of busi- 4 Starrett Tools 


























ness tend to locate their establishments just as near | 
to each other as possible? Is it because they know 
about anyway and the competing stores which are 
nearest to each other are certain to attract the great- 
—~and to men 
retail merchandising would certainly not be the one in | 
which only one retailer in each line was located. Cer- | who use, buy 
get 100 per cent of the trade in his line. There would 
always be an increasing percentage of those persons 
meant a special trip to the next important shopping 
ate who know 
sure that a retailer and his clerks will continually tools—there’s 
keep up on their toes, ever growing and developing , 
This is so if for no other reason than because the 
public believes that competition benefits it. Stores of Ss t e fr y 
more trade than more stores will which are located in 
siolated places. Competition is the father of Quick- 
which insures not big profit-per-sale but big-profit-per- 
dollar invested. Competition is not a _ threatening 


the consumer will do a certain amount of shopping 
est number of such shoppers? The ideal locality for 
tainly under such conditions each retailer would not 
or sell— and 

who felt urged to look elsewhere, even though it 

Indeed, there is no one thing which can better in- 
as merchandisers, than the right sort of competition. t Fe) e w h o | e 
one type located near to each other will usually attract 
Turn-Over, and Quick-Turn-Over is the modern fairy 
blaze but a sunset promising a better tomorrow. 











There is a saying, “No man can serve himself well 
who serves others ill.” The chief application of this 
to the hardware salesman lies in the fact that to | 
serve customers poorly means ill success in selling. 
Lack of selling success means the ill serving of the 
boss. It ought to be plain enough that a salesman | 
who serves his customers and his boss badly is not | 
helping his own case very much. 
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every source and then studies these facts, will cer- 
tainly be clearer-headed in his decisions than some 
other man who simply rushes this way and that on 


blind impulse. 
_ * rad 


“Therefore, it seems to me that the first necessary 
thing to get the most profit out of life is to train one’s 
self to think. The next thing is to take the time and 
trouble to gather facts. The next thing is to arrange 
these facts in their logical order and then analyze 
them by the power of thinking. The next thing when 
a conclusion is reached by facts and thinking is to 
lay out a direction. Then is the time when, by perse- 
verance, by will power, by stick-to-it-iveness, by 
never-say-die, you should work in the direction you 
have laid out for yourself. This holding to your di- 
rection, to my mind, is the real proof and test of 
your character. Your position is exactly that of a 
good ship on the ocean with her chartered course 
clearly mapped out. The man at the wheel is told 
just how to steer by the compass. This mariner 
sticks to his direction and in the course of time, the 
good ship reaches her port. Now, suppose the steers- 
man should change his direction with every passing 
impulse. Suppose he should change because he saw 
a cloud in this direction and then he should change 
again because the wind blew in another direction. 
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Easiest to Sell 
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Making a Profit 


(Continued from page 37) 


Wood and 
Aluminum 


SAND’S LEVELS TELL THE TRUTH 


Sand’s Levels sell as soon as displayed, pav 
a good profit and give customers complete 
satisfaction. You can build good will and 
a substantial trade with these levels. 

To help Dealers make sales we will send 
you a set of handsome lithographed window 
display cards for display in your window or 
store. It ties up with our National Adver- 
tising and identifies your store as the place 
to buy SAND’S Levels which are known 
everywhere for their permanent, factory 
built-in accuracy. 
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You, of course, would say this was folly—that no 
ship could be successfully navigated in that manner. 
Nevertheless, all of us, when we review our own lives, 
can see that at certain periods, if not covering the 
entire period of our lives, we have actually had no 
set direction. We have not known just what we were 
trying to do. We have not mapped out our course 
and usually in these periods we have arrived no- 
where or on rocks and in shallow waters. 
* % * 

“Then, when we fail, instead of studying the causes 
of our failures with a clear mind, we try to think 
out some alibi. We unload the fault on others. We 
form the habit of deliberately fooling ourselves. We 
do fool ourselves. Because it flatters our vanity, we 
believe things that are not true, but we never fool 
other people. Every man is sized up in the long run 
for exactly what he is. 

*% % * 

“We live in a world of law. These laws are fixed. 
The Great Creator of the Universe would not be true 
to Himself or to the Universe He has created if His 
laws were not immutable. If these laws were changed 
by impulse or by whim, it would not be fair to the liv- 
ing world He has created. Therefore the greatest 
wisdom—in fact—the one wisdom, in this existence 
of ours, is to study these laws of nature, these laws 


LEVELS 





We Are the Sole Distributors 
of Stevens’ Line Levels 


Send for Catalog and Trade-prices. 


SAND’S LEVEL & TOOL COMPANY 
8629 Gratiot Ave. 


Largest Exclusive Manufacturers of Levels in the World 


Detroit, Mich. 
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of material things, these laws of spiritual things, and 
then, as closely as we can, live in harmony with them. 
If you will study your mistakes, you will find that 
they come almost invariably from violating some prin- 
ciple of life and the principles of life are simply the 
laws of life. 

* * * 

“Let me illustrate: Suppose you tell a lie. Lying 
is a violation of the law of truth. You are caught. 
You suffer the consequences of your misdeed. In the 
last analysis you have violated a law and you suffer 
the consequences. Therefore the man who devotes 
time to figuring out alibis for himself and for the 
benefit of others, violates the fixed principle of truth 
and he is just as sure to suffer for it in the end as 
the fact that the sun rises. 

* * * 


“Let me again illustrate: Suppose a man is in busi- 
ness. Suppose he happens to be in a position where 
he has the power to unfairly and unjustly make an 
excessive profit out of others. Taking this unfair ad- 
vantage is a violation of one of the higher laws of 
business. He may make a temporary profit, but how 
does his reputation suffer in the minds of those upon 
whom he has imposed? What will be their attitude 
when they deal with him again? What is the atti- 
tude of the public toward a man or a concern when 
they take such unfair advantage? It is only a ques- 
tion of time until the inevitable punishment comes 
in the loss of standing and good will to the individual 
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or to the business. Unfair dealing, in itself, destroys 
future business. No business and no character are 
on a firm foundation unless they are built upon the 
basis of the Golden Rule. Many of the profiteers in 
this country who made large fortunes during the war, 
profiteering upon the needs of the Government or of 
the people, met with swift and terrible retribution 
in the business reaction of 1921. This was simply 
the working out of the law of cause and effect. ‘The 
mills of the gods grind slowly, but they grind ex- 
ceeding small.’ 
*% * + 

“The late Mr. Morgan, when a witness in Washing- 
ton, stated that character is the basis of credit. He 
spoke to the effect that he would rather loan a poor 
man of good character $1,000,000 than loan the same 
amount to another man with plenty of assets who 
was a crook. What Mr. Morgan had to say is no 
doubt true, but it must not be forgotten that in Mr. 
Morgan’s office are experts who not only carefully 
check back the actual assets of those who borrow, but 
who just as carefully check the prospects of success 
of those of good character who desire to borrow on 
the strength of their possibilities of future success! 


* aa * 


“Once, as a young man, I was associated with a 
very great merchant. Time after time in my youth 
and ignorance I wondered at his patience, at his fore- 
bearance, at his generosity, at his helpfulness to cus- 
tomers and employees when it seemed to me this 
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Gla $5 Cutters 


Red Devil Cuts 
The Windows 
Of The World 





LANDON P. SMITH, INC. 
111 Coit Street, Irvington, N. J. 


Successor to Smith & Hemenway Co., Inc., 
(Glass Cutter Business) 
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ED DEVIL Glass Cutters sell freely because they 
are generally known to give dependable service. 
It pays to sell tools that customers know 


and want. 
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escape on technicalities as they do here in America. 
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helpfulness was unnecessary, undeserved and waste- 
ful. I even spoke to him about it and intimated that 
he was a very ‘easy mark.’ He only smiled and replied 
that he was doing fairly well, that the business was 
doing fairly well and that he believed in the policy 
of ‘Live and let live.’ I saw his business grow to be 
one of the greatest businesses of its kind in the world. 
The profits of this business became large because the 
house enjoyed the absolute confidence and good will, 
not only of all of its customers, but of all of its em- 
ployees. As a result of this good will, the sales grew 
to vast proportions. In years of contact I never 
heard a soul question the integrity of this business 
man. This is the law of business. It has always 
been the law of business. That is the reason why 
all of us unconsciously pay tribute to any business 
that carries on for a long period of years. The mere 
fact that this business prospers over many years is an 
indication that in the majority of ways i! is follow- 
ing the higher laws of business. 


- ” - 


“On the other hand, I am convinced that there was 
never a criminal who was not first dishonest with 
himself. He supplied alibis to himself. He first lied 
to himself. Then he lost his own self-respect because 
he lied to himself. He was in the state of mind in 
which he took the short cut, the easiest way. His 
training was bad and, following the natural law, in- 
stead of becoming strong and hard, both physically 
and spiritually, he become weak and flabby. Then, 
when the big temptation cuime, he did not have the 
stamina to resist and so became a ciminal, an out- 
cast. Now, whether this man spent his years in 
prison or whether he escaped confinement, neverthe- 
less, within himself, in his own soul, he was still a 
criminal and an outlaw and in all of his human rela- 
tions there followed surely sorrow and suffering, dis- 
appointment and degradation, that all started from 
the first violation of the law of truth in his first alibi. 


* ¥ * 


“Today this country is suffering from what we call 
‘The: Crime Wave.’ Our newspapers are full of ac- 
counts of crimes and the trials of criminals. What 
is the fundamental cause? It is in the fact that pun- 
ishment is not sure and swift. You do not put your 
finger in the flame because you know positively that 
if you do you will suffer the consequences. If you 
could play with fire and escape you would play with 
fire. Nature has her laws and when you break them 
you know there is no escape. Therefore, as far as 
we know, we try to follow the laws of nature. Man 
has established his laws but man’s punishment for 
the breaking of his laws is uncertain. Hence, man 
develops a large class of criminals—those who are 
willing to take a chance in breaking the law. 


- ¥ * 


“Why have we twenty times as much crime in New 
York City as they have in London? Why are the 
people in London, as a class, more honest than the 
people in New York City? It is because punishment 
in England is sure and swift. Criminals do not em- 
ploy shrewd, unscrupulous lawyers in England and 
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Here in the United States we are paying the penalty 
of a lack of respect for law because our laws are not 
enforced. What is the cure? How are we to bring 
about a change here in the United States? The cure 
rests with you and with me. It rests with the indi- 
vidual citizens of this country. 

* * % 


“Another danger—a danger that leads to wrong | 
thinking—is in the glorifying of the criminal. Just | 


read the articles in our papers about crime. Between 
the lines it is easy to see that the reporter admires 
the skill and the daring of the criminal. In our plays 
and books it is a common thing to see the criminal 
glorified. The unrepentant criminal receives gener- 
ous applause. The man who has been murdered or 
the poor people who have been robbed are forgotten. 
The spirit of adventure attached to the criminal is 
the only thing that appeals to the befogged mind of 
those who have been brought up on the highly sea- 
soned diet of our modern literature and of our movies. 


¥ * * 


“The greatest thing in the world for any of us is 
what we may become. This hope should never be de- 
stroyed. The glory of America is in the fact that of 
all the world the opportunity for the individual to 
achieve is here the widest. 

% * * 


“But you must build up your soul and I must build 
up mine. I cannot create your soul for you, nor can 
you create a soul for me. The curse of our times is 
in the fact that so many do not realize this building 
must be done in labor in travail. There is no golden 
road to success in building up character and intel- 
lect. See Stevenson, laboriously writing and re-writ- 
ing his copy. Hard writing makes easy reading. See 
Guy de Maupassant, working six years on his short 
stories before his teacher, Flaubert, would allow him 
to publish one, but Stevenson became a master of 
style and Guy de Maupassant is the master of the 
short story. ‘Genius is the capacity for taking in- 
finite pains.’ 

% * 

“In this audience are a number of men conducting 
small retail shops. Their greatest success is to 
achieve the highest development in their business. 
In developing their business they will develop them- 
selves. The highest development of any retail busi- 
ness is to give the best possible service with the 
means at hand. The best merchant is the merchant 
who serves the best. The best clerk is the clerk who 
puts himself in the place of his customer and serves 
him to the best of his ability, as he himself would be 


served.” 
* Ke & 


Padding your inventory with dead stock is like 
cheating at solitaire. It doesn’t fool anybody but 


yourself. 
* *% * 


The worst rent dodger of the business world is the 
empty Show Window. 
* ye ¥* 
Refusal to do what is not his job keeps many a 
man from getting a better job. 
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Original '{ dozen package 
makes handsome display. . 
Sells percolators faster. : 


cA Cup for 2 


or 2 for You 





2-Cup Electric Percolator 
Makes Quick Profits 


This is a size needed by every 
family many times and by 
many families all the time 


Here is an electric percolator that sells to every 
family. It opens a brand new market for percola- 
tors and earns big profits for dealers. 


At $2.98, complete with standard cord and 
plug, every woman who sees this percolator in 
the container on your counter will want one. And 
you make a handsome profit. Put the container 
on your counter in the morning. By evening you 
will need another one. 


This 2-cup percolator is made of heavy alumi- 
num; it has the patented Empire emersion type 
heating element and valveless vacuum pump. 

Delicious coffee quickly —3-minute percolation. 

If you want to sell percolators faster than ever 
before, order this 2-cup Empire in standard pack- 
ages. You will increase your profit every day with 
these containers on your counters. 


Also Manufacturers of Empire Electric Appliances 
and Educational Toys 


METAL WARE CORPORATION 


Sales Office: Chicago, Iil. Factory: Two Rivers, Wis. 


EMPIRE PERCOLATORS 
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Retail Store News 


The information contained in the following items, while com- 
piled from sources which we believe to be reliable, has not been 
verified in all instances by ourselves. 


Ferdinand M. Vane, Effingham, IIl., is planning to establish a 
local retail hardware store in that city on or about August 1. 


E. M. Van Zordt, Jr., will establish a retail hardware store at 
the corner of Liberty and San Rosa Streets, Victoria, Tex. 


Lemonds has acquired a local retail hardware store at 


O. D. 
Plainfield, Ind. 

M. Nankin is reported as having succeeded to the hardware 
business of Sam J. Yaffe on Grovo Street, Oakland, Cal. 


The F. A. Hardware Co. will shortly open a hardware and 
housefurnishing store at 4007 Broadway, Chicago, III. 


McGregor Furniture & Hardware Co., Norway, Iowa, have suc- 
ceeded to the hardware and furniture business formerly conducted 
under the firm name of McGregor & Grebben. 


Wright Bros. are reported as closing out their hardware and 
implement store at White Hall, IIl. 


The Thomas W. Blake Lumber & Wardware Co. 
been established at Santa Rosa, Tex. 


The Bond Hardware Co. has succeeded to the hardware and 
builders’ supply business of C. L. Jacobson & Co. at Huntington 
Park, Cal., a suburb of Los Angeles. 


has recently 


Rakes Hardware is the name of a proposed new retail hard- 
ware store at Leon, Iowa. The firm desires catalogs and price- 
lists from jobbers and dealers. 


John Linehille has succeeded to the retail hardware business of 
kK. H. Kirkendall at Russiaville, Ind 


F. R. Gleason has succeeded to the retail hardware business of 
Baces & Marcus at Litchfield, Minn. 


J. E. Bergwell & Son, tInc., have 
and implement business at North Branch, Minn., 
ducted by the Olsen Bergwell Hardware Co. 


The McGehee Hardware & Furniture Store, owned and operated 
by the Arlmo Rubber Co., McGehee, Ark., have succeeded to the 
hardware and furniture business of Rostoe Fults. 


succeeded to the hardware 
formerly con- 





QUALITY 
FIRST 


There’s a standard in everything. 


Rakes & Company have succeeded to the hardware and imple- 
ment business of William Trichton & Son, Leon, Iowa. 


J. F. Jenning has acquired the hardware business of the Fonda 
Hardware Company at Fonda, Iowa. 


The South Joplin Hardware Co., 1416 Main St., Joplin, Mo., re- 
cently suffered a severe fire loss of $3,000. 


Charlies Hardie, in the hardware and sporting goods business 
on North Main Street, El Dorado, Mo., will shortly open a new 
retail store in the Schmidt Bldg. in that city. 


Gus Doliman has succeeded to the hardware, variety and paint 
business of O. W. Vandevanter, at Kansas, II 


The Green Furniture Co., Ferris, Tex., have succeeded to the 
hardware and furniture business of the Ferris Hardware & Furni- 
ture Co. in that city. 


A. E. Schmidt, Farina, Ill., have succeeded to the hardware 
business of J. W. Mitchell in that city. 


The Grand Mesa Lumber Co., Delta, Colo., has plans underway 
for the erection of an addition to its yard and plant. It is 
planned to add a line of furniture, stoves, rugs, implements and 
general hardware. 

A. E. Gropad have purchased the hardware stock of the Mal- 
loney Co. at North Platte, Neb. 
has recently been organ- 


This firm is an 
Kan., for many 


The Viola Lumber & Hardware Co. 
ized and incorporated with a capital of $25.000. 
old concern and has been established at Viola, 
years. 

The McKinney Hardware Co., Durant, Okla... an old 
has been incorporated with a capital stock of $20,000. 


concern, 


reported as having filed a petition in 


Ind. 


John J. Dreffen, Jr., is 
bankruptcy at East Chicago, 


Linford Bros., Afton, Wyo., have succeeded to the hardware 
business of the Call Hardware Co. in that city. 


The Red Front Cutrate Hardware has been established at 4700 
Jefferson 
Solomon. 


Avenue, Detroit, Mich., by Herbert Wallat & Anna 





The Standard General Purpose Wrench 


[In screw wrenches the standard 


general purpose wrench is the COES. 


In merchandising wrenches the dealer whose first thought 1s Quality 


and 
FIRST 
QUALITY 


© 








TP : Worcester 
Our fuss wae) 


(atalo Buyers 
Te Geue 





and Steel-Handle models. 


; J. C. McCarty & Co 
Selling Agents John H. Graham & Co 


Fenwick Freres 


invariably sells the COES because it is a First Quality tool. 


All leading jobbers carry complete stocks of COES Knife-Handle 


Standard sizes are 6” to 21”. 


COES WRENCH COMPANY 


“In business since 1841”’ 


Mass. 


29 Murray Street, New York 
113 Chambers Street, New York 
8 Rue de Rocroy, Paris, France 
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HERE was once a maker of mousetraps whose 
f ipoenet was so much superior to that of all others 
in his line of business, that the world made a beaten 
path to his door. People going for mousetraps met 
people coming with mousetraps, and the path over 
which they traveled became known as the Mousetrap 
Trail. For many, many years the business of the 
mousetrap maker thrived and he began to pat himself 
on the back as being the leading manufacturer of his 
time and generation, looking forward with pleasant 
anticipation to the time when he would retire a very 
rich man. But one day a stranger dropped into his 
workshop, not to buy mousetraps, but to sell something 
—a bit of advertising space in a leading Trade Journal, 
and did his very best to explain to the mousetrap maker 
how he could increase his output by a little publicity. 
But the mousetrap maker, standing on his doorstep and 
looking far out over his Trail of Traps, watching the 
people coming and going, would have nothing of his 
caller’s wares. 

Said he, “Why should I advertise—when the whole 
world already lies at my feet? The excellence of my 
mousetraps is all that I need, or ever shall need, to 
speak for me. No! If there are others foolish enough 
to waste their good money in this way—let them do it. 
I shall not!” 

And the advertising man returned over the Mouse- 
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Mousetraps and Trade-Takers 
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trap Trail from the door-step of the mousetrap maker’s 
workshop without an order; but he was not alone— 
Opportunity marched at his side, step by step, going 
further and further away from the mousetrap maker. 

For a while everything went on about as usual; but 
all at once the mousetrap maker began to notice that his 
stock of traps on hand seemed to be increasing, and 
where before he had been put to it to turn out enough 
for the day’s demand, he now always had some left over 
to add to the general supply, and at last came a day 
when he knocked off the job to go fishing. 

At first he thought the tumble in trap trade was just 
a temporary affair, due to any one of a number of 
things occurring at the other end of his trail; but when 
his sales began to grow less and less every day, the 
number of his customers diminish, and a fine crop of 
weeds spring up in his beaten path, he put on a large 
dose of worry and sent out a special messenger to locate 
the cause of the big slump. 

When the messenger returned, after several days of 
weary waiting on the part of the mousetrap maker, he 
reported—that there seemed to be just as many mice in 
the world needing to be caught and just as many people 
needing mousetraps to catch them; but the trade was 
going elsewhere. Some foolish fellow had set up a 
mousetrap factory, was advertising in all the Trade 
Journals and daily papers, and putting up signs all over 


- 





- HANDLE LOCK 





SocrRet Sets 


sell. 





ahout them. 





a 


Many a “doubting Thomas” dealer has taken 
a sample carton of New Britain Socket Sets 
and been agreeably surprised at the way they 


Then too, the quality of the sets surprises the 
buyer because of the popular prices they are 
sold at and the abuse they’ll take. 


Out of the twelve combinations you can pick 
the sets that will sell readily in your store and 
add an interesting amount to your sales total. 


Get a sample carton of Handle Lock or None 
Better Socket Sets and tell your customers 
Your jobber can supply you. 








The New Britain Machine Company 


New Britain 





Connecticut 








92 HARDWARE AGE 





Made 36% Stronger 
Than Ordinary Step Ladder 


Nothing will sell a step ladder 
like a practical demonstration. 
Show the customer a Super 
Strong Step Ladder. Tell the 
man or woman to lift it. It's 
light and easy to handle. Ask 
him or her to stand on any 
step and note its rigidness and 
solidity. It stands firmly and 
evenly and supports and holds 
the user safely. Tests prove 
it to be 36% stronger than 
ordinary step ladders. This 
is because every 
Trade Mark 


Su per-Strong 


Step Ladder 


is trussed by a Patented Method 
which entirely avoids any cutting 
r weakening of the side rails o1 
pieces. Steel Tis Rods pass wun 
ler every step of a Super-Strong 
Step Ladder and a Patented Lock 
ing Device keeps the ladder tight 
and rigid at all times, 





than step ladders of less efficient construction. 


Write for details. 
lhe Superior Ladder Company 


516 East Madison St. (Lincoln Highway) 
GOSHEN, INDIANA 


lgents wanted on commission who handle allied line 





it's easy to sell, because it can be retailed at a price no higher 
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“There's Many a Slip— 
But Not with a Grady Wedge” 
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Sole Manufacturers 


UNITED SALES CORP. 


41 DRUMM ST. SAN FRANCISCO 
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the country reading, “Tripp’s Traps Are Takers,” and 
he was getting the cream of the mousetrap business. 

When the mousetrap maker heard this, he let out 
a loud laugh and exclaimed, “That idiot will soon go 
broke, and then everybody will come back to me!” 

But the expected break didn’t come. Tripp continued 
to sell traps, and traps, and still more traps, and in 
time the old original maker of better traps, his income 
cut short, died in poverty and they buried him in the 
long grass at the side of his once beaten trail, which 
had become nothing but a mass of rank weeds and 
undergrowth, all semblance of its former usefulness 
having vanished. Over his grave, as a monument, was 
heaped a small mountain of his unsold traps, and crown- 
ing it was erected a rough board marker, bearing this 
inscription—“He Would Not Advertise!” 

Moral: Nothing Is Too Good to Give Publicity. 

William Ludlum. 





- ° ° ° 
Carelessness a Primary Fire Risk 
CCORDING to Government figures, the annual fire 
A vcs in the United States is $550,000,000, a large 
proportion of which can be definitely assigned as due 
to carelessness. Carelessness with matches, failure 
to repair defective flues, carelessness in handling 
gasoline, in throwing cigarette stubs, etc., each have 
contributed their share to the huge total. Apparently 
so long as the public continues in its belief that the 
fire insurance companies pay the fire loss, and do not 
recognize that they themselves are paying it in in- 
creased insurance rates, it will be difficult to eliminate 
this-cause for the huge fire total. When we begin to 
look upon all fires as an economic waste and an in- 
direct tax upon each individual, some progress in the 
elimination of carelessness as applied to fire hazards 
will have been made. Even from a selfish viewpoint 
we shall realize that it pays to play it safe, for we 
shall have learned that the insurance company mere- 
ly compensates the loser in a measure for his loss, 
while the policyholders themselves really pay the 

amount in increased rates and higher premiums. 

The Nebraska lronmonger. 





State Pride 


A Florida man who was suddenly called North on 
business stopped off and spent Sunday in Washington. 
As he was passing a church during the evening he 
thought he would drop in, although the service was 
half over. The minister was preaching a sermon on 
heaven, and he exhausted the language in describing 
its glories. A man in the same pew turned to the 
Florida man and whispered: “It must be a beautiful 
place; how I would like to be there!” 

The stranger responded: “Beautiful is no name for it. 
I’ve been there three years.” 

“Been to heaven three years?” 

‘“‘Was he describing heaven?” 

“Certainly; what did you think he was describing?” 

“Well, I'll be everlastingly bumswizzled if I didn’t 
think he was telling about Florida. But I think he was 
making it pretty tame.” —The Kablegram. 
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“His Tail Between 
His Legs’’ 


OST men are being whipped every day in the battle 

of Life. Many have already reached the stage 
where they have THEIR TAILS BETWEEN THEIR 
LEGS. 

They are afraid of everything and everybody. They 
live in a constant fear of being deprived of the pitiful 
existence they are leading. Vaguely they hope for 
SOMETHING TO TURN UP that will make them un- 
afraid, courageous, independent. 

While they hope vainly, they drift along, with no 
definite purpose, no definite plan, nothing ahead of them 
but old age. The scourgings of life do not help such 
men. In fact, the more fashes they receive at the hands 
of Fate, the more COWED they become. 

What becomes of these men? They are the wage 
slaves. They are the “little-business’”’ slaves, the mil- 
lions of clerks, storekeepers, bookkeepers, laborers, as- 
sistants, secretaries, salesmen. They are the millions 
who work and sweat and—MAKE OTHERS RICH 
AND HAPPY! 

The pity of it is nothing can SHAKE THEM out of 
their complacency. Nothing can stir them out of the 
mental rut into which they have sunk. 

Their wives, too, quickly lose ambition and become 
slaves—slaves to their kitchens, slaves to their children, 
slaves to their husbands, slaves to their homes. And 
with such examples before them, what hope is there for 
their children BUT TO GROW UP INTO SLAVERY. 

Some men, however, after years of cringing, turn 
on life. They CHALLENGE the whipper. They dis- 
cover, perhaps to their own surprise, that it isn’t so 
difficult as they imagined TO SET A HIGH GOAL— 
and reach it! Only a few try—it is true—but that 
makes it easier for those who DO try. 

The rest quit. They show a yellow streak as broad 
as their backs. They are through—and in their hearts 
they know it. Not that they are beyond help, but that 
they have acknowledged defeat, laid down their arms, 
stopped using their heads, and have simply said to life, 
“Now do with me as you will.” 

What about YOU? Are you already to admit that 
you are through? Are you content to sit back and wait 
for something to turn up? Have you shown a yellow 
streak in YOUR Battle of Life? Are you satisfied to 
keep your wife and children—and yourself—enslaved? 
ARE YOU AFRAID OF LIFE? 

Success is a simple thing to acquire when you know 
its formula. The first ingredient is a grain of COUR- 
AGE. The second is a dash of AMBITION. The third 
is an ounce of MENTAL EFFORT. Mix the whole with 
your God-given faculties and no power on earth can 
keep you from your desires, be they what they may. 

Most people actually use about ONE-TENTH of their 
brain capacity. It is as if they were deliberately try- 
ing to remain twelve years old mentally. They do not 
profit by the experience they have gained, nor by the 
experience of others. 

You can develop these God-given faculties by your- 
self without outside help; or you can do as the great 
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Do You 
Stock These? 


If not, 
money. <A 






you are losing 
laid steel ice 






chopper and scraper—tool 





steel edge wears for years. 






Cities, Park and School 
joards are adopting them, 
doubling 






our dealers are 






their sales each year. 






Also largely used as hull 





scrapers, bulk cargo boats, 






removing old shingles, etc., 





etc. 










fetter look into this. 


‘Write for prices and Car- 





penters: Catalog. 






Order Now for Fall Delivery 






The L. & I. J. White Co., Ine. 
125 Columbia St., Buffalo, N. Y. 
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MEASURING TAPES 
FOLDING RULES 
5 PLUMB BOBS and LEVELS 


“HOME’* STEEL TAPES 












% in. wide. Strong, ben! 
leather case. Self-Opening 
handle. Nickelplated mount- 
ings. 


New ‘‘Endfastener’’ (Pat. 
applied for) is making sale 
after sale. 





“STANDARD” 
PLUMB BOBS 


Made in 9 weights from 4 
- to os. Brass with stee) 
point. Perfectly balanced. 









el iM, 3h i ee 
Po Piya ee a 


LEVELS 
for Builders, Carpenters and 
Farmers. DBDasy to use. Oom- 
plete outfit with wooden box, 
a plumb bob, rod and tripod. 


“FAVORITE” 






FOLDING RULES . 

or % in. wide. Hardwood, 
urable finish, yellow or white. 
Securely riveted spring joints 
that stay ‘‘put.’’ 


KEUFFEL & ESSER CO. 


WEW YORK, 127 Fulton Strect General Office and Factories, HOBOKEN, N. & 


CHICAGO ST, touvis SAN FRANCISCO MONTREAL 
‘A 688-008. Gearbera Gt 86 GI Locum 81 30.34 Second @ Mate Game KE 


ong i aterteds, Uchemation wad terror ot resemien Some me 3 


Attractive deplay material 
furnished witth order. 
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A Statement of Fact 


You may shout from the housetops to all 
the burglary insurance companies, telling 
them what a marvelous article ot protection 
you have. That means relatively nothing. 
but when every single one of them volun- 
tarily states in writing what a wonderful 
article of protection you have, that is 


A Whale of a Statement 


; ' 
We should be glad to mail you a bound hook. 
containing tac-simile letters showing just how 
Burglary Insurance Companies consider the KEII. 
Double Rotary Bolt Jimmy and Saw-Proof Lock. 
Originality is the source of contentment. 


SELL THE KEIL! 


FRANCIS KEIL & SON, INC. 
401-425 East 163rd Street. 
1876—1926 New York, N. Y. 
















































PERFECTION at last 


in HOSE NOZZLES 









GUARANTEED 
made of heavy wrought brass 
throughout, rugged, durable, this 
New Sherman Diamond Nozzle 
is free from sand holes or flaws 
and bears our unqualified guar- 
antee for good workmanship 

and material. 
H. B. Sherman Mfg. Co. 
Battie Creek, 
Mich. 














SHERMAN 


The yi AMOND 


It will throw more water far- 
ther. Each nozzle tested 
under water pressure. Even 
spray. Straight stream and 
tight shut-off. 


Your Jobber can furnish Sher- 
man “Diamond” in display 
cartons, for counter. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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mass of the self-satisfied do—let those powerful Mental 
Faculties stagnate and die and keep you in that rut— 
doing the same old thing in the same old way at the 
same old compensation, always on the edge of starva- 
tion, afraid of the future, with your tail between your 
legs, beaten. 

Or you can by a simple taking stock of yourself, look- 
ing the future square in the eye, admitting both your 
weaknesses and deficiencies and vour good points and 
advantages—lay out a definite plan and goal for your- 
self and turn over a new leaf—get on the job earlier, 
stay later, study your job more—correct those weak- 
nesses and strengthen those strong points—put more 
into the job, and so, day by day, week by week, month 
by month, Increase Your Power, Improve Your Records 
and Show the World You Are Out to Win—A Master 
of Yourself, Your Job and Your Future. 

The first half of the year is over. Let’s start the last 
half with renewed purpose—to make it show us a Big 
Increase in every way—POWER, POISE, PRODUC- 
TION and PROFITS.—HdHartford Hustler. 





An Illusion of Youth 


HEN a young person comes to the realization 

that he must work for a living, and that if he 
ever is to enjoy the comforts and luxuries he sees 
possessed by others around him they must come as a 
result of his own efforts, the happiness he desires seems 
to be a long, long way off. Then he is likely to harbor 
a belief that comforts and luxuries mean happiness, 
and that work is a hateful condition of his life. The 
first of these beliefs is an illusion as many a rich man 
knows, and the second is a delusion, as he presently 
learns when he gets into a vocation adapted to his par- 
ticular talent. 

Work is the great cure for men. Luxury is corroding 
when it has not been earned, and idleness the greatest 
true source of discontent. The young man who goes 
out in health to earn his living by his hands, his muscles, 
his thought, or all of them together may find his job 
irksome at first, but soon happiness comes to him, and 
the joy of service, when he finds himself of use in the 
world. He gets the habit of industry, increases his 
efficiency, and the world becomes a bright place in 
which to live. 

Then, if to his industry he adds thrift, another great 
joy comes to him—accumulation. It never comes to 
those who spend all they earn. But for those who save, 
and see their resources increase by saving, the sun 
shines on cloudy days and the illusion that only those 
who do not have to work for a living are fortunate, 
fades away. He has made a man of himself by honor- 
able work and comes to know “an honest man’s the 
noblest work of God.” 





Every man, woman or child who enters a store offers 
the merchant the privilege of creating good will. Don’t 
throw away that privilege. 


“Business at the old stand” is no longer a good 
slogan. The rest of the world has moved on. 
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How We Hark Back 


HE native-born resident of Arkansas sees nothing 

in New York City but tall buildings, tired-looking 
people and the specter of a big expense bill. Given his 
choice, he will remain either just north or a little south 
of the Arkansas River; and his best reason for this 
preference of location is that Arkansas is—Home. 

A poor plantation in Arkansas, a log-cabin home in 
that State, bids defiance to the dignity of a beautiful 
and costly Eastern residence. The little old home in 
Arkansas stands at the end of a hard day’s work, but 
to the native-born Arkansan, Fifth Avenue is nothing 
but a freak fashion show. 

The Californian cares little for any State in the 
Union unless it be the State where he was born; then 
that State, and particularly his home town, rises higher 


























in his memory than the magnificent peaks of the Sierra Moe’s Poultry Supplies 

Nevadas. The scene of his childhood, the spot that his 

f : Our No. 3 Mammoth Hopper for feeding dry mash. 

infancy knew, is always nearer and dearer than any Holds more than a full bag of feed and prevents 
waste. 


other place on earth. 
A big seller. Send for New Catalog which describes 


The mystic circle that surrounds the magic word our complete line of Poultry Sup- 
“Home” is something no artist can depict, no word plies. 
ainter articulate. 
p . Hoeft & Company, Inc. 
From the car window I can now see many small, one- Manufacturers 
story, wood-colored cottages out on the grain fields of 2305 Davis Street 





the great Northwest—see little, homely homes at eve- NORTH CHICAGO, ILL. 


ning time, with their golden glow of lights in the win- 
dows—lights that shine.like beacons beckoning hearts 
to come back. And hearts do go back every day to 











these sanctuaries of sentiment, even though our bodies 
remain in the hopper of the modern business mill. 
There is a big benefit derived from a long trip that 
takes us far from home. The more we see of other 
States, the happier we are in our own State. Even the 





greatest brain can never explain why the place of our 
birth is the sweetest, dearest spot on earth. Only one 


6 * 
writer has really touched the chord, and the world Bright or Galvanized 


sings it. 

We wonder why so many people live in the cold Season now approaching for re- 
North, why thousands permanently locate in the hot pair links. This is a strictly Drop- 
Forged link of 


South. We marvel at the enterprising West and are 
amazed at the ambition of the everlasting East. The 
answers to why people prefer these different localities KILBORN STEEL 
are as many as the leaves on an oak tree in August. 
Toughness and durability not 
equalled by any other link. They 
will outpull and outwear any chain 
of equal size. 


Rut no matter where you are, upon the south shore of 
Lake Superior or down on the Suwanee River, each and 
every heart will hear the whisperings through the past 
and listen intently to the song of “Home, Home, Sweet 
Home.” We use a BRASS PIN so they will not 


rust at the Joint. 
Hearts always come back at the last. The st at the Jon 


human heart is never weaned from the little THE KILBORN & BISHOP CO 
lane in life where most of us started to walk ; N H Cc . ae 
ew aven, Vonn. 


the well-known path that leads to the unknown 
Manufacturers of the “GREEN LINE” TOOLS 





place.—The Silent Partner. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Chicago, 108 W. Lake 8St.; 
Sean Francisco, 717 Market St.; New Orleans, La., 625 Pine 8St.; 
Ogden, Utah, 2827 Grant Ave. 











Osborne High Grade Punches 


Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Alse: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
6. 


Belt Punches 


The above tools will please your customers, as well as our 
famous Round and Oval nches. 

Remember we have had oinety-nine years of successful mane- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 














Oh Say! Have You 
Examined Our No. 
91 Fire Pot? 


many advantages 
found in other styles. The 
Powerful Generator will burn 
high or low test gasoline per- 
fectly, producing intense heat. 
It will melt a pot of metal and 
heat a pair of coppers at the 
same time. We warrant it to 
please. 


Jobbers supply at factory price. 


Clayton & Lambert 
Mfg. Co. 


627S Beaubien St., Detroit, 


It has not 


DE nwo: T i 
2, #% 





No. #1 Fire Pot 


Ask for latest rice. 
a Mich. 
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Rubyfluid has become known to thousands of tinners, 
metal workers, mechanics, art glass workers, etc., in its 
twenty years of manufacture. Its uniform quality and 
high efficiency have made it universally the preferred 
soldering and tinning flux. 





FLUX FLUX 
Ised for soldering and tinning all metals and acts as a 
complete substitute for Acids, Zinc Chloride and Salammoniac. 
It is non-poisonous, non-injurious and non-explosive. A little 
Rubyfluid makes a tight joint with little solder. 
RUBY CHEMICAL COMPANY 


68 McDowell St. 


Columbus, Ohio 
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How Short the Seasons Are 


E are always hearing someone say, “how short 

the seasons are, it seems as though summer no 

more than gets here before it is gone.” How 
true this is in the hardware business! 


As I am writing this, we are having what is called 
in this part of the country “a sugar snow.” Still it is 
only about two weeks before the big league baseball 
season opens. Most of us do not realize, perhaps, how 
short the baseball season is; at least we don’t from 
the selling standpoint. We usually think of the base- 
ball season as starting about the middle of April and 
ending in October. That is true of the playing season, 
but not of the selling season. The selling season 
starts about two weeks before the playing season and 
is ended about the first of July. Yes, we sell some 
baseball goods all summer, but as a whole the sales 
are small compared with the season I have named. 
So it is up to the hardware and sporting goods dealers 
to go after the baseball business early and stay right 
at it while the short season lasts. 

When I say to go after the business, I mean just 
that. Get out and sell the local teams and your high 
school. High school—that brings me to my parting 
shot, fellows. By all means, if you intend to sell base- 
ball goods, play up to the younger generations. They 
are the Ruths and Johnsons of the future, and their 
early satisfaction means more and bigger baseball 
sales for you later on. 





Driver Salesman 


EARLY every hardware store of any size has 

some sort of a delivery system. Some have only 
one truck and one delivery man while others have a 
fleet of trucks and drivers. Regardless of the num- 
ber of drivers, however, the point is, are they sales- 
nten? Most certainly they should be. | 

Too often drivers are hired without any thought as 
to their sales ability. If they can drive well, are 
prompt, and are honest; these seem to be the main 
requirements. I believe that every driver of a hard- 
ware delivery truck should know how to sell hardware 
and to use that knowledge to the advantage of both 
himself and the store. 

He has more opportunity to sell goods than the 
man behind the counter. He calls on people who are 
already customers. He delivers to contractors who 
may need other goods. He sees prospects for sales 
everywhere he goes. Truly, a delivery man’s sales 
should be as large, in many cases, as the sales of 
those working inside. In order to do this, however, 
the employer must hire men to drive who can meet 
all the requirements of a man inside, and who has 
the ability to sell. I am sure that if every employer 
of delivery men would but put more thought to the 
ability of these men ard pay them according to their 
sales, they would all realize an increase in business. 

“Not all salesmen are found behind the counter.” 
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Cut-Rate and Shoddy 


HE retailer who has any am- 
ge to be a “cut-rater” 
would do well to make a special trip 
to New York just to see his hollow 
ideal visualized before his very 
eyes. It would serve as a splendid 
object-lesson for him and perhaps 
persuade him that he is on the 
wrong track. 

Down under the murky elevated tracks, on Church 
and Greenwich and nearby streets, are to be found, 
the cut-ratyist cut raters, the retailer whose splendid 
position (?) in the merchandising field he has been 
unconsciously envying, dealers in job lots of hardware 
and radio supplies, stationery, rubber goods, seeds, 
nursery stock, drugs and other lines. Their display 
windows are invariably conglomerate, dirty past de- 
scription, uninviting, sordid. Proverbial as it may seem 
(since their merchandising methods fit so nicely with 
what has been his mistaken ideal), these stores never 
seem to grow. They seldom have many customers in 
evidence, in spite of many placards and even side-walk 
ballyhooing. Once in a while one of their discouraged- 
looking employees comes out with an armful of unhappy 
goods, looking as if they had been rescued from some 
conflagration or auction sale, labels dirty, rusty, un- 
kempt, uninviting. 

In the matter of cut-rating, these squalid little shops 
have long since far outdone our retailer friend. Where 
he has merely lost possible profits by selling known- 
price, advertised goods at cut rates, he has at least 
made up those losses by pricing less known goods 
abnormally high. But these modern merchandisers, who 
defame the glory which in the days of our grand- 
fathers once belonged to Church and Greenwich Streets, 
utterly spurn known-values in merchandise. They sell 
orphaned, job-lot merchandise all the time and cling 
to the slogan of antediluvian days: “Let the buyer 
beware.” The result is that the buyer usually does 
beware—beware of ever buying there again. 

Cut-rating and shoddy merchandise inevitably con- 
centrate together. Don’t be a cut-rater. Even adver- 
tise to your public that you are proud for not being 
one. Get the profits which will enable you to sell legiti- 
mate goods legitimately, which means with service, and 
your service will not only hold your customers to you 
but in addition, will bring you many new ones con- 


tinuously. 














Salesmanship is founded on knowledge, common 
sense, truth and character. 


*% * * 


Patience in business is not only a virtue; it is a 


necessity. 
* % * 


The best way to earn and maintain confidence is 


to merit it. 
%& * % 


“They say” is the biggest liar in the world. 
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CONDUCTOR HOOKS 


KF FICIENT and reliable 
for plain or corrugated 

pipe. Ask for sample and 

No. 27 Catalogue listing 

hooks and hangers illus- 

trated. 

L. D. BERGER CO. 


59 N. 2nd St. 
PHILADELPHIA, PA. 

















ie 
Showing Window 
Closed. 


Showing Window 
Open. 


Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 
THE H. B. Ives Co. 
New Haven, Conn., U. S. A. 













DANDY 


4-Way Knife 
FOOD CHOPPERS 


Chops coarse, medium, fine or 
pulverized by simply setting a lever 
on the bowl. No wing nuts to re- 
move or knives to change. Slop- 
ing clamp for narrow 
ledge tables. Two sizes 
No. 1 Smaller Size —popular priced. 


NEW STANDARD CORP., Mt. Joy, Pa. 




















As Handy as a Tool - 


Speco Solid Sal Ammoniac 
is needed to clean the solder- 
ing copper. 

Every time you sell a cop- 
per, sell a cake of Speco. 


Special Chemicals .-” 


Company, 
Waukegan, oe 
til. -* send sample 
* and quote price. 
4 Name ..ccccccees 
: a I 


es 
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Business is doubtless sound, 


C4 
mournful. 


as the 
experts say, but the sound is a little 


* 






Ve 





\\ 








“Say, Bill, have you anything 
on for tonight?” 


Carlo: 


Willie: “Gosh, yes! We're initiating 
three new members up at the lodge 
tonight!” 


7 . om 
Judge—“What gave you the impres- 
sion that the prisoner was drunk?” 
Cop—‘He was engaged in a heated 
argument with a bus driver.” 
Judge—“But that does not prove 
anything.” 


Cop—“Well, sir, there was no bus 
driver there at all.”—Detroit Free 
Press. 

7. * * 

MacDougal, the stone mason, was 
drawing $14 a day, but when his 
brother from the country asked him 


how he was situated he shook his head. 

“But your job’s a good one?” said 
the brother. 

“Sure is,” said MacDougal. 

“What’s the trouble, then?” 

“The wages—that’s the trouble.” 

“But—” 

“The wages—that’s 
MacDougal repeated. 

“They’re so high I can’t ever afford 
to take a day off.” 

- a * 


the trouble,” 





“IT see where Jones has given all his 
money to a college.”’ 

“That’s nothing. So did I—two of 
my boys have just been graduated from 


'”? 
one. 
* * * 


Visitor (being shown through an in- 
sane asylum): “What’s the matter 
with that poor fellow?” 

Attendant: “He thinks he’s the 
whole menu, just because he’s nuts.” 

-~-Minn. Ski-U-Mah. 


* + * 


As part of the matriculation exam- 
inations in English, the entering stu- 
dents were asked to write a brief defi- 
nition of their conception of a self- 
made man. One young lady wrote as 
follows: 

“A self-made man is like a self-made 
cigarette—a lot of Bull wrapped in a 
transparent cover.” 








—+| owe 


Wa A, om 

A candidate for congress was mak- 
ing a speech when someone in the 
audience asked if he was in favor of 
prohibition. 

“IT am—” (cheers from the drys) 
“not—” (“Attaboy!” from the wets) 
“going to tell you.” Dead silence. 
~ ” * 

“In your story I notice 
in- 


Publisher: 
you make the owl hoot ‘to whom’ 
stead of ‘to whoo.’ ” 

Author: “Yes, this is a Boston Owl.” 

—Bison. 
+ . . 4 

When some big Prune 

The son of a Nut, 

Marries a Lemon, 

And the Pear 

Have a Peach of a daughter, 

With Cherry lips, 

And the Rose in her cheeks, 

How in the Devil 

Can you believe in Heredity? 





Little Johnnie ran into the house 
screaming: “Oh, Mother, I just saw 
a big mad dog jump over the garden 
fence!” 


“Johnnie, that was just your imagi- 
nation.” 

“Mother, has imagination got a 
tail?” 





Movie Actress (to her husband): 
“We haven’t been in the newspapers 
for weeks, Conrad dear. Don’t you 
think we’d better be getting a divorce?”’ 

* * * 

Cop (to struggling man in private 
pond): “Come out of that. You can’t 
swim in there.” 

Feller: “I know I can’t. 
why I’m hollering for help.” 

—Pitt Panther. 
* * & 

Sweet Young Thing—“Why are you 
running that steam roller thing over 
that field?” 

Farmer—‘I’m going to raise mashed 
potatoes this year.” 

ok + a” 

A Denver hotel, popular with travel- 
ing salesmen, sent this wire: 

“Applebaum & Coldblatt, 

“New York City. 

“Your salesman, Sam Goldstein, died 
here today. What shall we do?” 

The hotel manager received the fol- 
lowing reply: 

“Search his pockets for orders.” 

* * * 

Husband: “You accuse me of reck- 
less extravagance. When did I ever 
make a useless purchase?” 

Wife: “Why, there’s that fire ex- 
tinguisher you bought a year ago. 
We’ve never used it once.” 

+ a im 

“Jones is the meanest man on earth.” 

“What did he do?” 

“‘He’s deaf—and he’s never told his 
barber.” 


That’s 


* * * 


Solicitor—“For the last time, I ask 
you for that $12.50.” 
Dead Beat—“Thank God that’s over.” 


* + * 

“So you’re lost, little man? Why 
didn’t you hang on to your mother’s 
skirt?” 

“Couldn’t reach it,” sobbed the boy. 

a a ” 


A Japanese taxi driver rendered this 
bill, says the Capital City Collegian: 
“19 comes and 10 goes at 50 cents a 
went, $5.00.” 
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TAPLIN 


Double Dasher 
Centre Drive—lIron 


Frame and Gears 


Comfortable to grasp—no sharp edges 
to cut the hands. No holes or crevices 
to hold decaying food. No soldered parts 
to come loose. No parts that bend and 
cramp the gears. 

Douse it in water to clean—the finish 
is Rust Proof. 

30 Years’ Experience 
Behing This Beater. 


THE TAPLIN 
MFG. CO. 


New Britain, Conn. 
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Send Us a List of Boat Owners— 
We'll Circularize Them for You 


Our letters and literature will re- 


fer them to your store. 

Our attractively labeled cans will 
help in the sale. 

You can rest assured every boat 
treated will be made permanently 
leak-proof. Satis- 
fied customers tell 
others. Your Job- 
ber will supply 
you. 


Ferdinand €é.o. 


152 Kneeland Street, Boston.Mass. 


































MILBRADT 
LADDERS 


will bay for themselves in a 
short time by enabling you 
to wait on more @, save 
the wear and tear on your 
fixtures and goods, as wel! 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 
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Plain or enameled in 


STRATTO x 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 


Stampings and Gears and Wheels 


Of Metal and Wood for Children’s Vehicles, 
for Toys and Hardware Novelties 
BAY STATE METAL WHEEL COMPANY 


East Templeton, Mass. 
In the Gardner, Mass., District 














Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 

Made only by 


ANTI-Borax COMPOUND Co. 
Fort Wayne, Ind. 





PAT. MAY 87,1908 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of guality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











TAINTOR POSITIVE SAW SET 


All steel. Fully Guaranteed. 
Send for Free Book. 





TAINTOR MFG. CO., 113 Chambers St., N. Y. City 


Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design. Soss 
invisible Hinges will give long service. 
oe Catalog in Sweet's, pages 


SOSS MFG. CO. 
778 Bergen St., Brooklyn, N. Y. 




















Fly Screen Cloth 


Quality created the de- 
mand—the same quality 
keeps up the demand. 


Write for Prices 


Spargo Wire Co., Rome, N. Y. 





Bronze 
and Copper 








Conneaut Special Shovels—Spades—Scoops 


Kind to the hands and the back and the pocketbook. 


THE CONNEAUT SHOVEL CO. 


CONNEAUT OHIO 
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Oil 
Business That’s Waiting 


[n the retail oil field, steadily growing 
competition is bringing about an ever 
increasing demand for equipment that 
will enable oil dealers to give their 
customers better service. 








i 





Brookins Service Station 
Equipment is meeting this 
demand—is helping live  p,yookins 
dealers, everywhere, to Gasoline Can 
. Carries extra gas to 


stalled cars won't 


vive better and quicker SeCT- spill. No funnel 


needed even for hard- 





vice—is helping them sell ‘esibie® tetai*” ve 
reaches :em all, 


Made of heavy terne- 
plate in two and five 
gallon sizes. 


THE BROOKINS MFG. CO., 


342 Xenia Ave., Dayton, Ohio 


\ Biwoting 


Brookins 
Portable 
Drain Tank 


more oal. 




















The 
Brookins 
Portable Drain 
Tank is equipped 


Brookins Oil Measure 


with a folding handle and sled-like runners Made in copper finish In one, two, 
and can be easily shoved under any car or four and five quart sizes. Has a 
drawn from place to place. © screen fiexible metal] hose that reaches any 
covered sloping top catches the ofl from the oll intake without a funnel. A 
crankcase without splashing a drop and con handy thumb-valve controls the flow 


ducts it into the tank underneath. Several of oll. Stendard at the best 
ears can be drained before emptying. equipped service stations. 
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Sectional view 
shows the patented 
Fr. a . - 


TRIUMPH 


TimKen Roller Bearings 
—and Self-Adjusting! 


i > many strong and exclusive sales points 
of the F. & N. TRIUMPH Lawn Mower 
make it an unusually ready and steady seller. 


The TRIUMPH Mower is built and guaran- 
teed by the world’s largest lawn mower makers. 
It was the first to have the renowned Timken 
Tapered Roller Bearings. It has the famous 
patented F. & N. self-adjusting device that 
keeps the reel bearings in constant, perfect 
adjustment. The TRIUMPH has only the 
finest materials throughout. Its parts are pre- 
cision machined and fitted as in an automobile. 


The TRIUMPH is designed and built for 
fine work—to cut as close as 3/16 of an inch, 
producing that velvety appearance so much 
admired in fine lawns, parks and cemeteries. 

ake the TRIUMPH Mower the “show” num- 


ber and leader in your line. 


Ask Your Jobber for Full Information, 
Catalog, and Beautiful Cut-Out Show 
Cards, etc., or Write us 








F. & N. Mowers are made with ball bearings 
too. Above is the Vulcan. Among other pop- 
ular models are the Crestlawn, Admiral and 


Director. 


The F6N Lawn Mower 


THE WORLD'S LARGEST LAWN MOWER MFGR. 


RICHMOND, INDIANA, ~— U.S.A. 
_ \ 
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Not a baseball score, but expressing the terms 
Witt Dealers use when talking Can profits. 

The Witt Yellow Label Line of Cans and Pails 
is the line that the live dealer is selling, and profit- 
ing by, ata3tol1 rate. You must sell three cheap 
cans to make as much profit as you do on one 
Witt. Then too, Witt Dealers have long realized 
the value of selling the only line of Cans and 
Pails that is backed by the manufacturer’s guar- 
antee, that each Witt Can or Pail will outlast in 
service 3 to 5 of the ordinary type. These dealers 
selected the Witt Line for several reasons, for in- 
stance Witt construction. 

All Witt Cans and Pails are made of special 
analysis sheet steel, the body having deep, well 
rounded corrugations for added strength. Elec- 
trically welded solid beaded steel bands top and 
bottom maintain the roundness. Side seams are 
double locked and welded and will not open, no 
matter how hard the service given them. After 
completion the entire Can is hot-dipped galvan- 
ized, assuring a water- tight rust-resisting product. 
Right now (while you're thinking of easier sales 
with extra profits) is the time to place a con- 
servative order. It will prove to you the merits 
of the Witt line. 

Call your jobber—or write 


THE WITT CORNICE COMPANY 
2111 Winchell Ave. 


CINCINNATI, OHIO 


Manufacturers of 


wil i 


CORRUGATED 
*CANS and PAILS» 























A Truth That’s 
Vitalizing an Industry 


Over forty years ago we introduced a truism that 
is today one of the vital elements in hardware 
merchandising: ‘‘Goods well displayed are half 
sold.” A _ present-day stafement of this truth 
would be: 

Sales on various lines of merchandise will vary 

in proportion to the frequency with which 

customers are brought in personal contact with 

them and are facilitated through correct store 

arrangement and proper display. 
Retail hardware dealers who have Warren Fix- 
tures, know how well their fixtures lend them- 
selves to better store arrangement—clear aisles 

unimpeded accessibility, and continuous display 

of merchandise in plain view of customers at all 
times. Better still, they have experienced a 
marked increase ine sales—lowered selling cost 
and additional profits. 


WARREN FIXTURES 


Hardware dealers know, too, that Warren Fixtures, 
with their long life, cost no more to own, operate and 
maintain than others offering far less in both tangible 
and intangible values. Built in interchangeable, sectional 
standard units, there is a combination adapted to every 
need, large or small. 


The recommendations of our Serv- 
ice Department have been respon- 
sible for thousands of successful 
retail hardware stores. May we 
help you in your store planning? 
Catalog of Warren Fixtures upon 
request, 


J. D. Warren Mfg. Company 
Chicago, Illinois 


159 No. State Street 






(See ap) OY ) 
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«PATENTED 
COG GEAR 





MYERS 
LONG STROKE 
COG GEAR 
DOUBLE ACTING 
HOUSE FORCE PUMP 





VYhe MYERS 
COG GEAR 
HOUSE FORCE PUMP 


i. 


. | 
MYERS COG GEAR 

BRASS CYLINDER 
PITCHER PUMP 


Sta 
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Yhe MYE 
LONG STROKE 
COG GEAR PITCHER PUMP 
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For years, Myers House 
Pumps have been winning 
and holding pump business 
for Myers Dealers. 


Always a quality product 
—neatly designed, attrac- 
tively finished, well con- 
structed, and endowed with 
many special improvements, 
they offer long time depenc- 
able service at an_ initial 
cost that when quality and 
performance standards are 
considered, is less by far 
than the ordinary cheap 
house or pitcher pump. 


If you are selling house 
pumps, it will pay you to 
sell a line like the MYERS. 
Take advantage of the fact 


that Myers House Pumps 
are thoroughly established with 
the trade, are widely advertised, 
and are recognized everywhere 
as “honor-bilt” products. This 
is the platform on which many 
a Myers dealer has built a prof- 
itable house pump business. 


Literature and prices to the 
trade. 


T=F.E.MYERS & BROS 


Ye sMLANDS. ¢ wornKs 























On) skilled craftsman- 


ship‘and a high ideal of 
uality makes possible 

the precise uniformity 

and superior tinish 


GRIFFIN Hinges 2 


~ Manufacturing Co 
ERIE, PENNSYLVANIA 


ranch Offices__, 
45 WARREN ST. NEW YORK 


74 W. LAKE ST. CHICAGO 
28 BINFORD ST. BOSTON 
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N Just Say You Want 
Them Cold-Drawn 


These are the things you want in your 
Hollow Screws—without wanting to 
order all details: 


More Strength than the ordinary 
broached hollow screw; 30% more 
by test (no customer-complaint) ; 


Deep, true, wrench-fitting sockets; 
hexagon holes for fast, firm assem- 


bly; 


Specal-analysis alloy steel, heat- 


treated as each screw requires, to de- 
velop maximum durability; 


Accurate threading, so the screws 
won't loosen under vibration in mov- 


ing parts. (A strong talking-point. ) 


You get these features in cold-drawn 
“ALLENS” —so long as you get real 
ALLENS. Just say to your Jobber or 
mill supply salesman when ordering 
set screws :— 


‘‘We want them cold-drawn’’ 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 
W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Ave. 
Detroit, Mich. Evanston, [1 1. 
E. P.Crawford % W.J. McRae 
3348 No. Park Ave. 320 Market Stree! 


Philadelphia, Pa. 


San Francisco, Cal. 


























HARDWARE AGE 


The production of T. D. 
& W. Handles represents 
more than 50% of the 
world’s total handle out- 
put. There must be a 
reason for such tremen- 
dous demand. There is! 
Order one shipment of 
T. D. & W. from your 
jobber—then yow’ ll know 
why “we handle the 
world!” 
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COPYRIGHTED BRANDS 


Daniel Boone 
American Beauty 
Daisy 

Sunflower 
Peerless 

Beauty 


Perfection 
Triumph 
Hercules 
Success 
Eagle 
Royal Oak 


Turner, Day & Woolworth Handle Co. 


Incorporated 


Louisville 





Kentucky 
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GARAGE DOOR HARDWARE 


HARDWARE AGE 


When Your Customer says: 
“Sharpen Your Pencil” 


—Just figure on Twenty-EKighty Folding-Sliding 
door hanger Aml you won't have to apologize 
when you deliver the goods, either. 


Twenty-Eighty Folding-Sliding Door Hardware 
has saved many ‘price’ jJobs—and made many 
friends—for Allith dealers. 


It'a all steel. Hanger has strong frame, adjust- 
able vertically and machined cast wheels securely 


riveted to hardened axles that revolve on lubri- 
eated roller bearings. Standard Allitbh trolley 
tracks with round troughs and hanger wheels. 
Rracket gives maximum strength and a wide 
range of adjustment. 


Packed in handy carton witb all hardware 
parts and track. Attractively priced. Write for 
catalog. 


ALLITH-PROUTY COMPANY 


Manufacturers of 


DANVILLE 


Garage Door Hardware 
Fire Door Hardware 


Overhead Carriers 
Rolling Ladders 


ILLINOIS 


Spring Hinges 
Door Hangers 
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“judge” 


bear weight. 


judgment. 


You will not only make a sale. 


the merits of jus selection. 


Your Jobber Carries “Perfect.” 


DN AUNTNVOUENUUUE L010 AUT Ec 


To Customers Who Leave It 
To Your Judgment 


When it is left for you to decide—you become not the 
but the Defendant! It is your trial, so to speak, 
and “Perfect” is a Character Witness. 


to send the best,” he 1s going to tell his neighbors all about 
Even if you did send “Per- 
fect” Sereen Cloth, he will claim the credit for his good 
Make the sale and let the credit go! 





WN HL 00 TNH TON HH RR 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 


Your decision will 
When a customer says, “I’ll leave it to you 
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LOTS OF LOCKS 


BUT 
Choose “Ilco”” and You Choose Wisely 





Dealers in our products enjoy the pleasure of sell- 
ing BETTER LOCKS with BIGGER PROFITS and 
INCREASED SALES. 

Just gaze upon our illustrations—look good, don’t 
they? (In fact, selling them is better and if you 
> Se haven't as yet tried, begin now in justice to your 
business. ) 





Explain to your customer that one back turn of the No. 202 Night Latch Key deadlocks the bolt so that it 
cannot be forced back and secures the knob so that the lock cannot be operated from the inside—and you've 
made a friend and sale. A patented night latch at the price of an ordinary one is certainly attractive and ad- 
vertises your business. 


ANOTHER GOOD NUMBER—250B 
This glass knob lock set embodies all of the good qualities a set can have and we make it interesting with | 
an attractive price. 
We have other “GOOD BUYS.” Write for particulars and catalog. 


INDEPENDENT IOCKCO,4® 


FITCHBURG, MASSACHUSETTS 


BRANCHES 


23 Warren Street 121 2nd Street 17 North Fifth Street 406 Wall Street 213 State Street 
Detroit, Mich. 





183 West Lake Street 
Chicago, II. New York City San Francisco, Cal. Philadelphia, Pa. Los Angeles, Cal. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob Sets, Key Blanks, Auto Switch 
‘Keys and Hardware Specialties 








Are Your Customers Satisfied 


With the Quality of 
the Family Scales You Sell? 


The demand is there, and it remains for 
the merchant to take advantage of the 
opportunity to make better profits by 
selling Chatillon Family Scales. Sub- 

ainieans stantial, accurate scales, built for service, 
will last longer than any other family scale on the market. 
Regularly finished in black enamel; but can also be furnished 
in gold bronze, blue or white enamel. 


The Chatillon scale has no equal. A scale is not a scale unless 
it 1s accurate. 





It pays to sell the best. 


Write for complete information 


JOHN CHATILLON & SONS 


Established 1835 No. 344 E 


85-99 Cliff St. New York City, N. Y. 






















New Features 


For New Profits 


PYRENE advertising in 23 representa- 
tive magazines of national circulation is 
sending customers into the stores for 


he _¢ IMPROVED 0 
i EXTINGUISHER 


AND 


PYRENE LIQUID 


Why not cash in on this demand? 





Get your share of PYRENE bus- 
iness by keeping these extin- 
guishers displayed out in front. 


You can make your tie-up with 
PYRENE national advertising 
more effective by putting 
PYRENE dealer helps to work 
for you—-a PYRENE display 
tells its own sales story. 


S105; i; — 





(eae 


PYRENE advertising is contin- 
ulin selling the consumer—is backing 
you up. Dealers have always made money 
selling PYRENE extinguishers—and 
always will. They are favored for their 
dependability. Their new features mean 
new profits. Every home and automo- 
bile owner is a prospect. 


A PYRENE DISPLAY 
Tells Its Own Sales Story 


A PYRENE sales representative or your 
Jobber’s salesmen will gladly explain how 
these improvements have made a good 
extinguisher better. 







Order Now Through Your Jobber 


PYRENE MANUFACTURING CO. 
NEWARK, N. J. 


**Fortify for Fire Fighting” 
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S quality is always a first considera- 

tion with us we know that the metal 
used in our rivets is absolutely “right” to 
start with. This is also true of the fabri- 
cation of the metal into the finished prod- 
uct. As proof of these statements we in- 
vite a comparative test of the driving and 
setting qualities of our rivets with those 
of other make. 





Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 








TUBULAR RIVET & “STUD 
COMPANY 


BOSTON 
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Announcing— 

















SAVORY 











ORNAMENTAL WALK GATE: 
Fabric and Frames Copper-Bearing steel. Sero. 
top. Hinges and latch furnished. 


LAMM Better Than Ever! 


Fabric, Tubular Frame Work 
Made of Copper-Bearing Steel 











Cyclone Gates are now more durable than 
Tur REPUBLIC METALWARE Co. , ever. They are made throughout of Cop. 
per-Bearing steel — the only all Copper- 

— ™ Bearing steel gates on the market today. 

ANNOUNCES THAT AFTER AUGUST FIRST NINE y 


TEEN HUNDRED AND TWENTY-SIX IT WILL MAR- There are Cyclone Gates for every purpose, 


a complete line that will give your cus- 
KET ITS PRODUCTS UNDER THE NAME OF . 


tomers better service and better satisfac. 
INC. 


tion. Sell Cyclone. 
THE ENTIRE CAPITAL STOCK OF 
SAVORY, INC. 18 OWNED BY 
THE REPUBLIC METALWARE CO. 


The ‘‘Red-Tag”’ 
The Mark of —§ CYCLONE FENCE COMPANY 


uality . 
8 ’ Factories and Offices: 


Waukegan, IIl. Cleveland, Ohio 
Newark, N. J. Fort Worth, Texas 


Pacific Coast Distributors: 
Standard Fence Co., Oakland, Calif. 
Norfliwest Fenee & Wire Works, Portland, Ore. 


lo @ "Re? 109 


Ornamental 
Fence. Gates 






THIS CHANGE WILL BE WELCOMED BY ger 
FRIENDS OF THE REPUBLIC ee = 
WHO HAVE DISTRIBUTED SAVOR PR > 
+ UCTS. IT WILL FIX IN THE MINDS or pen 
CUSTOMERS ONE EASILY REMEMBERED NA! 
FOR HOUSEHOLD UTENSILS, A NAME THAT — 
ICAN WOMEN HAVE ASSOCIATED WITH a 
QUALITY FOR OVER A GENERATION. PLANS 800! 
TO BE ANNOUNCED WILL MAKE THIS NAME STILL 
MORE VALUABLE. 

THE REPUBLIC METALWARE CO., WILL REMAIN 
UNDER THE SAME OWNERSHIP AND MANAGEMENT 
AS HERETOFORE. 

THE BUSINESS IN DISTRIBUTING SHEET METALS 















WILL CONTINUE UNDER THE NAME OF : Or 
Tae REPUBLIC METALWARE Co. o°s's's's's's'ste'ehs Terie rigstatg tN BESS Sere Soiree re. 
| PORORDRODD: | (DERADODADD) ibORDRODODD:-.)) 
ae MPOPt eMartary | UReRAEE RRA 
(| A ‘s sobPee dies COPTER Ted Feat bes Orb ert Pas BN ‘s/ [ANRSRSRSES ‘ 
BUFFALO, N.Y. jf LT TVTVUTVEEEGETEE HUEREETEAOECUOELDATEEEEOREPESRUG. REGGE 
HU AVVETOHEELEERAVE UVEETEESESUEEITUED:REEEHEFUSERRUGU- BEBESSEU HSE 








eee LE EERE } ERFFEETUPREREELEELG WREECEAAU ASHE tI 


Chicageo ‘Mi td nba lei ae an cutee rvitBuRdi ere 
New York x 








DOUBLE-DRIVE GATES 
Fabric and Frames Copper-Bearing steel. 8 to 18 ft. openings. 
furnished with hinges and fittings to hold one-half of gate 
while other half is used as walk gate. 


> 


CYCLONE COPPER-BEARING STEEL ENDURES 
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CORBIN 





Weed Serews 
Drive Serews 
Ceach Screws 
Machine Serews 
Set Serews 

Cap Serews 

Sew Screws 
Theamb Screws 
Hend Rail Screws 


Special Autematice Serew 
Mechine Preducts 


Steve Belts 

Tire Belts 
Agricultural Belts 
Sink Belts 

Hanger Belts 
Machine Serew Nuts 
Steve and Tire Belt Nut» 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nats 

Jeck Chain 
Plamber’s Chain 
Register Chain 
Safety Chain 
Fernace Chain 








7) 
| 
? 


WAY 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


Ladder Chain 
mer Pins The American Hardware Corp., Successor 
Speedometers NEW BRITAIN, CONN. 


Warchouses—New York, Chicage, Philadelphia 
Western Factery—Dayten, Ohio 





<= 








CORBIN 


mid and ; coberua 


TUBULAR — ES 


Se | ( — ‘. ws) 
“i 
ole ( & 
Installed at 1/5 the cost of installing ordi- ee 7 


nary mortised latches. 











Built to give a lifetime of perfect service— 
trouble-proof. 


Surpassingly attractive. Made in a large 
variety of styles and finishes. 


These economies and advantages are ap- 
parent to the progressive builder at a glance 
—a fact that has made Dexter latches the 
most popular latches made—fast selling, 
money making items. 


Write Now for Details 

































































to install, simply 


t tall l 
*Doreiwo”” —-- NATIONAL BRASS CO. bape twe 
holes 1601~9 Madison Ave., Grand Rapids, Mich. 
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Key Cutting Made Profitable 






You Can Cut Any Key in 
Less Than A Minute With A 
Segal Rectifying Key-Cutter 


. A Equipped with the Segal 800 you can 
> , turn out any key, Yale, Sargent, Corbin, 
y/, Russwin, offset keys and even freak keys 
while your customer waits. This kind of 
—_ service yields not only a good profit— 
but the best kind of advertising for your 
store—advertising that will bring more 
profits. This speedy key service will 
attract new customers—not only to buy 

keys, but other things as well. 
The best feature of all, is that any boy 
can operate the Segal, the overhead is 

practically nothing. 
C5 ame ten? : Pa oe Si, Ra Bh, Ry Other hardware dealers are making a 
; x ,) ls ee ~~ - tidy profit. You can do as well. Send 
| , ———— > for details. ~ 







Operates by 
hand wr puwer. 


Booklet on request 


Cuts all makes of flat 
as well as cylinder or 
paracentric keys. 


Philedelphia Boston Cleveland 
Detroit Chicago Los Angeles 








GREASE Cups 
and Oi CUPS 


HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an_ indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete, it consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. | 











REG U S PAT OFP 









Booklet No. L-103 gives full data on the 
complete line. Write for it. : 





No.52 
BOWEN PRODUCTS 
CORPORATION 
Main Office 


AUBURN, NEW YORK 


in F 


No.116 





Branches 
No.118 BOSTON 161 Massachusetts Ave. 
CHICAGO 412 Wrigley Bldg. 
CLEVELAND 7113 Euelid Ave. 
2760 W. Warren ve. 
A Jew KANSAS CITY 1420 ataes 7 
! 983 17th Ave., S. E. 
an of the sietona eae | 
Sift SAN FRANCISCO Monadnock Bidg. 
a J Manufacturers of Empress } 




















No.218 No.54 





different Lubricating Devices 
£ es since 1890 
VP nine 
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MA = 
Quality 
Sprayers 


HERE’S WHY 
GREATER PROFITS ARE MADE 
WITH THE LOWELL LINE 


For more than 25 years the dominant policy of the 
Lowell Specialty Company has been to build the 
finest hand and compressed air sprayers on the 
market and yet sell them at the cost of ordinary 
sprayers. That policy has made Lowell Sprayers 
the fastest selling line of sprayers in existence. 
This is soundly attested to by the fact that the 
Lowell Specialty Company from a standing start 
has become the World’s largest manufacturer of 
hand and compressed air sprayers. 
In the same proportion that the Lowell Specialty 
Company has grown, Lowell dealers have profited. 
Make arrangements now to handle this most 
profitable line of sprayers. See your jobber. 
Write for catalog. 


7th eels: 35 me ot be 
GUARANTEED AGAINST DEFECTS 





Get the Children to ADVERTISE Your Store 


Children are great advertisers because they are 
great talkers. 


_ Sell a child a worthy Toy and every youngster 
in the neighborhood will soon hear where it came 

‘from and how it “goes” and they’ll all want one 
just like it. 


Besides, 


Toys Pay Good Profits 


And unlike some merchandise, good Toys are salable 
every month in the year. 


Obviously different dealers have different ideas about 
how Toys should be sold. 


Harpware Ace is continually presenting such ideas. 
Interesting articles about how Brown or Smith or Jones 
built up a big Toy trade are always welcome in its 
columns and are eagerly read. 


Read Harpware AGeg each week and keep posted on 
what others are doing. 





And when one dealer in a small town can And whi : 
— _ . ile Toy trade may come to him who watts, 
originate a “scheme” that sells $500 worth of Toys the dealer who goes after it will get it first without 
in a single week it simply shews what can be done waiting. 


when one really tries. 


Hardware Age, 239 West 39th Street, New York City 
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[UFKIN TOOLS 


SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 


Position Held by 
[UFATN 


bgp 











a 






Send for THE [UFKIN fpuLe (0. 


SAGINAW, MICH. NEW YORK 


LANDRETH’S KNOWN QUALITY 


Means easy sales and 


Garden and Flower Seeds | Satisfied Customers 
° SHARK BRAND CHISELS 
Mixed Lawn Grass . 


Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 











Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 

raph cartons of | Ib. 4% lb. and 4 lb. and in 
at Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


Mark 


Trade 





Butt Beveled Edge | 
Regular Beveled [Edge 
Socket Chisels 


have been know to the trade for gen- 


erations. 


Zecause of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to 
you. 


1926 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


Sturdy and well made chisels that 
craftsmen and lovers of good tools 
appreciate. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 





good attention to business, Manufactured by 
good service and fair pepeen, E. A. Berg Manufacturing Co., Ltd. 
dl peaemaneas tina ESKILSTUNA, SWEDEN 
Order from y6ur jobber today, or write. 
pases Established Sou8. We carry a full line of Swedish Made Tools and lLlardware. 
D. Landreth SCANDINAVIAN 
Seed Co. WESTERN IMPORTING COMPANY 
: 116 Broad St., Ns Y. 
COLONIAL BOY COPYRIGHTED Bristol, Pa. 509 E. Hennepin Ave. Coristine Bldg. 
Minneapolis, Minn. Montreal, Can. 

















Nail Holding Feature Sells It 


The WOODPECKER Claw Hammer enables a Carpenter 
to hold on to a ladder or scaffold with one hand, reach out 
and set and drive wire nails a foot or more beyond reach 
of his hand. It is easily identified as 


The HAMMER with the Red Stripe 


being painted RED near the head. DROP FORGED from Steel 
of finest quality and guaranteed in every respect. Many buy it 
for Nail Holding feature, alone. Retails at $2.50 in the 16 oz. 
size and $2.60 in the 20 oz. size. Liberal profit. 





bring postpaid an attractive All Metal Display be 
Easel for counter or show case. 


A “Trial Order’ for six or more hammers will x& iN) 














Write for Discounts. CRIA OHIO. V- 
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WASHINGTON 
HOME FURNACE 


The improved air duct increases the heating capacity about thirty 
per cent in our Washington Home Furnace 


Placed above floor, hence saves the cost of digging cellar. 

Produces circulating moist heat for 3 to 6 rooms. Only stove or furnace ever built without name 
plate or advertisement on the outside. (Name is molded on inside of front feed door.) 

Beautiful grained mahogany finish, harmonizes with finest mahogany furniture. (Also in plain finish 
for one-third less.) 

Made in the same plant in which we manufacture 100,000 Washington stoves and ranges annually. 
Can ship promptly as we now manufacture fifty furnaces per day. 

NATIONALLY RECOGNIZED AND ADVERTISED 

car location of water pan. Most beautiful and most expensively constructed furnace now on 
the market. 

Write today for exclusive agency plan, your district may be open. 


GRAY & DUDLEY COMPANY, Nashville Tennessee 
We melt more than 100,000 pounds of southern pig iron per day 


G 0 U LD gy ) GHT ELECTR 
LIGHT ELECTRIC 
ELEVATORS 


These Elevators are quickly and easily installed 
in your building. They are easy to operate and 
give as fine a service as elevators costing many 
times as much. - ; 
They are built in several capacities, ranging from 
1,000 to 3,000 Ibs. 
Kimball makes more light electrics than any other 
one type. These machines have given satisfaction 
wherever electric elevators are used. 

There ie a Kimball Elevator built 


Sor every 
KIMBALL ELEVATOR en toe 






































1117- Minth Se. 














Fig. 1741 
Goulds Automatic Oiling “Pyramid” Pump 


SIV 
——, 
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No Crankcase Oils Itself Sf, ~<\ 
Dilution Oil is fed automatically :// Ae A 
Impossible for Gland to gears and bearings °{|| FLEVATORS 
leakage to enter from the supply in é\\\ ; 
crank case. the crank case. o\\ 


Write for Catalog “M” 


GOULDS PUMPS, Inc. 


Seneca Falls, New York 


Kimball Elevators (ee er 
A Step Ahead--- il 


SRE Os ss RR Rs ORs Rs Rs Rs Rs Rs Rs ORs ORs Rs Os Rs Rs Rs Rs Rs 0 ss Rs Rs Rs Rs Rs RR Ps Rs Rs Os Rs OR Ps Ps Rs 


DEALER AHOY! 


Summertime is boating time. Wander down by any beach. Stroll along the bank of any stream or 
the shore of any lake. The activity of the small boat owners is plainly evident. They’re scraping, scrap- 
ing, scraping or painting, painting, painting. 

The average water-side hardware man is content to sell them merely paint and varnish. Don’t 
let it go at that! They want ropes, anchors, fittings, chain, oars and numerous other items of marine 
hardware. A small stock of such material will prove a profit-maker. Moreover, it’s a line that is per- 
fectly stable. While the average car owner buys a new model every two or three years, the motor- 
boat owner “stands by” his craft much longer. 

They'll soon be “casting off,” these men who go “down to the sea in ships.” Are you helping 
make their vessels “seaworthy”? 


5 OS I ss is Rs Rs Rs OR Rs Rs Rs Rs Rs Rs 0, Rs OS 0 0 0 A Rs Os I RR A 
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FRADE Bemis & Call Wrenches offer more than 
Repeat Order ‘Ba; immediate sale possibilities. Their excel- 
om lent quality and improvements guarantee 


Q U A L ] T Y - a. = satisfactory business of 


They make good in service and make 
friends with their users. Their “friends” 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
—— open-hearth steel with oval front and 
ack. 


We will be glad to send you prices. 


BEMIS & CALL CO. Springfield, Mass., U. S. A. 





AMAT AT 














Display Stand 


f YEC With Easel 


for Window or Counter 


With Orders 
Cau for +a wong 
Ar Kitchen 
—— nanse Ne Too Is 








Vaughan’s new Si- 
lent Salesman is 
the most attractive 
merchandise dis- 

lay stand ever pro- 
ote for Kitchen 
Tools. With Easel 
Back, attractive in 
desi and color 
combinations; 18 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 





ries six kitchen 
Tools and sells 
them. 

This display 
stand is a new 
way to sel] Kitch- 
en Tools. It will 
help cut your sell- 
ing cost, thereby 


te i 
oe cs, wil be | 








leaky hods simply because they have not been 

shown the sensible and better kind. -_ ee tay: White Hi Vantpen- Mate Kitchen Tools, 
This open field of profit is yours for the We make he Kitchen Tools for you, and help you sell 
asking. Write us at once for details. — Vy tle why Vaughan Kitchen Tools will make friends 


The Cleveland Wire Spring Co. eanteendinhiatectaaee 
Cleveland Ohio Vaughan Novelty Manufacturing Co. 
3211-3225 Carroll Avenue , Chicago, Ilineis 














“COLD HANDLE” FRY PANS AND SKILLETS 














LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 
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Sell the Best 
66 99 

yp roe HARDWARE Improved” Guaranteed 

~ For Hard-wear J ersey 

* om —, ne than 48 years 

maintained their lesichiy ane Shoe Lasts and Stands 

© tag shel euperiartty ever aft They are lock bearing and absolutely the best of 

# Tee their kind. 














a —— They have kept pace with the 

G G times, because they have been 
kept up with the times whenever 

improvement was possible. 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 


Your Jobber handles them. 


Send for New Catalog 47. It is a 
big help in ordering. 





Bommer Spring Hinge Company 
BROOKLYN, N. Y. 


Manufacturers 








If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 


Look 

for 

This /N 
Mark S 
Denotes VW 


Quality, 
Durability. 






STAR HEEL PLATE CO. 
Louis Sacks, Inc. 


357-391 Wilson Ave. Newark, N. J. 


























View of the spacious salesroom of Chas. W. Walmer 
Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 
Equipment played an important part. If you are seri- 
ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 20 vey"sti New York City 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 


ea ne ee ee eee 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 


handling hardware. 


Chain Hardware Stores in United States and Canada. 
, 5c, 10c and 25c Stores carrying hardware in United States 


and Canada. 


Department Stores carrying hardware and housefurnish- 


ings in the United States. 


Manufacturers’ Agents in United States, Canada and 


Foreign Countries. 


Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefurnish- 


ings. 


Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there bave been more than 10,000 
additions and corrections, and these all appear in the 
Seventh Edition. 


Hardware Wholesalers find Verified List of great value in 
‘‘checking’’ their retatl prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 
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WHEELBARROWS 





















No. 6A 
Sterling 


Sterling wheelbarrows are a specialized 
product, built strong for hard continu- 
ous service. 

The line includes a barrow for every 
wheelbarrow purpose. Thev are carried 
in factory and warehouse stocks for 
prompt delivery. 


Send for catalog. 


STERLING WHEELBARROW CO. 


Main office and factory 


Milwaukee, Wis. 








*TEGCO”’ 
Cut Glass 
DOOR KNOBS 


Patented May 18, 1926 


These new hand-cut glass 
door knobs are the aristocrats 
of the line. They look differ- 
ent, they are different, than the usual “just ordi- 
nary” knobs. Yet they cost but little more than 
the common ones. 

Made in 214”, 2” and 134”: also small knobs 
to match. 





All knobs are mounted in 
solid cast brass shanks and can 
be had with wrought or cast 
brass roses as desired. 

Write for the name of our 
nearest distributor. 


Manufactured exclusively by: 


TECHNICAL GLASS_ CO. 


Incorporated 
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2050 E. 48th St., Los Angeles, Calif. 
and 114 Church St., New York, Y. 


W _ he uses Warehcuses 
Detroit 
New York Cleveland 



































Morrill 
Products 


When Chas. Morrill invented the 
saw set in 1878, his one idea was 
to turn out the best tool possible 
to make. Today Chas. Morrill, 
Inc., is a nationally known institu- 
tion and the same principle is the 
keynote of the business. Every 
MORRILL teol is first-class, scien- 
tifically designed and warranted— 
the kind that is easy to sell, that 
stays sold because it gives satis- 
faction, that builds confidence in 
the merchant and that brings in 


Poultry 


—* at : 7p 
| Katte | ° 
: oe Te | Ne no 
SSS — i  e fa aU : tti ‘on 


=m. i) 


Superior Poultry 
gp it FAS Netting is woven with 
Re did, 2 true mesh and straight 
~ S eres oN, selvage. Its construc- 
Sate Lo) iy: tion eliminates bulging 
sft and bagging. Any bale 
rolled out on your floor 
will run straight to the 
end like a rug. Its 
bright galvanized finish 
not only gives it great 
endurance, but makes it 
attractive in appear- 
ance as well. 
Superior P oultry 
Netting is made in all 
standard meshes from 


MORRILL 





34” to 2” and in widths business. 
" ” w” / 17 
12 ‘ 18 , 24 4 30”, 36 ’ NAIL PULLER SAW SETS BENCH STOP 
42”, 48”, 60” and ral People who have used The No. 1 is the choice <A necessity in every 
the MORRILL nail of experts the country wood-working shop. 
puller tell us it cuts over. The ‘“‘Special’’ Holds wood in posi- 
¢. F. WRIGHT their work in two. enables anyone to set tion while being 
Will hold up under a saw hand accurately. worked. Adjustable. 


the most severeusage. There is a MORRILL Lasts for years. 
Cannot injure the saw set for every type 
a apg og of saw. ALSO the liquid soap 
of order. Pulls nails ,, ; ‘ dispensers, lead seal 
5 for Timber and Board Punches. 
Saws. 


STEEL & Wire Co. 


Worcester, Mass. 


The name MORRILL is a@ guarantee of highest quality. 


CHAS. MORRILL, Inc. 


102 Lafayette St. New York 
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Keeps Hands Out of Filthy Soapy Water 


Has a record for fast selling and 
substantial profit. 
wears any mop made. 


SQUEEZ EZY MOP 


Outsells and out- 
Wrings by a 
twist of the hand. Best 
materials handsomely fin- 
ished. Prices on request. 
This Display Rack 
Boosts Sales 75% 
A real merchandising help. 
Keeps goods off the shelf. 
Easily knocked down and put 


up. Ask for our _ special 
“Outfit” proposition. 
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Squeez-Ezy Mop 
New Orleans, La. 


-» Inc. 











1: 
‘Loo 


t 
4 
z 


a 












cated Display 


This Metal 
Counter Cabinet 


finished in brown with 
gold lettering, contains 


40-10c pkts. 
Moore Push-Pins 


(Glass Headse—Steel Points) 
and 110-10c pkts. 
Moore Push-less Hangers 
(Scientifically Constructed for Strength) 
Advertised for 26 years 
Used in “Nearly Every Home” 


List $15 Dealers $10 
pteore | fae Pin Co. 


Junction), 
Philadelphia, Pa. 

Send for illustrated folder. 
Price List and discounts. 



























Bluebirds Are Increasing 


in Popularity 






Bluebird sales for 1926 are way 
beyond last year. <A_ record 
made by maintaining a high 
standard of quality at a low 
price. Have you ordered your 
Fall stock from your jobber? 


van Biuebtrd Indoor Clothes Line and 


Reel is a quick seller with a good 
margin of profit. 


Manufactured by 


Patent Novelty Co., Inc. 
Fulton, IIl. 











REVOLVING 





CABINETS 


Hardware stores, dealers in 


auto and 

owners these , 
They prevent mixing of bolts 
or screws. 


Large capacity. Small space.. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 
American Bolt & 
Screw Case 
Dayton, 








Ohio 


























YOUR BEST BET: 
“ALWAYS RELIABLE” 





COVERED UY SEVERAL 
PATEN 


No. 83 Qt. No. 84 Pt 
For Gasoline 
FULLY GUARANTEED. 


TORCHES and 
FURNACES 


They have been on the market fer just 
50 years. During that time they have 
built up a wonderful reputation on quai- 
ity and merits. 

You should stock them and increase your 
sales. 


Jobbers supply at factory prices. 


OTTO BERNZ CO. INC. 
Newark, N. J. 


Offices in New York City, 
Mom., San Francisco, 


orth, Denver, Helena 
Los Angeles, Seattle, "ane St. Themas, Ont. 












































Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 





business. 


The story of this dealer’s success is typical of the practical help which HARDWARE 


AGE is giving its readers. 


A regular reading of the editorial and advertising pages of HARDWaRE AGE will 
give you a background of selling knowledge which will contribute substantially 


to increasing your profits. 


Hardware Age, 239 West 39th Street, New York City 
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FORSTNER 
Labor Saving 
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MOSSBERG 
““Han-D-Set” Socket Set 





AUGER BIT 





A Socket Set Priced for All 
Stamped with The MOSSBERG Name 


The sale of Han-D-Set No. 83 has 
proven the demand for a socket set 
priced for all, stamped with the 
MOSSBERG name. 


The Forstner Accor Bit, un- 
like other bits, is guided by its 
circular rim instead of its center 
consequently it will bore any arc of 

a circle, and can be 
direction regardless of ; ; ; 
ae 6 oe It holds six special analysis steel 


the place of a l, fouse, scroll-saw, or . 
lathe tool pM. or core boxes, fine sockets and an offset handle in an all 
steel holder. Sockets are Hex: 7/16, 


and oe patterns, veneers, screen work, 
scroll twist columns, newels, 
4, 9/16, 54, 11/16 and % inches. 


ribbon elles ‘cal mortising. 


Send for Catalogue. 


| [The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


FRANK MOSSBERG CORP. 
Lamb St., Attleboro, Mass. 

















was rs ae - oe 


PRORTIER'S | 


BOLT CLIPPERS gp 
Swine Ciirrens Ga) 


- Labor Shania : 
an Ag a GARAGE 
y A a 


by 
we oo . 

























72% Greater Holding 
Power Than Wire Nails. 
Won't Split the Wood. 
Heads Stay on. 

Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Nails, Rico Hard 
Floor Naitle, Large Head Out Foundry, 
Headless Out Foundry. Black and = 
venised Out Shingle, Out COlineh 
Hinge Neaile. 


READ 
CUT NAILS 
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ALSO 
NUT SPLITTERS—CHAIN CUTTERS 
RIVET SQUEEZERS—BENCH CUTTERS 


Sold thru Jobbers Everywhere 
H. K. PORTER, INC. EVERETT, MASS. 
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1H#€ STEWART IRON WORKS (SCO, 


CINCINNATI. “OHIO 


225 Stewart BLocK 


WINSLOW:S 
wiates Cs 


The Samuel Winslew Skate Mig. Company 
Werecester, Mass. 
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“I Make the best Hammer” 
dD, Maydole, 1843 





Maydole Hammers among Carpente ers, 
fact that we've 


founder of this 


The popularity of 
1 Mechanics aieete the 
e standard set by the 
KO yeara ago 





THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 











HACK “J LENOX” saws 
QUALITY Cs ae SERVICE 


OISTINCTION 
“The Fools in Lhe Praid Bow” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - GAND SAWS =- SCREW ORIVERS ~ GLASS CUTTERS 








UNIFORMITY 











CATALOG of TOOLS 


and Supplies for Stone Working 


Just off the press 
irec on request, send for if today 


TROW & HOLDEN CO. 


Rarre, Vermont 


AXES and SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 








J. L. THOMPSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 








Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. 





Bridgeport, Conn. 











SEYMOUR SMITH PRUNING SHEARS 


A Full and Oomplete 
Line of Pruning Shears 
and Tree Pruners. 





Vineyard Pattern 


Manufactured hy 
SEYMOUR SMITH & SON 2 “Oakville, i; 
Bales Representatives: John H. Graham a Co., Chambers 8t ow York. 








DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 


Domes of Silence Division, 
HENRY W. PEABODY & CO. 











17 State Street New York City 





Confidence in lfampion, Brand 


Tungsten rr shown by 20,000 re- 
tailers and jobbers who sell them. 


Censolidated Electric 
La Co. 


mp 
DanVers, Mass. 


“*Lieensed under the General Electric 








Company's Ineandescent Lamp Patents.”’ 









Robertson “Horse Shoe” Magnet Hammers 
in position for driv- 


= 
Awarded the Silver Medal Ee 


(the highest offered) at the Panama-Pacific Exposition. 


Dna design trade marks registered U. &. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 


Permanent magnet which holds 
the tack 

















Paint, 

Like 
Advertising, 
Works | 
Wonders 


medium. 








MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 


What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: 
property as well as improve its appearance. 


Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 
consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 


To save 


That medium is the “Monthly Paint Section” of Hard- 
ware Age. 
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THE ADVERTISERS | INDEX is published as a convenience and not as 8 part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert 
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> - = Lalance & Grosiean Mfg. Ca.......... +d ace : ; - 
ne Mago ~ Aneta yaaa .- Lamson & Goodnow Mfg. Co............. 71 et ee: £ le adh Salyer tae - 
ean ogg og gla del en : Landreth Seed Ce., D............... 00008 111 — 2 EO Ov resoesssrwees me 
ee. 3 —_, ERE ae ae Peay i Lindemann ae A ev cctncécberesbveras 92 
Cla no & pean Need ‘Mh : C% dedhex + Lowell Specialty Co. Pr rs Pere ee 110 
Cleveland Wire ~ ‘ai “ Docserccseres 113 Ludiow-Saylor Wire C be eiad. wie h oO Rao 104 ¥ 
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Milwaukee Corrugating Co................ 122 
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Classified Opportunities 





an) 





e 
) Use the “Classified 
Classified Advertising Rates 
Opportunity Exchange Section 


7 - sacsrees 


) Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


BOXED DISPLAY RATES 
wrrrrrerTrTrT 
Each additional inch...... 


. Positions Wanted Advertisements . 
a 50% off the above rates 


Address your advertisements and replies te 
Hardware Age, Classified @Opper- 








Set Solid, Minimum of 5 lines... .$3.00 
Each additional line........... -60 
All Capitals, Minimum of 5 lines.. 4. 
Each additional one line....... .80 
Average 10 words to a line 
Allow One Line for Keyed Address 








| B 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% 


Forms close Ten Days F - te date of 
Remittance Must Accompany Order publica 
< 


tunities, 239 West 30th St., New 
York City 


Hargpwars Ace is lished each 

















BUSINESS OPPORTUNITIES 





HELP WANTED 











M. M. GODSCHALK 


STORE ENGINEER 


Systems Installed Samples Mounted 


9070—206 St., Bellaire, L. I1—Phone Hollis 0725 














FOR SALE—HARDWARE AND SPORTING GOODS STORE—stock 
and fixtures will invoice about $5,000. Located in the heart of the 
Ozarks. A clean stock with a growing business. Good reason for selling. 
This is an ideal location for a man with a small capital who wants a 
paying business of his own. If interested write, MORRIS HARDWARE 
CO., Branson, Mo. 


———— 


FOR SALE—Two buildings, the largest modern hardware, auto sup- 
plies, etc., store in North Philadelphia, having two fronts on busy streets, 
doing a very good business which can be increased threefold. Modern 
fixtures, good living quarters, all latest improvements. Good reason for 
selling. Priced for quick sale, $70,000.00. Address Box H-174, care of 
Harpware Ace, New York. 








FOR SALE-—Going hardware and implement business in the best farm- 
ing section of Southeast Missouri. Can give long lease on store and ware- 
houses. Will take about $10,000.00 to handle. Clean stock. This busi- 
ness will bear closest investigation. Reasons for selling, other interests. 
Address Box H-169, care of Harpware Ace, New York. 
FOR SALF—Patterns, Specifications, Instructions for manufacturing 
ventilators. Get into the ventilator business; make extra profits manu- 
facturing ventilators in your tin shop. No experience or special machinery 
necessary; can be made in any tin shop. Also full line ventilators: 


dealers write for prices). KENYON PATTERN WORKS, Kenyon, Minn. 














FOR SALE—STOCK, FIXTURES and property. Stock consists of 
general hardware and farm implements; will inventory around twelve thou- 
sand dollars. Good reason for selling. If interested write or call on 


R. W. BLAKLEY, Sarver, Pa. 


_ FOR SAIE—Thoroughly equipped modern hardware store. Location 
in town of over 3,000 finest possible anywhere. Stock will invoice $12,000. 
tg kg for selling. Address Box H-178, care of Harpware Aor, 

Cw ork. 











FOR SALE—An old established, paying hardware business in Colorado 
Springs, Colorado. Good, clean stock, best location and long lease. Stock 
and fixtures will inventory about $23,000.00. Reason for selling, ill health. 
Address Box H-181, care of Harpware Acre, New York. 





FOR SALE—Well established hardware and housefurnishing store in 
one of the fastest growing towns in Westchester County. Wonderful 
eee price $35,000. Part cash. Terms arranged. Address Box 
H-179, care of Harpware Ace, New York. 

WANTED—Hardware Store in town of 5,000-10,000, located in South- 
ern New England or New York; inventory $10,000-$15,000. Must be es- 
tablished and going proposition. Address Box H-188, care of HARDWARE 
Act, New York. 














Paint and Hardware Store. Good opportunity for inter- 
st location. Prompt action necessary. No agents or 
Address Box H-190, care of Harpware Acre, New York. 


cS We 
Ad- 


FOR SALE 
ested party; 
auctioneers. 

FOR LEASE—Store occupied for thirty years by the late 
Palmer Hardware Co., Palmer House Block, met Hn 4 New York. 
dress H. D. McINTOSH, Herkimer, New York. 








HARDWARE STORES—Looking for an established store in a good 
location? See us! We have large list to select from. HARDWARE 
SERVICE CoO., 5 Beekman St., Room 312, Cortlandt 5268. 





FOR SALE—Hardware business in growing town, 28 miles from New 
ae Price $8,000. Address Box H-197, care of Harpware Acre, New 
ork. 


| HIGHLY REPUTABLE, LONG ESTABLISHED PAINT AND 
VARNISH MANUFACTURER, ENJOYING WIDESPREAD, 
NATIONAL DISTRIBUTION, WILL CONSIDER APPLICA- 
TIONS FOR SEVERAL TERRITORIAL SALES POSITIONS. 
PAINT SALES EXPERIENCE NOT ESSENTIAL, BUT PRE: 
FERRED. RETAIL STORE SALES EXPERIENCE FAVOR- 
ABLY CONSIDERED. POSITIONS PERMANENT AND AT- 
TRACTIVELY REMUNERATIVE. STATE AGE, NATION- 
ALITY AND PROVIDE FULLEST INFORMATION POS- #)} 
SIBLE IN FIRST LETTER. ALL COMMUNICATIONS 

TREATED STRICTLY CONFIDENTIALLY. ADDRESS BOX 
\§ H-196, CARE OF HARDWARE AGE, NEW YORK. 
_— | 
— 














WANTED—High grade salesman free for extensive travel and quick 
transfers to sell patented line of safety set screws and hollow head cap 
screws. Must have experience in retail or wholesale mill supply trade 
and equipped with practical knowledge of application of set screws and 
cap screws to machinery and tools. Highest character references required. 
Young man preferred. Necessary to prove real creative and constructive 
sales ability to secure one of these unusual opportunities. Write describ- 
ing experience and other qualifications and certifying eagerness for a 
traveling job. Address Box H-195, care of HArpware Ace, New York. 





WANTED—Executive manager, retail and wholesale hardware, 35 to 45 
years of age, with experience and ability in management and financing; 
must be able to invest in stock of concern; location Middle West. State 
age, experience, references and salary expected. Address Box H-194, care 
of Harpware AcE, New York. 


SALESMEN ealling on the retail hardware trade to sell steel rules on a 
commission basis. Excellent sellers. High quality, attractive prices. 
Salesmen will be given exclusive territories. Write giving present terri- 
tory and at what intervals covered, to Box H-192, care of HArpWArE AGz, 


New York. 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territorv fully in first letter. Address 
Box G-852, care of Harpware Act, New York. 

















~ WANTED-—Salesmen caltiag oa Retail Hardware Trade to sell our 
line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 
Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 


corner First and Front, Grand Rapids, Mich. 





~ HARDWARE MAN WANTED to keep price books up and price all 


charge slips in wholesale and retail store in Southeastern State. Address 
Box H-180, care of Harpware Ace, New York. 





SALESMAN for complete line Paint Brushes, part or full time; liberal 
commissions. Outline territory covered in first letter. Address Box 
H-187, care of Harpware Ace, New York. 


WANTED—Experienced young salesman, builders’ hardware, for Orient. 
Address Box H-172, care of Harpware Ace, New York. 








POSITIONS WANTED 





DISPLAY MAN OF EXPERIENCE AND ability desires permanent 
connection. Successful record. Experience as buyer in Toys and Luggage. 
Can qualify to trim windows, assist on floor, sell, supervise help and do 
detail work in general hardware, auto accessories and sporting goods. 
Address Box H-171, care of Harpware Ace, New York. 





SALESMAN—With good reason for making change, desires connection 
with reliable manufacturer selling the hardware trade regular lines or spe- 
cialties: acquainted with big buyers and syndicates. Can offer more than 
salesmanship to good concern. Age 38, have good sales record and refer- 
ences. Address Box H-193, care of HArnware Ace, New York. 


HARDWARE MAN, 33 years old, with twelve years’ experience in all 
branches of retailing, also have had road experience with one of the 
leading jobbers, wants connection with a retail store, with a future; best 
of references. Address Box H-189, care of Harnware Ace, New York. 








EXPERIENCED HARDWARE MAN, with executive ability, capable 
of managing sales, purchasing, etc., desires a connection with a manu- 
facturer or jobber. Can furnish highest class of reference. Address Box 





H-168, care of Harnware Acz, New York. 
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SALES ACCOUNTS WANTED 


Agencies Wanted 


Manufacturers’ Agency calling on all the 
hardware and general stores in Canada 
from coast to coast with their own repre- 
sentatives wishes to secure additional 
lines of kitchenware, hardware or hard- 
ware specialties. Best of references. 
Apply Box H-132, care of HARDWARE 
AGE, New York. 




















_ MANUFACTURERS’ REPRESENTATIVE—Salesman now represent- 
ing two manufacturers of entirely non-competing lines would represent 
additional manufacturer of hardware specialties, small tools, kitchen or 
household hardware, etc., in Metropolitan New York territory. Manu- 
facturer interested in Syndicate stores (5 cents to $1.00), Catalogue and 
Mail Order business especially solicited. Fine opportunity for Western 
manufacturer. Commission basis. Address Box H-185, care of HARDWARE 
AcE, New York. 


Competent experienced hardware salesman wants reputable lines for 
sale on commission basis in the following territory: New England States, 
New York (including, if possible, Greater New York and Metropolitan 
District), Eastern Pennsylvania, New Jersey, Delaware, Maryland, District 
of Columbia. Address Box H-184, care of HArpware AGE, New York. 











MANUFACTURERS’ AGENT covering Eastern Pennsylvania, North- 


ern New Jersey, Delaware, Marvland and District of Columbia can handle 





SALES REPRESENTATIVES WANTED 








WANTED—By manufacturer of staple household articles, live 
salesmen well acquainted with Hardware and Woodenware Jobbers 
and Retailers, Department Stores and Kitchen Furnishing Stores 
in territories Western Massachusetts, Connecticut, Maine, New 
Hampshire, Vermont, Pennsylvania. State full territory covered. 
Commission basis. Address Box H-186, care of HARDWARE AGE. 














SALESMEN calling on Jobbers, Department Stores and Housefurnish- 
ng trade; big selling aluminum household specialty. Liberal commission. 


State experience, lines handled and territory covered. We only want those 
a good one. 


who can “make good.” For those our proposition is 
cn H. KLEIN SPECIALTY CO., 401 St. Paul’s Ave., Jersey 
City, N. J. 





MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good.”” For such our proposition is an excellent one. Address “S. H.,” 
care of HArpwArE AGE, New York. 


MANUFACTURER OF ATTRACTIVE ASSORTMENTS of men’s 
wallets and pocket books desires salesmen on commission basis in all 
sections. PATTERSON, P. O. Box 130, Baltimore, Md. 


The Ideal Salesman— 
Have You Found Him? 


The Classified Opportunities Section of Hardware Age 
is read by salesmen all over the coun ; 

The man you want will soon get in touch with you 
through a small advertisement in this section. 








= ———— 


























another good line to wholesale and large hardware and mill supply trade. Try it! 
Good following. Address Box H-144, care of HarpwAre AcE, New York. 
YERDON CAST 
BRASS HOSE BANDS al Wy 


give JUST THE SERVICE you want Hose 
Bands for on All Hose Connections. A trial 
will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 








A 








% * FRUIT PRESSES 
Mor juice GRAPE CRUSHERS 
CIDER MILLS 
Money-Makers for You. Write Today 
For Catalog and Prices 
PHELPS, N. Y. 





Box 227 








CROWN MFG. CO. 











ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 


ENERGY ELEVATOR CO. 
211 New Street, Philadelphia 





The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 

















American Can 





AMERICAN CAN COMPANY 














LUMBER CRAYONS 


STANDARD CRAYON CO. 


Danvers, Mass. 








Q. Lindemann & Co. 


a 


Established 1863 
35-37 Wooster Street, New York 
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REPEAT B 





nlm oop jobs are repeaters. Repeat business 
Pon ee is good business. Good, i 
eatbaa) kr So it pays to specialize on Milcor Prod- 


ucts made from Armco Ingot Iron. 


Your customer is willing to pay you a fair price 
when you give him this sort of super-quality 
work. He appreciates the fact that even though 
you may charge him more than for ordinary 
work, he is getting more than his money's 
worth when you offer him the dual advan- 
tages of Milcor and Armco Ingot Iron. 


oA 
et 


These are accepted as the best sheet metal 
products obtainable. In addition to this, you 
are assured of immediate service from the 
Milcor Plants at Milwaukee, Chicago, Kansas 
City or La Crosse, or from leading jobbers. 






7 os a . sh ; A . 
PENN alt ON MG PE AEE We are prepared to serve you speedily, on 
tn fie Ve ees 
b Teas A\ ~\  Arwco Ingot Iron Sheets or the manufac- 

eae | F wR y 







- | tured products. That service will 
\ help you, too, in landing more 
“Repeat Business”. 














Is Yoursa 
Milcor 


ARMCO 
Ingot Iron Shop? 









Thousands of high class Sheet Metal Shops are now oper- 
ating under the ARMCO Ingot Iron SHOP PLAN. Mil- 
cor Dealers who enroll receive exceptionally valuable aid 
in advertising and merchandising. This Plan, plus aggres- 
sive cooperation on your part, is certain to produce more 
business for you. Write for complete ren No charge 
for enrollment, providing you agree to sell Milcor Prod- 
ucts made from ARMCO Ingot Iron wherever you fin 

the opportunity. 


MILWAUKEE CORRUGATING CO., Milwaukee, Wis. 


Chicago, Ill. Kansas City, Mo. La Crosse, Wis 























All Milcor Products, including Metal Lath, are now avail- 
able in the famous rust resisting ARMCO Ingot Iron. 
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Every coil chain sale means a bigger profit 
than ever if the hardware dealer sells from 


the Hodell Chain Rack. Read the letter 
above. It tells you why. 


Hodell coil chain has always been a 
profitable staple throughout the country. 
Building trades, farms, homes—all require 
coil chain. Practically all homes have 
swings or hammocks—virtually all building 
trades need chain. There’s a dozen uses 
for coil chain on every farm, especially for 
repair work. 


Now, here’s a better way to sell chain. 
The Hodell Chain Rack comes with your 
order if you say so. It costs you nothing. 
It sells chain for you by suggesting uses. 
It reminds folks to buy. And they do buy. 


Sell more coil chain now during the best 
season of all. Order your stock and your 
rack through your jobber. (If your jobber 
is out of racks, a postcard to the factory 
will bring yours postpaid.) 


‘tS SVAN PROVUCSS SO 


Established 1886 Cleveland, Ohio 


@);0 





Coil Chain & Specialties 
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The Loew Hardware 
Downtown — 
Cleveland, Ohio 





The Hodell Chain Rack 
comes complete with hook 
for pending Or can be 
quickly adjusted to set 
on floor or counter. Dis- 
plays chain and shows 
uses. Makes chain easy 
to sell and easy to han- 
dle. Get one for your 
store now—it's free. And 
ask for the Hodell Chain 
Chart—it helps sell chain 
for you. 
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A HODELL CHAIN 
)} FOR EVERY PURPOSE 













PUMP CHAIN 
Furnished in two. sizes, 
os. 5 and 6. Hot gal- 
vanized., 








DOG CHAINS AND 


LEADS 
Nos. 10, 11, and 12 as- 
sortments with 12 chains 
on ? lithographed display 





SASH CHAIN 
Proper sizes in correct 
finishes for all weights of 
double hung sash. 





HALTER CHAINS 
Hodell, Bulldog, and Sam- 
son patterns, in’ 44, and 
6 ft. lengths. 


AGRICULTURAL 
IMPLEMENTS 


Hodell Chain sold in cor- 
rect sizes to repair Ag- 
ricultural Implements. 
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®% ALL STEEL 
~% ROLLER BRAKE 
% BALLOON TIRES 
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| SHAPLEIGH HARDWARE CO. 


N 4L DISTRIBUTOR 
. ESTABLISHED 1843 


DIAMOND EDGE 
CUTLERY 
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3 ST LOUIS, «=: U.S.A. 
: DIAMOND FDGE IS A QUALITY PLEDGE — 
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eserve Power 


New and hnproved | 


ESHMA 
ras FRPIECS | 


WORLD'S GREATEST RADIO 


The Freshman Masterpiece line is most 
complete. There is a model for every 
home—distinctive types of the world’s 
most beautiful radio receivers. They rep- 
resent a vatied group from which the 
tastes of even the most discriminating 
home-lover can surely be satisfied. 





ALL METAL 


ee SHIELDED 
INE 0 G ANY FRONT AND SUB-PANEL 
GEN 4 AH C-BATTERY connections 
and wiring for NEW UX-112 
&, 20 RADIOTRON POWER TUBE 
Built-in loud speaker of great 
volume and superb tone 


SOnD TO AUTHORIZED FRESHMAN DEALERS ONL) 
CHAS. FRESHMAN CO., Inc. 2626 'W. Washington Blvd. Chicago 














Ayu Plan 


To Sell Hedlite Heaters 











De Luxe Hotpoint 
Hedlite Heater. 
14-in. Bowl. Retail 
price, $8.50 








Warmth 
bra Atty Room 





Edison Hedlite Heater Popular price Hotpoint 

for campaigns. Retail Hedlite Heater, 11-in. 

Price, $5.00 Bowl. Retail price, 
$5.75 


—- can profit from the Hotpoint complete plan to sell Hedlite 
Heaters. Ninety per cent of the wired homes in YOUR com- 
munity are without Hedlite Heaters and with the aid of our plan 
you can increase your sales this year. 


These prospects will read Hotpoint National Advertising in the 
leading magazines. There will be a full page in color in the Sep- 
tember 18 Saturday Evening Post and also advertisements in the 
October issues of Ladies’ Home Journal, Woman’s Home Compan- 
ion and Good Housekeeping. In addition other Hotpoint advertise- 
ments later in the season will feature Hedlite Heaters. 


Hotpoint Hedlite Heaters are fast selling. They make big profits 
for the dealer. Plan now to get your share by sending for the Hot- 
point Plan. It will show how to cash in on this national publicity 
in your town. Write at once to your Hotpoint representative. 


EDISON ELECTRIC APPLIANCE CO., Inc. 


5610 West Taylor St., Chicago + Factories: Chicago, Ill., and Ontario, Calif. 
New York + Boston: Atlanta+ Cleveland + St. Louis: Salt Lake City 
Seattle + Portland + Los Angeles * San Francisco 
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“ Sales resistance is lessened” 


IN LOUISVILLE, Ky., The H. C. Tafel Co. has exclusively and find we are more successful in 
been selling “everything electrical” for 32 handling it. We always make good use of sales 
years. Out of that long experience has come helps furnished by your company, such as win- 
this conclusion: “We find in handling adver- dow displays, streamers and counter cards. In 





tised brands the sales resis- this’ way we identify our- 
tance is lessened and the sales Tuesday night means Eveready Hour selves as Eveready dealers 
increased. For quite a num- | —8 P. M., Eastern Standard Time, | and get the full benefit of 
ber of years,” writes Mr. through the following stations: your national advertising.” 
W. A. Link, president, “we Scie . teamed “veready Radio Batteries 
have handled Eveready poe tel te so are profitable items for every 
Flashlights and Eveready wri-Philadelphia ___ woc-Davenport electrical shop. Order from 
Columbia Dry Batteries. On wear-Pittsburgh = “St. Poul your jobber. 

several occasions we have cae Manufactured and guaranteed by 











NATIONAL CARBON COMPANY, Inc. 


handled other lines, but have 
New York San Francisco 


always come back to the 
Eveready line and we are 
now handling Evereadys 


At.anta Chicago Kansas (ity 





Canadian National Carbon Co., Limited 
Toronto, Ontario 


Radio Batteries 


-they last longer 
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A 
Model 48*— 6-tube, shield- 


ed, single control receiver, 
with battery cable, and 
wired for use with new 
powertube. Modified 
straight line frequency con- 
densers. Pressed steel 
chassis, ““A”’ battery volt- 
meter indicates filament 
voltage. Two-tone finish 
front panel. Etched wave- 
length drum visible 
through window. List 
price $125.00. 


(In circle above) 


Model C-40— Console with 
built in horn and space for 
batteries. Available for 
Models 30 and 40, walnut 
finish. List price, less set 
(and loud speaker unit) 
$70.00, 





Model 16—“B” and ““C” power unit. 
Operates with double wave rectifier 
tube and voltage regulator tubes. Safety 
switch automatically cuts off voltage 
when door to binding post terminal 
board is open. Can be used with sets 
operating with power tube. Operates 
on 110 volts 60 cycle A. C. List price, 
less tubes, $45.00. ~ 








Model 14—Full floating cone 
loud speaker. Improved arma- 
ture system. Reproduces both 
low and high frequencies. 
Built under a new principle 
protected by Freed-Eisemann 
en pending. List price 








A New, Complete, Revolutionary Line That Gives 


WHAT THE PUBLIC WANTS 


and 


WHAT THE DEALER WANTS 
































EISEMANN 


A New, Complete Line 


The new Freed-Eisemann line is revolutionary 
in design, amazing in performance and distinc- 
tive in appearance. Its completeness offers you 
the means to satisfy all radio demands! Each 
Freed-Eisemann Radio Receiver establishes 
new price standards in its class. Prices from 


$60 to $650 


Liberal Discounts 


We are continuing our policy of generous 
dealer discounts. The Freed-Eisemann fran- 
chised dealer will have the advantage of being 
able to concentrate his efforts safely on this 
one line, thereby avoiding the losses that come 
from spreading sales over several lines. 


Prestige 
The Freed-Eisemann name is widely recog- 








nized as one of the greatest in radio. Our strong 
financial position and the continuation of our 
sound policies together with the advanced 
Freed-Eisemann apparatus, make the value of 
our franchise even greater than before. 


Tremendous Advertising 


The Freed-Eisemann line will be powerfully 
advertised in 24 leading magazines which will 
reach over 15,000,000 families a month. In 
addition there will be a strong newspaper 
campaign in leading cities. 


Dealer Cooperation 


The Freed-Eisemann distributor in your terri- 
tory will heartily cooperate in furthering the 
success of his franchise dealers. In addition, 
Freed-Eisemann offers a generous and helpful 
array of all types of selling helps. 


A franchise may be available in your territory. 
Communicate with us or with our distributor at once. 


FREED-EISEMANN RADIO CORPORATION 
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Liberty Ave. and Junius St., Brooklyn, N. Y- 


patents. 











*Licensed and manufactur. d under a group of Latour 


tLicensed by Independent Radio Mfrs., Inc. under 
Hazelton Pats. Nos. 1450080, 1489228, 1533858. 


Prices slightly higher in Canada and west of the Rockies 


Sales are Breaking All 


Controls 
and Directs 
Light 











Desi 


Greatest Illuminating Achievement in Years 


Get the GuthLite profits in your ter- 
ritory ! Sales are breaking all records. 
It’s the fastest-selling commercial 
lighting unit you’ve ever seen. Totally 
enclosed. Wonderful new features. 
Big opportunity for dealers! 


Solves the problem of controlling 
and directing light! Adjustable re- 
flector controls direction of light 
vertically and horizontally. 


Portion of globe extends above re- 
flector, providing shadowless ceiling 
illumination. 

GuthLite gives maximum illumina- 
tion on the working plane. Extremely 


wide light distribution. Glareless, 
softly diffused light. Low brightness 
at the source. 


Beauty and efficiency are here com- 
bined. Canopy, hanger and orna-, 
mental metal band finished in An- 
tique Bronze. Reflector is White 
Porcelain Enamel with Ivory band. 


Plain and ornamental types. Packed 
in individual cartons. Complete. 
Ready to install. Remarkably low 
prices! Write for Exclusive Sales 
Proposition, special distributors’ 
terms, and folder illustrating the 
various styles, 


Records. 


and made 
by the inventors of 
BRASCOLITE 








Prices and Sizes: 








Plain Ref. Plain Ref. Orn. Band Orn. Band 
Plain Glass Dec. Glass Dec. Glass Plain Glass 
Watts Skt. Ref. Size No. Price No. Price No. Price No. Price 


75 to 150 Med. 1244 83%"x4" B2820$ 5.90 B2823$ 6.45 B2826$ 8.10 B2829$ 7.55 
200 Med. 17” 11354" x5” B2821 8.35 B2824 8.90 B2827 11.10 B2830 10.55 
300 to 500 Mog. 21° 14%"x6" B2822 11.65 B2825 12.80 B2828 15.60 B2831 14.45 


Brascolite 








(1) Adjustable white porcelain enam- 
eled reflector controls direction of 
light vertically and horizontally. 
Wide light distribution. Uniform 
intensity on the working plane. 

(2) Adequate, shadowless illumination 

of the ceiling by portion of globe 
which extends above the reflector. 
Light reflected to the ceiling as well 
as to the useful plane. 

(3) Ceiling light increased or dimin- 

ished by raising or lowering re- 
flector. ' ww 


(4) Low brightness at the source. No. 


spots of high intensity. No glare. 

(5) Lamp filament positioned so that 
most of the light rays are diffused 
through neck of globe toward re- 
flector, which directs them to the 
working plane over a wide area. 

(6) Adaptable for installation to any 
type of electric outlet or ceiling 
construction. 

(7) Glass globe scientifically designed 
to produce efficient total output 
and low brightness at the visible 
part of the globe. 

(8) Easily and quickly installed. Open- 
link hanger, so that additional 
chain can be added if desired. 

(9) Self-adjusting spring globe holder 
permits expansion of glass, pre- 
venting rattling or breakage. 


(10) Globe quickly applied or released 


for cleaning or re-lamping. 
Cleaned in a minute. 





eEDWwIn EF. Gurm COMPANY a 


DESIGNERS - ENGINEERS - MANUFACTURERS 





Lighting Equipment 
Sr. Louris, U.S.A. 
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The UTAH Book 
Sensation of 1926 








§$ > 














ceeeeeeeeemmeeemmnene 


Reg. U. S. 
Pat. Off. 


Try a UTAH Book. If it does not pro- 
duce clearer reception than any other 
speaker using same kind of con- 
struction in diaphragm, regardless of $10 
price, return it and your money will UTAH 
be cheerfully refunded. Brings out SUPERFLEX 
all low tones as well as high tones. 
Stands strongest amplification with- ° 
out blasting or distortion.“ 





UTAH RADIO PRODUCTS C0. 
1421 S. Michigan Ave. Chicago, Ill. 
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Trade MarkRegistered 
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UTAH JUNIOR 


11 inch horn 


$12.50 
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ie SEA PLANE 





With a swish of spray the sea plane skims 
along the surface of the water; neither in the 
water nor out of it, but at the very surface— 
the point of least resistance. 


The Floto-Plane, an exclusive feature of the 
Voss Washer, is based on this same principle 
of buoyancy—action at the surface of the water. 
It is the most astonishing advance in washing 
machine design in years. . 


The Floto-Plane has made the Voss Washer 
famous as a fast safe washing machine. The 
low price places Voss Washers within the fi- 
nancial reach of people who need, Washing 
Machines. That's why we are sho ga 25% 
increase in sales over the largest year we have 





— All new dealers enjoy the 

same merchandising co-oper- 

: ation that has proved so 

inceintietai successful with our present 
| sown cond dealers. 


| +f? — SF; , Write today for full de- 
tails of our attractive propo- 
sition. 


<0 
eames, VOSS BROS. MFG. CO. 
A — DAVENPORT, IOWA | 
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y 
The cAppeal of Beauty 


ECONLON’Sbeautifulappearance 
immediately inspires confidence in its 
ability to do what is claimed for it. Sales 
resistance is removed before you begin 
showing what the CONLON is and does. 
One look creates desire for it; a demon- 
stration clinches the sale—no matter what 
comparison is made; for the CONLON 
is incomparable in its superior design 
and construction. 


CONLON CORPORATION 
Chicago, Iil. 


&S =e 


OMONG Oner 


Snow -White Enamel ~Porcelain~Kitchen Table Top 
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Manufectured under patent applications of 
the Ar ‘rican Bosch Magneto Corporation ' 
and IHeensec 1 also under applications of 
the Radio Frequency Laboratories Ine 


The Cruiser 5 Tubes—$100. 


AMERICAN BOSCH 


BRANCHES: NEW YORK CHICAGO DETROIT SAN FRANCISCO 


10 

















RADIO 


ARMORED LINE 


The soundness of Bosch Radio policies is known to you—and now 
we announce the New Bosch Radio Models — receiving sets 
which show a most remarkable advance in home entertainment. 


The Amborada—the embodiment of perfect radio and quality in 
furniture. It is a completely armored and shielded seven tube 
receiver, of the utmost simplicity in every detail of operation. 


There are but two controls—a station selector and 
volume control. Ample space is provided for all batteries, chargers 
or power units. No antenna is necessary with this new model. 


The Cruiser—a compact, perfectly armored and shielded five tube receiver. Its 
simplicity is expressed in the unified control which 
gives the advantages of a single station selector 
for powerful stations, but when “cruising the air” 
two dial tuning advantages are always present. 




















The Bosch Radio Line is complete—-three re- 
ceivers, five, six and seven tubes in a popular 
price range. [wo cone type reproducers — 
the famous Bosch NoBattry and 
other items,. completing a most 
desirable radio franchise for you. 










The Famous 
Model 16 at $150. 


Are You The Man to sell Bosch 
Radio? Regardless of the radio you 
now carry, investigate the Bosch 
line. ‘Tell us in confidence about 
yourself, your business, vour expe- 
rience and financial strength. We 
will tell you the direct benefits to 


The Amborada , 
you, of the new Bosch Radio plans. 


7 tubes—$310. 


All prices slightly higher, Colorado and west and in Canada. 


MAGNETO CORPORATION 


MAIN OFFICE AND WORKS: SPRINGFIELD, MASSACHUSETTS 
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olster- 


FEDERAL- 


WOOLWORTH 
NEW YORK, 


















The Kolster retail prices range from $85 
to $375, each item an outstanding value. 
Read the individual descriptions. These 
sets include all the latest Kolster refine- 
ments. No dials—just one simple station 
selector, calibrated in wave lengths. 
Maximum selectivity and sensitivity 
ne Kotter ee eet te (Ulrough Kolster adjustable coupling con- 
ful console with trol. No howling. Improved tonal qual- 


speaker built-in. Single 


control—fully adjust- ities. Built-in special Brandes Cone 


able—finished in Adam 


eee ate eens. Speakers. Beautiful cabinet work in 
duo-tone Adam brown satin finish. 


























A table model S&-tube set | 
Kolater 8-A. Single control f 
adjustable for volume, selectiv 
ity and sensitivity—with sta 
tion selector dial, illuminated, 
and marked in meters wave 
length Ris, less tubes and 
batteries 















NOP a I MEARE HE Fee mnie 


Six tubes, completely adjustable, single control. Kolster 6-D 
set. 88%, less tubes and batteries. 


This semi-console is 
the Kolster &-B set 
with loop antenna at 


























This is the Kolster &-( ee a 
Q rla - rc . ro = 
Single control—adjustabl iar ons aaa 


for volume, selectivity and 







for selectivity sensi 






sensitivity — full console 

it.j ‘itv rolume., 
with built-in loud epeaker peas Ry — 
and loop antenna. SB37%, ober, 10 





batteries, 






less tubes and batteries. 
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Brandes 


BRANDES,INC. 


BUILDING 
N. Y. 


Brandes presents this season still further 
refinements in the acoustical develop- 
ment of radio reproduction. Whether it 
be cone or horn, headset or phonograph 
attachment for faithful reproduction, 
Brandes leads. And new low prices give 
every home an opportunity now to enjoy 
a Brandes speaker. Note the complete 
line and description of each unit. Re- 
member, Brandes is a pioneer-—its prod- 
ucts are the result of years of perfection. 





Brandes Matched ‘Tone Headsets have long been 

the standard. For the layman the Superior—®5 
and for the distance fan and engineer, the 

Navy Type with shielded radio frequency cord 
G. 


Brandes 


signals, 














The new Kolster-Brandes Power Cone. Quality 
such as you have never heard and volume. too. 
Pngaaa supply for the radio set. S250, Jess 
tubes, 
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Beautifully finished in an The Brandes Table Cone 
tique green and black, 
Type H Speaker 
has a gracefully fashioned adjustable for maximum efficiency and not affected by at- 
horn and art design base. : 5 

Unusually sensitive—deliv 
ers great volume on weak 
reproduces speech 
and music faithfully, ad 
justable for maximum sen 
sitivity and clarity. 





Brandes Cabinet Cone 
delivers unusually large 
volume—extremely sen- 
sitive on weak signals 
Beautifully finished in 
Adam brown duo-tone 
mahogany — adjustable 
for sensitivity and clar 
ity. #8265. 





ee ae 


: 
' 








Unique design--pleasing appearance—antique bronze finish. 
delivers great volume——faithfully 
reproduces speech and music, The resonating chamber brings 
ont low tones, enriching the quality of reproduction. It is 


mospheric conditions. 154” in diameter. 812.50. 
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This new Kolster-Brandes «(B) 
eliminator delivers 180 yolts i 
for operating the latest design § 
4 
i 


power tubes. Voltage taps nre 
provided as follows: B—-, 
+ 22%, +45, +90, +135, 
+180 volts. 
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The standard of quality in Phonograph At- 









bh. — tachments. Used with a good phonograph 
—_> > brandes Attachment gives results that are 
i most pleasing and satisfactory in volume, 


clarity, and tone quality, 











_Our complete line Standard-B-Super-B ~aster-B 











Majestic, 








We 'are' pleased to announce a new model — the Master-B. It is 
especially adapted for sets not only using the regular power tubes 
UV-112 orJUV-120, but also for the new super power tubes UV- 
171 requiring 180 volts. 


These three models will take care of all “B” current required, for | 
practically any set on the market. No acids—no liquids—uses the 


non-filament Raytheon tube. 
Now you can get the cream of the B power unit business, if you 


handle the Majestic line. You can get immediate sales because 
Majestic B Power units improve radio. They deliver constant, 








dependable, B power at a low average cost 
of about one-tenth cent an hour. They 
are fully guaranteed. They meet the de- 
mand that already exists among your cus- 
tomers. | 


DUE TO MANUFACTURING ECONOMIES 
WE HAVE REDUCED THE PRICE OF THE 
SUPER-B FROM $39.50 TO $35.00. 


The Majestic line offers you one of the 
biggest money making opportunities you 
will ever have in radio! Write us today 
for full information about our attractive 
proposition to dealers. 


New York Show Booth No. 10 Section ‘‘D’’ 
Chicago Show Booth No. G6 Section “F’’ 


4556 Armitage Avenue 
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Majestic Standard-B 
Current Supply 


Especially adapted for sets hav- 

ing not more than seven 201-A 

tubes, or six 201-A plus one 

135-150 volt power tube, 

PURRD ccvccccocoecoees $32.50 
West of Rocky Mts.... 35.00 


Majestic Super-B 
Current Supply 


Capacity 1 to 12 tubes, including 
the use of 135-150 volt power 
tubes. Complete with switch to 
control current from light socket. 


, Qe enessoeuennsssad $35.00 


West of Rocky Mts.... 37.50 
Majestic Master-B 
Current Supply 


Rating 60 mils at 150 volts. 
Particularly adapted for Radiola 
25-28 and 30 and super hetero- 
dynes. Will operate all power 
tubes also the new super power 
tube UV-171 (180 volts). Un- 
equalled for sets having a very 
heavy current draw. Complete 
with switch. 
PUGSD coccccivesccecoes $42.50 
West of Rocky Mts.... 45.00 








GRIGSBY -- GRUNOW -- HINDS -- CO. 


Chicago, III. 
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Yes, It's Coming 


O you think it best to buy one 
line of appliances and stick 
to it—provided the price 


range seems to be right—or stock 
various makes? 

We asked this question in the last 
issue of ELECTRICAL GOODS and sug- 
gested a discussion by our readers. 
We have heard from a number ot 
readers but. these replies were re- 
ceived so late that we were unable to 
prepare them for this issue. We 
promise them to you in the next 
issue and we can tell you now there 
is a diversity of opinion. 

You will remember that we said 
in the previous issue that we would 
pay $1 for each opinion accepted for 
publication. The discussions we 
have received show such painstaking 
preparation that we are inclined to 
double the amount. The value of 
this referendum will be in the wide- 
spread opinion, so tell us what you 
think, 

If, for any reason, you do not want 
your name printed (and there are 
good reagons in some cases) write 
anyway, as it is the opinion from 
people in the trade that we want. 

One reader in writing to the edi- 
tor says: “I have just been reading 
the Marshall Field & Co. story and 
was much impressed by the import- 
ance placed by this firm on demon- 
strations. I believe that if more 
electrical appliances were displayed 
by actual demonstrations and the 
buyer required to witness a demon- 
strat’on, there would be more sales, 
fewer returns and fewer appliances 
put on the shelves.” 

That is a point that we have been 
endeavoring to stress. We believe 
there should be facilities for demon- 
strating a!l appliances on sale. 






































HE New and Greater Hoover 
stands as the most remarkable 
achievement yet made in an elec- 
tric cleaner. Do you know why? 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 





This is the ) \\y,, 


Difference 
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Non-Electrical Merchant Is Pinch-Hitter 


in the Development of Appliances 








Pr -A\HE first phase of electric appliance merchandising, as has been stated in 
these pages, was by the service companies as encouragement to house- 
holders to use more current. Prior to the introduction of the electric 
I iron, the householder used practically no current except for light. The 
use of electricity as a household servant was a dream of an inventor, 
not in answer to a demand. 

The original iron was rather crude—compared with the iron of today—and 
women did not make a grand rush to buy the mystery iron to replace the flame- 
heated iron they had used; so the service companies set about introducing them. It 
was a difficult task to set aside the habits formed through so many sweating, strain- 
ing ironing days and in order to interest at least a part of the women, some service 
companies gave away irons to occupants of wired houses. 

This brought a new problem. The people said “If your rates are high enough to 
permit you to give away irons, lower the rates and we will buy our own irons,” 
and this practice was discontinued. Even at this stage of development, the old line 
merchants did not appear anxious to carry on the sale of appliances—there was still 
too much mystery about electricity. In this situation, some serviée companies es- 
tablished merchandising departments and sent out sales people to interest the pub- 
lic in appliances. 

Then came a recognition of the idea that distribution through the service com- 
pany was not sufficient outlet, especially as many service companies had not under- 
taken merchandising. This brought about recognition of the electrical contractor, 
who had been established as an industry factor when the service companies gave up 
the house wiring business they had started. 

The feeling still prevailed that appliances must be sold by some one entirely fa- 
miliar with electricity, and this feeling was general among non-electrical merchants. 
The period of extending this trade to the electrical contractor was marked by his 
entry into the field of merchandising—an entirely new business to him and conse- 
quently the great majority failed. 

At this time some manufacturers and many men of vision in the electrical in- 
dustry were dreaming of the electrical age, when practically all household drudgery 
would be done by the silent servant and the equipment to apply this energy would 
of common barter. These men pushed the appliance manufacturing business and 
as the various lines appeared on the market, it became apparent that more outlets 
were necessary. Some manufacturers sent their men into the field and sold direct 
to the consumer, or through special stores. 

This success attracted old line merchants who saw—through the use of equip- 
ment in their homes—that the revised appliances were in no wise dangerous and 
could be sold in their stores. These merchants had always sold unelectrified house- 
hold tools and they realized that unless they distributed these new lines, their trade 
would go to their electrified successors. 

This movement has developed more. quickly than the other movements and is 
running into volume distribution that could not be expected through the fewer 
outlets and less experienced merchandising practices of the technically trained 
men of the industry itself. Today the non-electrical merchants are selling at least 
50 per cent of the appliances bought by the public. 

It is this merchandising field that ELECTRICAL Goops represents. The opportu- 
nity for this merchandising movement is brought about by the excellent engineer- 
ing in the development of appliances and the pioneering work of the electrical in- 
dustry which still has untold opportunities in promoting the use of electrical ser- 


vice. 
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Electrical League Aids Store in 
“Modern Home Electrical Show” 


Exhibition by Kaufmann & Baer in Pittsburgh 1s excellent example of cooperation 
of distributor, manufacturer and trade promoter 


presenting a June bride en- 

meshed in ribbons, each tied to 
a different electric appliance for her 
new home, and another with an elec- 
trical display consisting of an amaz- 
ing collection of silent servants for 
the home, drew crowds for a week 
to Kaufmann & Baer’s Modern Home 
Electrical Show, Pittsburgh. 

The afternoon before the inter- 
esting windows were unveiled, met- 
ropolitan dailies announced to the 
people of Pittsburgh and adjoining 
counties a cooperative educational 
drive in which the Duquesne Light 
Co. and the Kaufmann & Baer de- 
partment store were combining re- 
sources. A _ similar announcement 
next morning carried the good news 
that the General Electric Co., the 
Bell Telephone Co., the National 


KAUFMA NN & B STORE (c 


Sixth Ave. at Smithfield St.—ATlantic 4400 


(ee large show windows, one 








Meet “Miss Pittsburgh” 

at the K. @ B. Modern 

Home Electrical Show 
“Miss Pitteburgh”—Miss Mildred 


Walker—will |be in the Registra. 
tion Booth tomorrow, Friday, and 


Saturday! | ; 
Three more days teft to 
\estt thes up-to-the-minute -_ 
. 


modern home electrical 
show with its countless in- 
teresting displays—lectures 
demonstrations. Be sure 
to register in order to have 
the opportunity of gues 
ing how many bulbs in the 
large gles. container and 
of winning an electri 
toaster or electric tron 











‘ius show, held in collaboration with the 
Duquesne Light Company. ts endorsed by the 
Congress of Women's Club and tha Elecirice! 
Leaque of Pittsburgh, Evetybody welcome 


PROGRAM FOR THURSDAY: | 


1A. M— 
Mr. Fieyd E. King. Illuminati Pong! 

of the Duquesne Light Company. _— { 

@ubject: “Tricks of Lighting.” with demon | 

i 





stration. 


2P. M.— 
Mre. 8. J. Frusb, Special Representative of 
the Westinghouse Fiectric Company. 

Rubject: “Housekeeping at An Art, Dusiures 

or Profession.” 


> P. M.— 
Mr. ©. J. Holiend, Males Manager of ihe Con 
entidated Lamp and ‘Viass Company. 
Pubsect “Lighting Effects im tac Sour,” 
with tration 











Medere Home Blectrical Show —Eighth Fleer, Au@hortam 


By Milton J. Phillips 


Lamp Works and the Westinghouse 
Co. of Pittsburgh, Pa., had decided 
to lend other interesting exhibits 
and speakers. 

On the morning the show began 
expectation had arisen to the point 
that crowds had gathered, and there 
was a rush of sightseers, and no one 
was disappointed. For there was an 
instrument that actually threw light 
around a corner, an achievement that 
will play a large part in future med- 


explanation of the new dial phones. 
Incidentally, it showed exactly how 
a long-distance call is put through. 
With the extensive use of the tele- 
phone and the present interest in 
the new local dial phones, Arthur 
Kaufmann and his assistants did 
well in obtaining this for the dem- 
onstration. 

There were other cooperating 
agencies, such as the Quota Club, 
which showed an electrical refrig- 


KAUFMANN & BAER MODERN HOME 


ELECTRICAL SHOW--JUNE 7 to 12th, Inc. 














Fo ; id =< 7 K & B AUDITORIUM—8th FLOOR 
visitors enter- —— aed 
ing contest ADDRESS 
checked their Check Electrical Appliances you now have 
appliance mon FAN 

wishes. IRONER _||_ VACUUM CLEANER ae: ae 
At Left, Be- TOASTER WATER HEATER sof 
low — Type of TABLE STOVE |} CURLING IRON __ ae 
advertis- _PERCOLATOR || WARMING PAD 
ing that was WAFFLE IRON |} ELECTRIC HEATER =f 
run from day ELECTRIC RANGE _.|] ELECTRIC HAIR DRYER 

to day. WASHING MACHINE ELECTRIC REFRIGERATOR | < 


What appliance do you like best? 











What one would you like to have next? 


ical practice. A large electrical clock 
that plugs directly into an ordinary 
light socket, a needle that writes on 
a piece of metal, an instrument for 
recording the noises made by mole- 
cules, and an electric fan that is ex- 
pected to revolutionize the entire 
field of electric fans. 

Then, of course, there were other 
things to cause people, old and young, 
to stop and look, such as a minia- 
ture X-ray machine, a complete ex- 
hibition of every illuminating de- 
vice since the human race began ar- 
tificial lighting, and a wonderful ex- 
hibition of fused quartz, the prom- 
ised substitute for window glass, 
which will flood living rooms with 
violet rays, regarded by scientists as 
an epoch in fighting human disease. 

The telephone company put on a 
playlet movie that required seven 
days to install. It was a complete 
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erator in action. In conjunction with 
refrigeration, the club demonstrated 
electrical cooking facilities. Foods 
were cooked in the morning hours 
and served to visitors in the after- 
noons. 

The Pittsburgh Railway Co. put on 
a complete demonstration of a mod- 
ern street car with passengers. 
Every up-to-the-minute attachment 
for guaranteeing the maximum 
safety was to be seen. The demon- 
strations provided opportunities for 
the safety devices to operate. In 
this connection, the car company had 
on exhibit the Coffin medal, which 
was awarded a year ago for meritor- 
ious service in operating and equip- 
ping street cars. 

Actively engaged in making the 
show a distinctive success was the 
Electrical League, with J. H. Van 
Aernam, the manager, ready to co- 
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This exhibit followed a 








talk by Mr. Van Aernam, cease FMANN & RO ®: ae = ad | 
cuunamknentoneneslll SIXTH AVENUE at Seithiteld Street ; ston 4400. ee : sone oe f! 














manager of the Electrical 
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| Hundreds Are Being Thrilled Daily in the K. & B. Feditacienn ti 
League, suggesting the & Nigdern Home Electrical Show : 





‘pe y 
suitability of department Held in Collaboration With Duquesne Light eee | 
Ew | etme ey i =] | 
stores as outlets for electric ie me Se a le 
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on to the molecules move in « magnet 


metng Eagences , 
wry =pe-9 Bee high renemitted around the corner 
| swt 
Write your name om any metal article with an clectrie pemi!' “et twe 
our hame Ve op We date electra mplit 


appliances. 
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tract ive and instructive. a Washrite Electric W asher New Gainaday Coffield Electric Thor Electric Champion Electric Westinghouse 
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There was one other’ interest- | $155 | |939° lip |$175 











operate with all the resources at its 
command. The League booth was at- 
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catcher. A large electric light globe 


Geeraeteres 





filled with small globes was provided ae et : i} 


+ Formate 











by the National Lamp Works. As 
would be expected, a crowd stood 
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New Hoover Electric Simplex Electric New! Edenette G. E. Electric Universal Electric 










} 
around this exhibit constantly, be- Electric Sweeper lroners Labor Savers Refrigerator Percolators ¥ 
cause the woman who guessed the £2, $550 La f 


correct number of little globes or 
nearest to the correct number was 
given choice of an electric iron or 
electric toaster 




















The managers of the Duquesne S| ale 
Company were everywhere. Their Unce Cte | Te iq . 
resources in the matter of electric a ae see Se ne Re die 
appliances were entirely at the dis- a sicwand Se = ane ee Oa, 3 
posal of the show. It is fair to them 74 A, iN cy: | Cennaslvan 
to state that no appliance in their Lb . rR ag 18 a 
showrooms was held back. eet | \ 

At appointed hours during the . 
days of the show the best speakers ' 
from the personnels of the cooperat- es 
ing companies lectured on pertinent Above—Liberal space was allotted to the announcement of the elec- 
points in the electrification of homes. trical show, and many items of equipment were mentioned. This was 


full-page newspaper advert'sement. Below—General arrangement 


Seats were provided in front of an 
of the show space. At left will be noted the chairs before the stage. 


(Continued on page 58) 
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Sally’s Progress 


eer — 
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She learns the value of mere man in 


The Social Laundry Scheme 


FTERNOON bridge was not 
what Sally Hope called having 

a good time. Nor did she 

have any week-day afternoons free 
to devote to anything but her job in 
Bangups’ Big Depart- 
ment Store, where she 
presided over the des- 
tiny of the household 
electrical appliance de- 
partment. Yet, here 
she was, sweltering in 
the big hall of the 
Beachville Inn along 
with about 200 other 
women playing bridge. 

As Sally glanced 
around at the flushed 
faces of the women, 
she wondered whether 
they really were actu- 
ated by a lofty zeal to 
raise money to clear 
the mortgage on the 
local church, for which 
the party had _ been 
given, or by their own 
desire to be counted 
among those present, 
and perhaps to escape 
winning the “booby” 
prize, 

Her own reasons for 
coming were neither 
lofty nor fodder for 
her social pride. They were, or could 
be reduced to what the vulgar might 
call selfish business reasons. In 
short, she came to rub elbows with 
her market. She was selling—or try- 
ing to sell—something these women 
ought to buy—something they need- 
ed, and she never lost an opportunity 
to find out how they felt about elec- 
trical appliances. 

She was not content to sit in her 
office and work theories drawn out 
of the “blue’’; she went out to feel 
the pulse of her trade. And usually 
returned with an accurate count of 
the beats. 

On this day the “pulse” was being 


By kthel Wan-Ressel Chantler 


supplied by the three totally differ- 
ent women who, besides herself, 
made up her table. They were all 


housekeepers and whom Sally knew, 
after a fashion 


or as only an un- 





“That Mrs. Foster, who lives across from me, sti!l does her 


own laundry by hand.” 


married woman can know those who 
have intrigued Cupid’s complete col- 
laboration. Having nothing but 
household electrical appliances in 
common, Sally’s part was one of lis- 
tening—and once in a while inter- 
jecting just the right word which 
would veer the conversation into 
channels more pleasing to herself, 
though the others seldom suspected 
it. 

The conversation turned as it 
proverbially does sooner or later on 
all such occasions, to personalities. 
It started with dress and wound up 
with child rearing and housekeeping. 

Mrs. Kittens, Sally’s partner, had 
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only recently acquired a complete 
electric laundry, and therefore her 
mind ran to such things. 

“Would you believe it, girls,’’ con- 
fided she in tones as low as the din 
of the room permitted, 
“that Mrs. Foster, the 
woman who lives across 
from me, still does her 
own washing by 
hand ?”’ 

“It’s a disgrace, and 
her husband buying a 
car this spring, too,” 
interjected Mrs. Per- 
kins. “A washing ma- 
chine would have been 
more in keeping. Be- 
sides, a Woman Can en- 
joy an automobile so 
much more if she does 
not have to work her- 
self into bed over a 
washboard!” 

“Washing machine!” 
exclaimed Mrs. Browne. 
“My dear, the poor 
woman is even with- 
outa cleaner. Imagine 
it, if you can, in this 
day and age.” 

“Well, I just asked 





“Won't you come back in the evening. 
to see what a washing 
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when my husband is here. 
machine means.” 


her why she didn’t get some of these 
things. And she told me that she 
had been asking her husband for a 
cleaner for over two years but he 
hadn’t been able to get around to 
vetting her one.” 

“Getting her one—why doesn’t she 
buy it herself, what does he know 
about cleaners, anyway?” demanded 
Mrs. Perkins. 

“Nothing; otherwise he 
would have bought one 
long ago.”’ 

“No, but a friend of his 
is in the business, and it’s 
taken him two years to 
get around to asking him 
to sell him one at a dis- 
count,” retorted Mrs. Kit- 
tens. 

“How a self-respecting 
woman can stand for such 
treatment I just can’t un- 
derstand.” 

“Nor I,” the rest 
chorused, 

“But she’s not alone in 
that, believe me,” Mrs. 
Kittens told them. “It 
makes me sick when I 
think of how many men 
run their wives. They 
wouldn’t stand for us to 
run their business—well, housekeep- 
ing is ours—so where do they get 
off?” grumbled Mrs. Perkins. 

“They don’t always get away w th 
it, do they?” asked Sally innocently. 

“You bet they don’t!” responded 
the others. 

“It seems to me that it would be 
a kindness on somebody’s part to 
tell those men the truth. But, of 
course, they’d never believe it,’’ Mrs. 
Kittens opined. 

Here Sally made a mental note. 


Mt aL Ville 


I want him 
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So far as she was concerned, the 
afternoon had been a success, de- 
spite the fact that the others walked 
off with the bridge prizes. She had 
come in search of ideas for sales 
campaigns, and her bridge com- 


panions had unwittingly supplied at 
least the nucleus—the acorn from 
which if properly nurtured and 
real oak might spring. 


reared a 





How Sally carried the war into the husbands’ 


Obviously she thought, on her way 
home, the women who were given a 
free hand in the management of 
their own households, and who could 
afford it, were purchasing electrical 
equipment—or were sold on it and 
waiting only for the time when they 
could get it. But in the other in- 
stance the men were the ones to 
reach. How this could be done was 
still absorbing her when she ar- 
rived at home to find the family 
halfway through with the evening 
meal, 

As she entered, her mother, who 
was naturally good-humored, seemed 
in a cantankerous mood. A little 
deft questioning brought out the rea- 
son. Mrs. Hope was intensely dis- 
satisfied with the borrowing pro- 
pensities of her neighbors. 

“It always begins the same way,” 
she explained. “A pinch of this or 
that or a cup of flour, an egg, and 
finally winds up with them borrow- 
ing anything and everything mova- 
ble and coming in to use what they 
can’t take home.” 

“Who’s borrowed what?” asked 
Sally. 

“The whole neighborhood, but par- 
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ticularly Mrs. Kennedy. So far this 
season she owes me a dozen eggs, 
several pounds of sugar and flour, 
cup of vinegar and goodness only 
knows how many spools of thread.” 

“Some bill, that,” laughed Ben at 
his mother’s itemized list. 

“Come, come, Mother, can’t be 
as bad as all that,’ Mr. Hope pro- 
tested mildly. 

“What do you know 
about it, anyway?” she 
turned on her husband. 
“Why, today she came 
over and used our electric 
washing machine, and ac- 
tually took home the elec- 
tric iron to do her iron- 
ing.” 

“But surely you must 
have asked her to come 
and use the washer?” 

“What else could I do, 
tell me that? The woman 
came in this morning 
while I was in the laun- 
dry washing. She sat 
there marveling the whole 
time how easily the wash- 
ing was done, and how I 
could visit with her and 
camp. wash clothes at the same 

time, ‘regular social laun- 
dry,’ she said. ‘If only Mr. Kennedy 
could see it once, I’m sure he’d get 
one for me. But he doesn’t trust my 
judgment, and it seems none of the 
salesmen ever come around with one 
on Saturday afternoons or Sundays, 
and he won’t go into a store to see 
them with me.’ 

“And then she launched on a long, 
sad tale about how behind she was 
with her washing, and how much 
trouble she had sending the wash to 
the laundry. She kept it up until 
there was nothing for me to do but 
offer her the use of the washer. 
When she finished washing she told 
me her husband had not yet given 
her the money to buy an electric 
iron. So I sort of had to force ours 
on her.” 

“And afterward you got mad at 
yourself for being a softy, and have 
been nursing a grouch ever since,” 
Sally declared. 

“Well, who wouldn’t!”’ 

“IT for one,” Sally volunteered. “I'll 
guarantee that Mr. Kennedy and 
other men like him around here will 
have plenty of opportunity to view 
electrical appliances evenings, Sat- 

(Continued on page 62) 
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Getting the Second Wind in Radio 


Amateur interference ts clearing away in both manufactur- 
ing and selling and the legitimate merchant sees 
door open for his volume and profit. 


YHERE are many indications 
that radio is through with 
growing pains and is settling 

down to become a real business. The 
four years of turmoil and shell fire 
have brought results. From the pro- 
fessional inventor on through to the 
user there is an increasing steadi- 
ness and an admission of purpose 
that speaks well for the future. 
Out of the long list ef casualties 
among the manufacturers of radio 
receivers, there has emerged a com- 
paratively few stalwarts who are 
shouldering the load of making re- 
ceivers for the great American pub- 
lic. These manufacturers have 
strength and judgment behind them. 
They have survived because they 
had the merchandising and manu- 
facturing judgment to live through 
these years of turmoil. it is notable 
that in many cases these manufac- 
turers have had previous experience 
in manufacturing in a changeable, 
developing market and they knew 
that things are not always what 
they seem. During the trying period 
of experimentation in merchandis- 
ing, they made less noise than some 
others; they were less cocksure that 
they had the world by the tail and 
they moved along more or less nar- 
row lines awaiting development. 


Radio Becoming a Business 


Now that the skies are clearing 
and radio is becoming a_ business 
with many of the early merchandis- 
ing beliefs buried under the chaos 
created by amateur sales planners, 
these veterans of other merchandis- 
ing tangles are coming to the front 
and their sane advertisements are 
replacing the spread eagle scream- 
ers of those who sold their stock to 
the public and used this money to 
pay for publicity that had little to 
hack it up. 

These survivors are good manu- 
facturers and they are in the main 
building radio receiving sets on ex- 
perience gained in similar manufac- 
turing over a period of years. Their 
manufacturing practice, etched on 


this new plate toughened in the fur- 
nace of experience, is as good as 
their merchandising experience. 
Few of the companies now shoulder- 
ing the burden of the trade, were 
guilty of announcing two years ago 
that their receivers were “world 
beaters.” They said then, as_ they 
say now, that their receivers were 
good receivers and that they were 
made for public use—not as a basis 
of experimentation by radio enthu- 
siasts. 

In the dealer field the situation is 
much as in the manufacturing field. 
In the main, the dealer who splashed 
three or even two years ago, and 
told his community that he was the 
“greatest and only,” is done. In- 
stead of moving cautiously and keep- 
ing near shelter—as the good soldier 
does in modern warfare—they stood 
out in the open defying the storm 
that was raging, and now their 
shells are only “‘duds.”’ 





Too Much Superlative 


In the main, the flamboyance of 
the past years was based on over- 
priced, overdiscounted merchandise. 
The legitimate merchant, who knew 
instinctively that prices and dis- 
counts must be sane if the business 
was to survive, kept away from this 
lure. He knew that it was a bubble 
and would be pricked. 

If this legitimate merchant was in 
the radio business then, he was trav- 
eling a narrow road that presented 
as many obstacles as that of the 
famous old Pilgrim who reported his 
Progress. The legitimate merchant 
in those days was not trying to 
“get something while the getting 
was good,” for he knew that there 
always comes a day of settlement. 

Last May ELECTRICAL GoopDs sent 
a questionnaire to a_ considerable 
number of hardware and department 
stores asking pertinent questions 
about radio. There was an excellent 
return to these, and we learned that 
40 per cent of the hardware mer- 
chants and 41% per cent of the de- 
partment stores were selling radio. 
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More interesting than these fig- 
ures, however, was the comment 
added to the direct answer to the 
questions. Scores of these merchants 
indicated that they were displaying 
radio rather than selling it, merely 
to keep themselves in this line until 
the amateurs got through with their 
mercantile experiments. These men 
saw in radio a line of merchandise 
with splendid prospects, and they 
used the display counter chiefly for 
the purpose of letting the public 
know they were in this line because 
it would put them in a better posi- 
tion to pick up the trade when the 
barber, butcher and baker got suff- 
ciently shell shocked to send them to 
the financial hospital. 

Other merchants took a different 
view, which they explained in crisp 
comments on the questionnaires. 
They would say something like this: 

“No, we are waiting until inter- 
ference clears up. Tom, Dic and 
Harry are selling on the curbstone 
here and the static is terrible. As 
soon as the merchandising wave 
lengths are cleared up, we will take 
a standard set and broadcast sales.” 


Service Clears Up 


Some merchants took a flier in 
radio three years ago or so and were 
dismayed by the service demands, 
chiefly due to the experimental ten- 
dency of the purchaser. The situation 
as to service for radio is a good deal 
like that of electric appliances. 
Many merchants kept away from ap- 
pliances for years because they 
thought an expert electrician was 
necessary to service a toaster. Now 
they have learned the truth. Only 
common sense is needed. 

With radio, the chief service is in 
getting the aerial right, seeing that 
batteries are rightly connected and 
tubes are not, burned out. All sur- 
viving manufacturers explain exact- 
ly to the dealer how to set up and 
connect up their instruments. Any 
man with the ordinary allowance of 

(Continued on page 52) 
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300 Radio Sets Sold in a Town 


of 9,800 


The winter of 1925-26 promised to be dull in Needham, 
so the Salomey Brothers turned to radio for volume 
and profits and found them. 


By Proctor P. Lincoln 


HE Suburban Hardware Com- 

pany of Needham, Mass., a 

town of 9800 inhabitants, 
transformed a _ notably backward 
season in Needham into such a suc- 
cess that business ran $6,000 ahead 
of the previous year—and RADIO 
SALES did it. The company sold 
nearly 300 sets, ranging in price 
from $50 to $275 and by so doing 
set a nation-wide record in sales 
volume for one make of radio in 
localities of similar size. 

It was two years ago that the firm, 
owned by Thomas A. Salomey and 
his brother, Frank P. Salomey, went 
into a radio on a small scale, stock- 
ing sets of only one manufacturer. 
To use Thomas’s expression the firm 
“dabbled” in radio, just as hundreds 
of other hardware concerns are doing 
throughout the country. 


They sold a few sets and some 
accessories. But something was 
lacking—radio sales were not as 
heavy as they should be. After 
pondering the situation, it was de- 
cided that service was the _ tonic 
necessary to build up the radio de- 
partment. 


The brothers mapped a campaign. 
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First, they had 10,000 circulars ex- 
plaining their service idea. These 
were sent to every person in the 
entire town, none being missed. 
Every family’ received several. 
Supplementing this a sales drive was 
made in a local newspaper but it was 
not exceptionally heavy. 

The circulars told the residents of 
Needham that the firm had received 
some new radio sets and offered to 
let any customer take a set on a 
ten days’ free trial with the under- 
standing that at the expiration of 
that period if the customer was not 


satisfied it could be returned. It 
would cost them nothing for the 
trial, 


In conjunction with this trial, the 
firm agreed to install the radio, erect 
the antennae and put the set in good 
working order. No payments would 
be necessary until the ten days were 
over. As a further incentive, the 
brothers mentioned that they would 
give free service for one year with- 
out additional charge. 

The ordinary prospective 
purchaser, the brothers found, con- 
sidered a radio too much trouble to 
keep in working order. The year’s 
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Frank P. Salomey, the selling brother, and a type of window display 


that has aided in making the amazing selling record. 


Electrical Goods Section 
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The Sales Plan 


TABLOID story of how the 

Suburban Hardware Company 
of Needham, Mass., a town of 
only 9800 inhabitants, sold nearly 
300 radio sets of one make in a 
winter season, setting a nation- 
wide record for similar localities. 

1. Circularized every person in 
town, several circulars reaching 
each family. 

2. Placed tie-up advertisements 
in the daily newspaper. 

3. Offered on a 
trial. 

4. Installed sets without any 
additional charge. 

5. Service to keep sets in work- 
ing order for one year after sale 
without any additional charge. 

6. Time payments, if desired. 


L 
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sets ten-day 


free service swept away these preju- 
dices and many of their sales have 
been traced to that one clause. 

But to digress a moment. When 
the years 
ago a motto was the 
many which adorn offices. 
It was “Make Friends.” 
made them and kept them. 

In the first few weeks of the cam- 
paign fifty radio sets were placed 
in Needham homes without any guar- 
antee that the sets would be accepted. 
But not a one came back. 

“It was an anxious moment,” de- 
clared Thomas Salomey, who acts as 
the salesman brother, 


was established six 
from 


firm 
chosen 

business 
Service has 


while his 
Frank, delivers the sets and installs 
them. “We purthased 25 sets from 
one company, the Day-Fan Electric 
Co., previous to putting our plan into 
operation. 

“These sets represented a value of 
approximately $2,500. It was a 
heavy burden to place them in 25 
homes without having even a dollar 
in sight for the outlay. But none 
of the sets were returned and before 
the ten days’ trial ended the checks 
began to arrive. 

“Shortly after the first month we 
had reached a total of 186 sets sold 
with only one return and this be- 

(Continued on page 46) 
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AST week my thoughts reverted 
back to Mr. Little. 


I had entered an electrical 
department to buy some insulators. 
The “clerk” happened to be the only 
one on the floor, and he was trying 
to sell a vacuum cleaner to a gentle- 
man who came in to get one re- 
paired. He said: 

“Yes, we can do it. We can do 
anything but whatyu got when we 
get it repaired. It’s a wreck now, 
an’ it’ll be on the bum in a week 
again.” 

As the elderly gentleman 
parted, he turned to me with: 

“‘What’s yours, mister?” 

And then in the same breath: 

“Gee! That old crust was sure a 
hot head. He had a cleaner that 
was five years old. Wanted it re- 
paired and got sore when I tried to 
sell him a new one. I told him what 
I thought of his cleaner, but you 
can’t tell them know-it-alls nothing. 
Whadja say yours was?” 

I said: 

“I want six of those white por- 
celain insulators—the kind they use 
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for putting up radio aerials.” 
He wrapped up six brown in- 
sulators, and preferring not 
to argue, I paid him seventy- 
five cents and departed. 

Having purchased the kind 
of insulators I did not want, 
my mind reverted back to an 
old friend of mine and his 
customer, Mr. Little. 

I was in the store where 
my friend worked. We were 
about to leave for lunch. A 
little old man entered, and 
after shaking hands with my 
friend said: 

“I don’t want anything, 
Mr. Knight. I was going by 
and I wanted to tell you that 
all the cleaners were working fine. 
No trouble at all; they are working 
just as you said they would. I will 
phone in this afternoon for some 
lamps—about three boxes. Could 
give you the order now, but don’t 
know the sizes until I inspect the 
house.” After shaking hands. once 
more, he hurried out. 


Then Came the Story , 


I turned to my friend: 

“Queer little old fellow—sell him 
anything?” 

“Yes—funny 
Little.” 

“Tell me about it, Knight.” 

“Well, he was in here one day 
with a worn-out cleaner in an old 
carpet bag. He wanted it repaired. 
The machine was in such a poor 
condition that the boy was about to 
turn him down. I felt sorry for 
him. You’ perhaps. noticed his 
clothes—neat but old and _ worn. 
Well, I walked over and said, ‘May 
I see your cleaner. It is possible we 
can do something for it.’ He took 
out the worn cleaner and placed it 
on the counter. Then he said, ‘Yes, 


story—about Mr. 
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You Can’t Always 


By H. D. Sterling, Dressler 
Hardware Co., Los Angeles, 
Cal. 


I want to get this repaired, but they 
say they can do nothing for me.’ 

“A glance showed it to be a model 
about five years old. The cord was 
frayed and mended, the outside of 
the motor looked clean and well 
cared for, but around the brushes 
and coils the oil and dust had col- 
lected in a gummy mass and a ¢Cas- 
ual feel of the motor shaft showed 
the need of new bearings. A quick 
estimate of the repair charges made 
me hesitate a little and wait for a 
lead for my reply. 

“Mr. Little continued: 

“*House cleaning is my business. 
I have used this cleaner for a long 
time, and it has always been satis- 
factory. I know what it will do and 
I do not want a new one. I am will- 
ing to pay the cost to have this one 
fixed right. When may I have it?” 

“Here was a chance for a discus- 
sion—a chance for salesmanship—a 
chance to show him the folly of 
spending money on a worn-out, old 
type machine, and to prove to him 
the advantage—the greater cleaning 
power of one of our new Blank 
cleaners. Here was a prospect ready 
for a convincing sales talk on Blank 
cleaners—a sales talk that would 
meet and overcome all his objections 
to the purchase of a new cleaner. 


Beginning the Sale 


“Right here, I remembered his re- 


marks. ‘I do not want a new 
cleaner. I am willing to pay the 
cost. When may I have it?’ I re- 


called the manner in which he had 
asserted himself. I named a time 
when the repair work would be ready 
and mentally decided that I would 
sell Mr. Little a cleaner at some 
other time. 

“The work was done, and the ma- 
chine ready in as good order as pos- 
sible promptly at the time set and 


Pick Good Customers at Sight 


Mr. Little, when he came into the store, appeared to be a poor investment, 
even as a repair customer, yet under the proper handling 
he influenced a large total of sales 


just as promptly Mr. Little called 
for it. The charges were high, 
nearly all the cleaner was worth, 
and with the excuse of making a 
personal examination of the work to 
see that it was all right, I took time 
to get better acquainted with our 
new customer—for that was what I 
had decided that he was to become. 

“Without appearing to visit with 
him, I learned that he came from a 
suburban town where he had a 
steady business going from house 
to house cleaning rugs and carpets 
and it must have been his personal 
honesty and thoroughness at this 
time that got him his business, 
rather than his worn out cleaner. 


Came Back for More Parts 


“As he was leaving, I asked him 
to call the next time he came to the 
city and let me know how the 
cleaner was standing up under the 
work, as he evidently had a par- 
ticularly good machine to have stood 
so much already. Nothing was said 
about the purchase of a new ma- 
chine. Our repair work lasted about 
as long as expected. The increased 
speed and power had put a severe 
strain on the other worn parts and 
in about six weeks Mr. Little came 
in with his satchel and the old clean- 
er. He remembered me and waited 
for me to finish with another cus- 
tomer. 

“This time the motor needed a 
new armature, the cord had been 
mended so many times that. it was 
too short and there were several 
minor repairs needed. I took in his 
machine, issued one of our regular 
repair tags and told him when to 
call. Then I asked him how busi- 
ness was, what class of work he did, 
how long it took to clean an average 
size residence and in a general way 
we began to get acquainted. 
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“TIT asked him to look at one of 
our Blank cleaners to see if the cord 
was about the right length for us 
to put on his cleaner. Unwinding 
the cord and running out the clean- 
er gave me time to switch on the 
motor as if I were trying it. I re- 
marked that the heavy construction 
of the powerful motor insured its 
running quietly and not annoying 
to other customers in the store. 

“In a similar way, when he called 
for his machine, I found a pretext 
to take him over to our cleaner dis- 
play and mention some point of serv- 
ice or quality without in any way 
suggesting a sale. 

“His next trip was for a small 
trouble in the wiring that was eas- 
ily remedied, and, although he 
bristled at the suggestion—I made 
some comments based on the rea- 
soning that the breakdowns in his 
old machine were costing him a lot 
in time besides money and repairs. 


He was on guard the instant he 
scented the suggestion of a sale. 
The old cleaner had been good 


enough for a long time and it suited 
him and that was enough, he did not 
want another one and so he went 
away again with the cleaner in the 
old valise. 


Selling Bit by Bit 


“Whenever he came to the store, 
he always came to me. We did not 
need an introduction or any explan- 
ation as to the object of his trip. 
The old valise and the worn cleaner 
were his constant companions on his 
city trips. I never criticised his old 
cleaner and never urged him to buy 
a new one, yet I always found some 
opportunity to mention the name of 
our Blank cleaner and perhaps il- 
lustrate it with the parts which were 
in need of repair on his old ma- 
chine. 
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“In a way, his old machine and 
our new one were put on just as 
friendly a footing as we were in- 
dividually. The customer was get- 
ting what he wanted and was satis- 
fied. He was not annoyed with a lot 
of sales talk and he did not have to 
insist on having what he wanted the 
way he wanted it. 

“Three months passed, Mr. Lit- 
tle came in one day with the old 
valise empty. He walked up to me 
and after shaking hands, said: 
‘Well, the old cleaner finally wore 
out. Do you think we can get the 
new Blank cleaner in my valise.’ In 
five minutes we had the handle off 
and a $75 cleaner in his bag. Mr. 
Little paid cash and was on his way 
—feeling almost as well acquainted 
with his new cleaner as the old. 


Becomes Heavy Buyer 


“During the past three months, 
Mr. Little has purchased three new 
cleaners for his customers. He has 
bought a good many hundred dol- 
lars’ worth of lamps and accessories. 
Mr. Little is a friend of mine, a 
friend of the house. 

“High power selling ability ap- 
plied along modern lines might have 
closed the sale of this cleaner on 
his first or second visit. It is more 
probable that it-would have set the 
man’s first negative reply until the 
time when he had to have a new 
machine and then he would perhaps 
have been more favorably inclined 
toward some other house.”’ 

What do you do in vour store— 
do you treat Mr. Little with respect 
and consider him as a future cus- 
tomer, or do you say—‘“Yes, we can 
do it. We can do anything but 
whatyu got when we get it repaired. 
It’s a wreck—whatyu need is uh 
new cleaner.” Some day—a Mr. 
Little will be in your store. 














Find the Joy 
In Appliance, 
Then Sell It 


HENEVER a new electric 

appliance is offered to the 

public there is a good deal 
of talk about the economics of the 
device—the cost, interest on invest- 
ment, depreciation, saving of fuel 
«und similar well-founded advan- 
tages. These facts are very likely 
to be used the major selling 
urgument. 

Now, honestly, is that the way 
you buy furniture and other equip- 
ment for your home and for your 
few real pleasures in this life? Is 
that the way you select your auto- 
mobile, your talking machine, radio 
and your shows? 

We believe that the of 
ELECTRICAL GoopDs are regular folk 
and that they are not different from 
other people merely because they 
are selling electrical appliances, 
and we merely suggest to you that 
apply to your customers the 


as 


readers 


you 
same situation that has caused you 
to spend money. 

We do not believe that the home 
supplies are bought or enjoyed on 


an economic basis. We believe that 


the convenience, pleasure, pride 
and freedom of drudgery is the 
basis of purchase. 

We would hate to think of the 


man or woman who would sit back 
and consider the purchase of an 
electrical appliance, be it washing 
machines, range or any other labor 
saving device merely from the finan- 
cial standpoint. 

The relief of drudgery in. the 
home is to a very large extent emo- 
tional, the same as the selection of 
pleasures to be enjoyed by the fam- 
ilv. The fact of better toast, in 
case of the toaster, is a stronger 
argument than the investment of $6 
or more, but a still stronger argu- 
ment—in most cases—is that the 
woman of the house can sit at the 
table and supply the toast. 
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Where Was the Mistake? 


$20 for Those Who Point Out Errors 


feces woman came to the electrical goods department in a busi- 

ness like manner, asked to be shown a toaster, considered the 
several styles, listened appreciatively to the remarks by the sales- 

man, made her selection, gave a $20 bill in payment and chatted = 
about the weather with the salesman while waiting for her change. 
As she departed the salesman said: 


“I thank you very much for coming in and hope we may sell you 
something else in appliances soon.” 


“No doubt you will,” answered the woman pleasantly. 


To the person actively engaged in selling who supplies the best 


explanation of the fault, ELECTRICAL Goops will pay $15. 


For the 


five next best answers, $1 each will be paid. The editors of ELEc- 


TRICAL Goops will be the judges. 


Because of the number-of answers 


received, it will be necessary to consider only those who state connec- 


tion with a retail store. 


Address Sales Contest, ELECTRICAL Goops, 239 West 39th Street, 


New York City. 
H TET 


So many of the electric appli- 
ances can hardly be justified from 
a strictly economic point of view 
that it seems that by presenting 
first of all the economic points in 
a few, it makes the line of sales- 
manship hard to follow through. 

It certainly is not the economics 
that have made the automobile and 
radio such immense. sales_ suc- 
cesses. It was because that a “de- 
sire of ownership” has been built 
around these articles for the pleas- 
ure they will give. 

There is a proportionate amount 
of pleasure built into electric ap- 
pliances when the proper picture is 
drawn. Washing machines, ironers, 
electric sewing machines, electric 
cleaners, toasters and other appli- 
ances have a story of their own 
much more easily mastered than 
the rather strained economics—and 
these will make sales where cold 
figures will not. 

A woman with a washing ma- 
chine has the disposition to enjoy 
the automobile or the radio at the 
close of the washday. 

One of the very interesting re- 
plies to the June “Mistake” prob- 
lem was received after that issue 
had been put to press. We want 
to quote this reply, because we be- 
lieve that Mrs. Jennie Carter of the 
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Competition closes August 20. 


ie peypeent ETOSPPPRRTDT ENTE 


Elder & Johnston Co., Dayton, 
Ohio, has written from a complete 
understanding of the problem pre- 
sented to the appliances salesper- 
son. This was the problem which 
asked if the percolator was danger- 
ous. Mrs. Carter writes: 

“How easy it would have been 
for a clever saleswoman to picture 
to those two old people, not used to 
electricity, the joy and convenience 
of having a beautiful coffee service 
and coffee made right at the table 
without any bother and trouble, in- 
stead of allowing them to go away 
with the impression that it was too 
much trouble or dangerous! 

“How easy it would have been to 
show the old lady that it was no 
more trouble to connect and oper 
ate than a beautiful lamp! 

“The salesperson could have ex- 
plained, also, what the extra fuse 
plug that goes with all standard 
percolators is for; how easy it is 
to take care of; what delicious 
coffee can be made in a few min- 
utes; that she would have a coffee 
service of which she would always 
be proud and which would last a 
life-time.” 

Remember, as a seller of electric 
appliances, that you are selling a 
key that unlocks the benefits of 
electricity for that particular job. 


by Better SHeLMEN 


Over Selling 
Over-Service 


Lost the Sale 


r NHE electrical refrigeration 
problem in the July ELEc- 
TRICAL GOODS has brought an 

avalanche of replies and it leaves us 
wondering whether it is the re- 
frigeration or the service angle of 
the situation that has aroused the 
unusual interest. 

Making the decision with so many 
good replies at hand has been diffi- 
cult, for we fear that some of the 
writers of these letters deserve rec- 
ognition; but we have not the space 
to extend the honorable mention. 

Overenthusiasm is the usual solu- 
tion given, and we think that this 
is correct, and the decision as to 
awards goes to those who we believe 
best defined this overenthusiasm in 
the fewest words. The decision be- 
fore us mentions these writers: 

Paul Jones, Brown & Jones House 
Furnishing Co., Zeigler, Ill. 

O. B. Wilt, Daniels & Fisher Store 
Co., Denver, Colo. 

Mrs. Jennie Carter, Elder & John- 
ston Co., Dayton, Ohio. 

Hazel J. Freeman, Karl Freeman, 
Bridgeton, Nova Scotia, Canada. 

Paul E. Baer, Pomeroy’s, Inc., 
Reading, Pa. 

Mona Yeo, Bunting Hardware & 
Machinery Co., Kansas City, Mo. 

We cannot present the full analy- 
sis of the mistake offered in these 
several letters, and we will try to 
present different points brought out. 

Mr. Jones writes: “The salesman 
made the common error of over- 
enthusiasm. The customer’s ques- 
tion about service was a casual one, 
but one upon which a sale should 
hang. It seems that she wanted to 
know if she could depend upon ser- 
vice if needed. A simple answer that 
she could get immediate attention 
any time the store was called should 
have been sufficient. 

“At the same time the salesman 
could very easily have stressed the 
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The Problem 


AN and wife asked about electrical refrigeration. 
salesman made an excellent solicitation, stressing cleanliness, 
even temperatures, long keeping of food and other high sales points. 
The couple was interested and asked some questions. 


woman asked: 


“Do you send a man around to take care of these machines? 
“Oh, yes, indeed, we do!” replied the salesman. 
vice men calls each week at your home and inspects the machine.” 
The interest of the prospects lagged. Soon they left. 
was reported that they had bought that day at another store. 5 
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A courteous 
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“One of our ser- 


Later it 





fact that little service is necessary. 
Such an explanation would have been 
infinitely more satisfactory to the 
prospect, who evidently did not rel- 
ish the idea of a store service man 
dropping in most any time every 
week and then, perhaps, not being 
available when trouble _ actually 
arose.” 

Mr. Jones alone, we believe, makes 
the point that the service man would 
probably be so busy with routine 
calls that he would not be available 
when wanted. 

Mr. Wilt makes this point: “In the 
salesman’s eagerness to please, he 
made it appear that the retailer ex- 
pected a great amount of service 
work. This lessened the confidence 
of the customer. 

“The idea of a continued nuisance 
is conveyed. The housewife realizes 
that this could not be long continued. 
In our store similar questions are 
answered. 

“ “No, we do not. With each ma- 
chine there is furnished a bonded 
guarantee covering one year. Dur- 
ing that time the service man is at 
your call. In a short time you will 
learn to make adjustments your- 
self.’ ” 

Mrs. Carter has operated machines 
in a store and in the kitchen of a 
tea room, and she replies out of that 
experience. Her direct answer, she 
writes, would be: “It is unnecessary 
to have a service man to go out and 
inspect the machines, for all you 
have to do is to turn off the elec- 
tricity for 24 hours at a regular 
time once a month. This is so sim- 
ple and easy to do that it eliminates 


27 


the need of a service man.” 

Miss Freeman writes: “The clerk’s 
error lay in creating an impression 
that such a machine requires expert 
care by some one having technical 
knowledge. ... He made a mistake 
by intimating that a service man 
would certainly be needed, much less 
needed weekly, and the word inspec- 
tion was unfortunate in its sugges- 
tion of dictatorial oversight. Every- 
one likes and wishes to be able to 
operate what they own.” 

Mr. Baer says that in their store 
they answer like this: “We take care 
of all electrical appliances we sell, 
regardless of how long you may have 
them. You may be using this ma- 
chine eight or ten years, and when 
you require service, call our electrical 
department and we will send an elec- 
trical man out to take care of you.” 
He adds: “No person wants a ma- 
chine that requires care every week.” 

Mona Yeo says: “While electrical 
refrigeration is probably not new to 
the salesman, he must remember that 
it is possibly very new to the cus- 
tomer. One might purchase a cheap 
article and be willing to experiment 
with it, and to risk possible failure, 
but the price of electrical refrigera- 
tion puts this article out of this class. 

“In our department we have a 
machine in operation, and we take 
the customer to this machine and 
say: “You see, Mr. Jones (of course 
you have the name in a sale of this 
importance), there is little or no need 
for service. The motor requires oiling 
only twice a year. You fill the trays 
with water but if trouble should 
arise, just call us. 
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More Demonstrations 


N this issue we print more information about elec- 
| tric appliance exhibits, shows or demonstrations 
(pick your own name) in stores. We give this 
space to this subject because we deem it to be of first 
importance to the appliance merchant. The idea is 
that the person who is to use the appliance must see it 
at work, and we believe that the same psychology that 
makes a convert of the person who can be induced to sit 
behind an automobile steering wheel, applies to these 
appliances. Let the women, or men, try them out. 
Let them actually turn on the washing machine and 
handle the clothing. 

Most of these stories about demonstrations have come 
from larger stores, but the idea is just as effective for 
the smaller store. Very likely in the smaller store an 
advertised demonstration on a small scale will bring a 
bigger percentage return. A hardware store in a town 
of 2400 ran a washing machine drive. A washing 
machine in operation was placed on the sidewalk in 
front of the store with a man there to answer ques- 
tions and get names. This man paid for himself many 
times over. 





17,672 cities, towns and villages in the United 
States are reached by electric service station lines. 





Time Payment Limitations 


E are not among those who hold that there is 
WW nothing that is good in the time payment plan, 
but we believe that there are very many abuses 
creeping into this credit system. These abuses make 
time payments into a sales or a distribution plan. 
Repeatedly there has come to our attention lately 
advertisements of sales for toasters, heaters and other 
low priced appliances on time payments, At the 
average retail price of these articles, we believe this 
to be one of the abuses. We certainly hope that no mer- 
chant will ever offer chewing gum for sale on terms 
of a penny down and a penny each hour. If time pay- 
ment is to gain a place in the economic scheme of 
things, and we believe that it will, the system must take 
some dignity to itself. 





Every city with population of more than 5000 
has electric service available. 





Store Traffic 


HEREVER you find an up and going merchant, 
one who is giving such intelligent direction to 
his business that his volume is steadily grow- 


ing, you will find a man who is interested in store 
traffic. He is greatly concerned about drawing the right 


kind of people into his store. To him “right kind” means 
people who are likely to buy the merchandise he has 
for sale. 

This man, when considering his electrical goods de- 
partment, is interested in getting people who live in 
wired homes into his store. 


He studies the situation 
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to see what is the most universal article used in these 
homes. He finds that it is incandescent lamps. So he 
stocks these, then he makes a drive to get people to buy 
lamps at his store. 

It is not so much the profit on the lamp sales them- 
selves that interests him as it is to have these people 
coming into his electrical goods department to see what 
he has on display there, for seeing is the first step in 
buying. Incidentally, many such moves as this have 
surprised the merchant with the volume of incandescent 
lamp sales and as these lamps, fortunately, are not cut 
price merchandise, there is a real profit for the mer- 
chant who is ingenious enough to promote a sale. 





Only eight cities with a population between 2501 
and 5000 do not have electric service. 





Hasty Legislation 


OME communities are threatening to legislate 
~ against electric service companies because many 
radio listeners complain that the wires of these 
companies cause interference. In at least one case such 
legislation has been passed by the board of aldermen. 
There is an opportunity in this situation for a great 
injustice and we hope that radio dealers who read 
ELECTRICAL GoopDs will counsel their clients to move 
slowly in such a situation. The electric service com- 
pany can usually be made helpful in such a situation 
and certainly no service company is doing anything 
deliberately to harm the radio interests of the com- 
munity. Some service companies have given much 
time and money to interference problems and they have 
found many things not of their making which they 
have been able to point out a way to correct. 

In some cases where the service company has been 
at fault, the company has been more than glad to have 
the trouble reported, for the cause of interference was a 
source of loss to the company. 





Sixty-three per cent of the population of the 
country live in the cities and towns served by elec- 
tric service companies. 





Dramatizing the Sale 


NE trouble with many sales of electric appliances 
() is that they are mere business transactions—a 

more or less sordid incident in which a sales 
person, for a money consideration, passes into the 
possession of a customer a metal device. That is all. 
The person goes home and uses this device or sends it 
to some one as a gift. It is sad to think how many 
persons—who do not use appliances in their own homes 
—have given them to friends. 

If these sales had been dramatized a bit; if the social 
value of the toaster or percolator or grill or washing 
machine had been pictured to the buyer, the purchaser 
would not have given the article away but would have 
kept it. 

The value of a washer is not so much cleaner cloths 
or even economy of time so much as it is a home undis- 
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turbed by washday, a wife and mother who meets her 
family in the evening ready for a ride, a movie or 
whatever the evening may be devoted to. 

There is a strong social side to every appliance. Re- 
cently a phrase maker said truly, “there are thirty elec- 
tric slaves waiting for every master.” The master is 
the person with the appliance for doing the task in 
hand. It enables the woman to talk to the family at 
breakfast and supply toast and freshly cooked eggs. 
With appliances, the woman has at call what thirty 
slaves did for the woman of position centuries ago. 
This is the story that can be dramatized and it will keep 
appliances in use once they are sold. 





Fifty-four per cent of the population of this 
country is using electrical service. 





What Competition Means 


T is interesting to note that in communities where 
| the electrical service station has developed an 

ethical and energetic merchandising program 
electric appliance sales run much higher in proportion to 
the population than in other communities. Also it has 
long been admitted that in communities where many 
appliances have been sold current sales run higher per 
family. 

It is the old, old story of ethical competition being the 
life of trade. Where the electric service station has 
properly pioneered in appliance sales, other merchants 
have been quick to see the possibilities and have gone 
into the business with a view of getting their share 
of this trade. 

The suggestion is: If the service station in your 
community has not been an ethical leader in merchan- 
dising, it might be well to have a heart to heart talk 
with the manager and convince him that his mission 
is to sell current and his objective cannot be obtained 
by bad merchandising policies. Cooperation between 
service station and electrical goods merchants is greatly 
to be desired and should be sought where it does not 
now obtain. This cooperation will bring about a healthy 
competition which will be reflected in greater sales of 
electrical appliances, greater revenue per residential 
customer and better all around public relations. 





It is estimated that 10,000,000 rural dwellers are 
within the territory for which electricity is avail- 
able. 





Personal Selling 


ERSONAL solicitation or selling has become so 
Prcosei associated with “door bell ringing” that 
a good many merchants do not see the other side. 
There is one merchant we know who does see it and 
he is violently opposed to “door bell ringing” and yet 
most enthusiastic over personal solicitation. He ar- 
ranges the opportunity for personal solicitation by 
bringing the people into the store and making the solici- 
tation there. It has been wonderfully effective for him. 
His store has a fairly good traffic, as he sells inany 
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small articles connected with housekeeping at prices 
that bring many women to his store. When he puts ona 
personal solicitation campaign, say for a washing ma- 
chine or an ironer, he puts one of these articles on 
display, connected for a demonstration, and then he 
names a demonstrator and forbids this person to do 
anything but show this machine. 

This merchant also goes to the point of advertising 
low priced sales of seasonable articles to bring people 
into the store to meet this demonstrator. 

Again he places the demonstrator and the appliance 
on the sidewalk in front of the store or in a show 
window so that people will stop and be solicited. It is 
not necessary to ring door bells. You can solicit more 
people in your store, or in front of it when they are in 
the humor of considering a solicitation. 





Ninety-eight per cent of the urban population of 
Rhode Island is living within reach of central 
station lines. 





One Hot Day Left 


T is not too late to sell fans as long as there is one 
| hot day left in the season. Buying fans for home 

has been largely impulse. A small dealer on a side 
street scored wonderful results by mounting a fan on a 
box outside his doorway and letting the fan blow its 
pleasant breezes upon the passersby. A number of 
people, pleasantly greeted by this breeze, stopped, looked, 
entered the store and bought. 

There is still another way to sell fans and that is to 
prepare some of the utility evidence to back up the 
impulse, to catch the person who gets the impulse but 
who does not get it quite strong enough to give up the 
price. In the late season, instead of merely cutting 
prices, prepare some evidence of cold weather uses of 
fans and then the late season buyer may reason ‘well, 
if I can use the fan during the winter, I might as well 
buy it and get some comfort the rest of the summer.” 





Incandescent lamp and appliance trade always 
follows the wire and when a wire goes into a new 
town or into a rural district good customers are 


created. 





Broadcast Control 


E are among those who read with great regret 
\ \ that Secretary Hoover has been denied the right 
of control over the broadcast stations in an 
opinion by the Federal Department of Justice. 
Whatever may happen, this opinion, as handed down, 
probably will insure some radio legislation when Con- 
gress reassembles. Just what will happen is, of course, 
not to be foreseen. We predict that the large broad- 
casters will stay put and go on as they have been going. 
What is feared is that some 600 applicants for broad- 
casting franchises will seek places on the air and create 
a wave chaos. The air may become a no-man’s land 
for advertising propaganda and much of the material 
that has been barred. 
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Radio Club as Publicity and 


Interest Promotion 


Reference library is first step toward cementing 


your customers to your department by a 
constantly increasing interest. 


By Arthur Sinsheimer, Radio Editor 


F you haven’t already done so, 
| there is still time for you to de- 

velop a club idea in connection 
with your radio department to en- 
courage interest among your cus- 
tomers ward off a part of the late 
summer radio slump, and prepare 
for the September activity, which is 
bound to set in. 

We continually read that radio is 
an all-year-round proposition. It is 
—but it’s not an even all-year busi- 
ness, as your own past and present 
records will prove. Overheated sum- 
mer atmosphere is not conducive to 
good, clear reception or to keeping 
people indoors, and this, in itself, 
would automatically slacken radio in- 
terest, if it were not for several 
other reasons which we know affect 
summer radio volume. 

So you’ve got to do something to 
hold as much of your customers’ in- 
terest as you possibly can during the 
end of the summer—and when you 
can connect it up with good pub- 
licity for the department and the 
store, a study group or club room 
stunt looms brightly on the horizon. 

Use small single-column editorials 
in everyone of your newspaper ads 
—first to explain the formation of 
the study group and who is eligible 
to membership, and then when you 
have it started use the same editorial 
space to spread the doings of the 
group. This will not only act as a 
club notice to members, but it will 
get others interested enough in the 
work to want to join the group. 

Set aside a small space in the radio 
department and fit it up with chairs, 
a long table, a book rack and a shelf 
on which special radio items can be 
placed for the convenient study of 
group members whenever they “hap- 
pen” around. Feature regularly 





scheduled sessions for open discus- 
sion of important radio developments 





and report the “finding” in the next 
day’s editorial space. 

For instance, arrange a meeting 
for the discussion of, let’s say, dry 
cell batteries, and on the shelf de- 
scribed above have a sample of as 
many makes and kinds as you can 
possibly gather together, even if you 
have to go out and buy some to com- 
plete the variety. Your radio man 
can lead the discussion by explain- 





Most store interest and pub- 
licity suggestions are complicated 
and expensive. This suggestion 
by the Radio Editor has the merit 
of being easily understood and 
not expensive. Why not give it 
a trial and begin by discussing 
“Getting the Best Summer Recep- 
tion’’? 





ing the good and bad qualities of 
each sample, and wind up by giving 
a logical reason why your store car- 
ries only certain dry batteries in 
stock. 

Then follows customers’ pros and 
cons, the results of which, when re- 
ported in your newspaper editorial 
the next day, can’t help but make 
readers more interested in the sub- 
ject—all of which undoubtedly will 
lead to more battery sales of the 
brand you carry because you believe 
them the best. Can’t you now see 
how such a stunt can be made to 
work out very profitably. 

On the book rack place as many 
books as you can that deal exclu- 
sively with radio, and feature this 
library as being for the use of the 
study group members. It usually is 
difficult to find radio books when you 
want to look up something, and by 
offering such a service your store im- 
mediately becomes a rendezvous for 
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The Man Who Knows 


such information seekers — which 
means additional customers and 
prospects in your radio department. 

By having this space allotted to 
the study group in the rear of the 
department, every visitor will pass 
by the radio counters on which it 
behooves you to have new or special 
items attractively displayed — as 
radio fans seem always to want what 
they see. 

There you have the skeleton facts 
of a little plan that will build more 
good-will and prestige for your radio 
department than you can figure in 
dollars and cents, and if you don’t 
believe it Well, it’s such a sim- 
ple stunt to try that we certainly 
would advise you to work out at 
least some variation of the idea so 
as to prove its worth to your busi- 
ness. 

Going back about three years, I 
can remember a small general store 
in northern New York State that 
put in a radio department simply 
because it looked like easy money— 
but that’s about as far as it got. I 
happened to be summering up there 
at the time, and naturally was in- 
terested in the merchandising pos- 
sibilities of radio in that store— 
and the merchant seemed so glad to 
have me diagnose his case of “wire- 
less sickness” that I studied his prob- 
lem and then prescribed what I 
thought would cure some of his 
troubles. 

You are not interested in his par- 
ticular case, and I’m not going to 
tell you about it except to say that 
one of the several ideas we inaugu- 
rated was the forming of a radio 
club along the lines I have outlined, 
and let me say right here that not 
only did that whole countryside take 
an interest in the affair, but the 
cash register tolled its bell more 

(Continued on page 52) 











Playing the Nineteenth Hole at Home 
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Electric 
Exhibit 
Wee 
Wins 
Trade 






GAINS 


Household Department 53” 
China and Glassware 48% 


During Demonstration 


Entire Floor in San Francisco Store Wins, Plus Sales to Visitors Attracted 


by Showing of 


YQVHE White House store in San helpers at their disposal to relieve calling 
Electric housework of its drudgery and give’ exhibit 
to 30. more time for the real joys of home- floor; 


Krancisco held = an 
Exhibit Week. June 


By Mrs. Beatrice R. Woerner 


Mechanical Household Servants at Work. 


attention to the fact that the 
was in progress on the Third 
a six column advertisement 


in which thirteen manufacturers of making’’—to quote from the opening announced the exhibit with follow 


electrical appliances cooperated to advertisement of the exhibit. 
make the event one of the most suc 
cessful educational exhibits 
“Home Floor” ever planned. 


Action was the keynote 
of the exhibit—for when 
people are doing something 
they are interested. 

The washing machines 
were running; the ironing 
machine was busy turning 
out clean fresh-ironed 
clothes; the electric refrig- 
erator was making its own 
ice; the waffle irons served 
yolden brown waffles from 
9 o’clock to 5; the electric 
percolators served delici- 
ous coffee all day long; the 
electric cooker’ served 
pound cake that brought 
torth many requests for 
recipes; the electric clean- 
ers picked stray bits off 
the floor and kept the car- 
pets immaculate around the 
exhibit. 

Rach manufacturer had 
its own demonstrator on 
the job every day of the 
demonstration, as the ex- 
hibit was arranged primar- 
ily for educational purposes 

“to acquaint the house- 
wives of the Bay district 
with the many mechanical 


This six-column adver- 
tisement invited the pub- 
lic to the demonstration. 


up ads every day during the week. 
The store gave a battery of six J. Werner is the buyer for the 


the windows to the exhibit; used large Household Department of The White 
poster display cards in the elevators House and he is already beginning 
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to lay plans for his next 
Electrical Week. The 
Household Department had 
a gain of 53 per cent over 
the same week last year; 
the China and Glassware 
Departments, which are 
under the same manage. 
ment on the same floor, 
gained 48 per cent during 
the week; and all other de- 
partments on that floor felt 
marked increases. 

The Electric Exhibit put 
romance into housekeeping 
for many of the visitors—- 
all day long as the groups 
of home makers came to the 
third floor, it was easy to 
see they were getting a new 
thrill out of the kitchen. 

“It was not like this 
when I was a girl,” said 
one dear old lady to her 
debutante granddaughter 
who had spent an entire 
afternoon going into the 
details of electric home- 
furnishings. 

“Times have changed, 
Granny dear,” said the 
girl, “but you keep on ask- 
ing questions for you know 
what these things should 
do and it is interesting to 
hear about them.” 








Electrical Exhibit Week Brought Marked Sales Gains 
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This demonstration of electrical appliances and lamps, widely advertised, drew sufficient interested visitors 
to make a marked increase in sales throughout the entire floor. The remarkable photographs, if studied 
show that a complete household line profited by this exhibition. 
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All Metal Shielded Chassis 


Several new Crosley models (the 5-54, 
5-75, and 5-96 e the new metal 

which furni § substantial 
frame for mounting the ciements, Thi 
effects excellent alizniment of the van 


e e e of condense! as well as affording a 
mounting tor a rheostat,. acuminator 
crescendon, coils, socket transformet 

fl and insulation terminal strip 
This metal shielded chas-is is divided 





into three compartment Thus thr 
units shielded fria each other prevent 
interstage as well external coupling 
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Amazement and delight will seize upon you 
the instant you contrast the surpassing per- 
formance of this new type of Crosley Radio 


with what has hitherto been considered 


Crosley mass production reaches its highest 
peak in giving the world this incomparable 
value. So magnificent are the radio engi- 


neering achievements in this new model 


radio perfection. that the price is positively astonishing, 


The cabinet is solid mahogany, beautifully 
finished in two-tone and striped in gold. 
Metal fittings are rose gold finish. 


(nd you may well stand dumbfounded to 
find 5 tubes with single control embodied in 
its Drum Station Selector, the sharp tuning 





> © = : “ae . . F = This improve he stability of the cir 
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appearance imi a radio set Tor SIU! aft any ( rosley dealer S now. never been offered before in sets of 


moderate price 











The Vilusicones ~ 


The announcement of the new Super-Musicone is predicated on the success of the 
Regular (12 inch cone) Crosley Musicone in replacing hundreds of thousands of old 
type loud speakers. (Keep in mind that it’s the exclusive Crosley patented actuating 
unit and not the cone that makes possible its wonderful performance). 12 inch Musi- 
cone Regular now $12.50. 















The Crosley Super-Musicone (16 inch cone) is considered by some to develop more resonance 
in bass reproduction and is naturally louder than its 12 inch counterpart. Beautifully decorated 
both in front and on the back. Price $14.75. 

The MUSICONSOL into which the Musicone has been skillfully built, holds all 
batteries, wires and accessories. Two-toned mahogany finish. 24’ inches long 
inside, Price $32. 

Crosley Musicones are manufactured under basic 
patents issued and pending, controlled by Crosley. 
Prices slightly higher West of the Rockies. For 
descriptive catalog write Dept. 22. 


THE CROSLEY RADIO CORPORA- 
TION, Cincinnati 
MUS! E Owning and operating WLW first remote ecntrol 
REGULAR super-power broadcasting station in America 
ST2 50 Crosley manufactures radio receiving sets which are li 
° censed under Armstrong U., S. Patent No, 1,110,119 « 
" ! i 


inder patent applications of Radio 


Frequency Labora 
tories, In 


, and other patents issued and pending. 
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MAHOGANY 
CABINET Graphic Station Selector 
(ll stations found instantly on this one singik 
control, It revolves smoothly under slight pre: 
EEO sure dice stations are found, they are e@astilys 
written on the drum. No log book to fuss with 
: pa Stations from one end of the wave band to the | 
: POWER ither are easily brought in at all times IN THE 
: TUBE SAME PLACE This advanced improvement 
; station finding has heretofore been found 
i ADAPTABILITY eniv in the highest priced 
: radios 
—— Crescendon Control 
T exclusive Crosley feature sup ——- 
. piie very unusual volume = from: Acuminators 
distant stations. In cases where on 
; ordinary radio ears must strain te (From “‘acuminate’’, meaning ‘“‘t 
; eateli the tation many leagues away, sharpen’’) 
ad turn at the Crescendon on ™ Ileretofore single dial control sacri 5 *TUBE SINGLE 


, ocle wt le ageget ig) “ P 

ct “<_ — thit Thie Cr le ficed selectivity It was practically 
wren ona: oo Sere apr impossible for set located near I OL DIO 
feature ha tlready sciven great sat 


5 broadcasting stations to tune them . 
Priced without accessories 


isfaction in the 4-29 and 5-38 mod out 
els brought out early this year 
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and bring in distant stations 
by means of these Acuminators, very 
sharp tuning is accomplished where 
the reception from stations spread 
broadly. over the dial. Under aver 
ve conditions, when once adiust 
cd, these acuminators do not have to 
be touched again 


Gasley 1927 radio achievements fit all purses - 


At $9.75 mark the 5-38 as a spectacularly popula: At $90 


model and one of Crosley’s most startling 





























The little double-circuit single-tube ‘“‘Pup” values. The RFL-90—the console model of the $65 
has already brought happiness to thousands. REL circuit, introducing the double drum 
If the thousands of reports sent to Crosley At $65 station selector! This is a fine radio engin 
last winter are any indication, probably the eering achievement offered in a_ beautiful 
yreatest distances over which laymen have The RFL 75—true cascade amplification ; housing of solid mahogany, finished and dec 
, ever heard radio signals have been with non-oscillating——-non-radiating, regardless of orated so exquisitely as to wrace the finest 
this set. how it may be mishandled. This _ perfect surroundings. MUSICONE © built in 
' balancing is achieved by introducing th ample room for batteries and all accessories, 
Wheatstone bridge into each stage of am $1 inches high, 30'4 inches wide. 
9 lification—a clever engineering feature in ; 
At $29 conte recognized by radio technicians—and Prices slightly higher West of 
The 4-29—a 4-tube receivef of amazing et appreciated by the laymen because of the the Rockies. For descriptive 
ficiency. Such radio performance has never selectivity and tone this set affords. catalog write Dept. 204. 


before been possible at such a low price 

Brought out early this season it quickly 

proved its right to a permanent position in At $75 

the Crosley line. Crescendon equipped. 
The 5-75—Crosley’s new console radio—em- 
bodying the 5-tube single control with drum 


At $38 station selector as offered in a tabl 
model at $50. SOLID MAHOGANY 














The 5-38—this 5-tube tuned radio frequency cabinet into which is built 
set incorporates two stages of non-oscillat- the Crosley Musicone 
' ing radio frequency amplification, regenera Ample compartment for 
i tive Crescendon controlled detector and two hatteries Stands +] 
stages of audio frequency amplification. inches high. Beauti- 
Sales and performance since its introduction fully finished in two 
tones 
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Planning Ahead Makes for Effective Show Windows 
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Are you thinking ahead on your windows? The festive occasions of the fall make many window opportuni- 
This Hallowe’en window evidently was planned ahead and the Benjamin display materials obtained 
It is not too early to begin thinking of Thanksgiving, Christmas and New Year. The sentiment 
connected with these occasions makes a display mean more than a mere showing of goods. 


ties. 


on time. 
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Ernest Gray, display manager of the Jones Store Co., Kansas City, did not arrange this window on the spur 

of the moment. He planned it carefully, borrowed from Stewart Warner some of the materials they have 

for aiding effective displays. This set consists of wrought iron frames, with velour and satin hangings, 
and center panel with velour, oil painting of advertisements and polychrome grill work. 
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Remove the Bag — Watch it Pour! 


Remove the bag—pass the Eureka over one small 
section of a rug with aquick, snappy stroke. You’ll 
be amazed at the cloud of dirt discharged from the 
fan case. And remember, justa surface cleaning 

does not explain the torrent of dust and dirt. | 
Yes, sir, ‘“‘High-Vacuum’’, as built into the 
Eureka, gets the dirt—the deeply embedded dirt. 
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CUUM CLEANER. 


If continuous maximum cleaning effective- 
ness is desired—then there is no substitute for 
.a! the “High-Vacuum” principle of cleaning. 
~ ~ Out of the chorus of claims made for various types of 
electrically operated cleaners this fact is undeniable— 
The cleaner which will, in the long run, prove most 
satisfactory both to the dealer who sells it and the 
owner who uses it is that one which develops maximum 
cleaning efficiency with a minimum of operating parts 
and mechanical complications. 
. Eureka “High-Vacuum” is a guarantee 
of continuous service 
The Grand Prize Eureka, as it stands perfected today, 
represents the highest development in the “High- 
Lf Vacuum” principle of cleaning yet attained. The full 
power of the famous Eureka motor is devoted to direct 
cleaning—not diverted to drive perishable belts and 
*s complex mechanical devices. 
-** In a few short years, Eureka has swept into world 
' * leadership. Many more Eurekas are sold today than 
of any other “make’’—more than the vast majority of 
* the 70 competing “makes” combined. 
- Mechanical superiority of the Eureka, powerful adver- 
tising and universal consumer acceptance make the 
Eureka Dealer Franchise highly profitable. Write or 





- #4 wire the factory for details. (291) 
fee See the Eureka Exhibit at the Sesquicentennial 
Ya Exposition, Philadelphia, Exposition Building 


KO EurekA VAcuUM CLEANER CoMPANY 

P DETROIT, U.S.A. 

Largest Manufacturers of Vacuum Cleaners in the Wor! 
Canadian Factory, Kitchener, Ontario 


Foreign Branches: 8 Fisher Street, London, W. C. 1, [.-lind 


"ET GETS THE DIRT" 
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Two Minute 
Lamp Study 


We believe that in the 
Puture mans lamyp 
for the home will be 


chased hecause they 


have traceable lineage 
and may be used con 

stently with what 
evel xtyvle of deco 
ration may be em 
ployed in the room for 


which they are in 


tended We shall a 

cordingly show a 
eries of “well bred” 
niodern lamps, trace 


their ancestry and 


ueeest selling displays 


Italian 


( Y,HARACTER, 


‘ ity, breeding, charm and 


personal- 


beauty are some of the at- 
tributes which might be ap- 
plied to this torchere, which 
speaks of the day of Fra 
Angelico, Della Robbia, Ben 
venuto Cellini and Leonardo 
da Vinci, the great Day of 
Florentine and Milanese 
Renaissance, 

lor many, those days pro- 
duced more beauty than any 
other period, and to all who 
have never visited Florence 
and Milan the writer can ex- 
tend sympathy, for the first 
visit to these cities will give 
to those who appreciate 
beauty of line and _ color, 
more real thrills than a thou- 
sand modern, mechanical 
jazz-filled evenings. 

This torchere is painstak- 
ingly hand wrought. It is 
well balanced and _ securely 
attached to the wall near the 
base and at the candles, so 
that no loose wiring shows. 
It is permanent, as all hall or 
public lighting should be. 

The mica panel in the 
shade gives just the warm 
glow one needs on the iron- 


work and on the plain plaster 


walls so frequently used for 
rooms of Italian influence. 
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Courtesy The Florentine Craftsmen. Inc 
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A Few Simple Buying Rules Will 


Insure Sale of Lamps 


There is no mystery in why women buy some lamps and reject others, when you 
study the purpose, the decorative scheme and mechanism 


OT so long ago a leading man 
| \ in the electrical industry 

wrote an article entitled, 
“Women are Lamp Mad;” in which 
he told in neat figures how many 
lamps have been bought by women 
during recent years, and went on to 
prove that the “fascination of lamps 
for women” was beyond the under- 
standing of the clear logical thinker, 
man. 

Not so many months ago another 
big man in the lamp world told me 
that he had delegated to an under- 
study all the lamp buying, because 
he was convinced that he did not 
know anything about lamps at all 
although he had bought many thou- 
sands of lamps. He told me that 
only the week before his wife had 
bought four new lamps and they 
were using about twenty-five lamps 
at home, and they all seemed neces- 
sary after they were put into use. 

Today a successful lamp buyer told 
me that he had decided that-he might 
just as well close his eyes and select 
his lamps—he felt that he would be 
equally successful. He confessed 
that he did not know why a lamp 
sold and why one was left on the 
floor. 

These quotations are from three 
men,—three men who are not de- 
pending upon a woman’s viewpoint 
in viewing the lamp problem. 

I do not believe that any woman 
would have made any of these state- 
ments; the lamp is essentially a 
feminine article and it seems to me 
perfectly clear why some lamps are 
used and some are rejected. 

For centuries man has tried to 
grasp the women’s viewpoint and 
failed. Perhaps it is a waste of time 
to try to make this clear, but it seems 
so simple,—let’s try. 

Women have found that lamps are 
to the home what the stage lighting 
is to the theater; that by changing 
their lamps and color they can, at 
small expense, change their interiors 
and create different atmospheres. 
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By Mrs. Bernice Bowser, 
Lamp Editor 


The interest in lamps is not mad- 
ness but a natural instinct on the part 
of woman who is responsible for the 
appearance of the home. The lighted 
lamp is one of the most conspicuous 
articles in a room at night, when 
most entertaining is done, there- 
fore, women watch their lamps care- 
fully and as their taste improves or 
new and better merchandise is 








An Old 
Vermont Jug 

, Fisted Electrically 

i Lamps of this character have 
NY become the fashion for light- 
Ms ing the living-room. - This 
one, selected from theAltman 
collection of old lamps, is 
$60.00. The simple plaited 
thade at $10.00 is appropri- 






ate, 
FIFTH FLOOR 


B. Altman & do. 


rivTH AVENUE, WEW Yoax 
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Some stores are finding this type of 

advertisement quite effective. One lamp 

is mentioned and a definite use as- 
signed 


offered, they are quick to adopt the 
newer and perhaps better thing. 

The man who admitted that he did 
not know anything about lamps 
might have become a very successful 
buyer if he had studied why, where 
and how his wife had used those, 
twenty-five lamps in his own home. 

Today, in the living room alone, 
we need lamps for lighting as fol- 
lows: 


For— 

Music rack for violin, saxophone, 
piano, upright or grand; radio, many 
types of cabinets; desk, flat top, sec- 
retary, Early American; card table, 
sewing cabinet, bookcases, mantles, 
reading chairs, day bed, couch, dav- 
enport, sofa, end tables, console ta- 
bles, center tables, torchéres flanking 
tapestries, French doors, paintings, 
wall lamps for balance, lamps to 
brighten the dark corner. 


Here are fourteen reasons why a 
woman would buy a lamp for one 
room and if every buyer asked him- 
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self, before stocking a lamp, “For 
what can we recommend this lamp?” 
he would make fewer mistakes in 
buying. 

If the practical use of the lamp 
was the only point to be considered, 
it would be simple. But that is not 
all,—a lamp should be purchased be- 
cause it has “lineage” and can be 
recommended for use with various 
period styles. Just as there are 
many more mongrel pups in the world 
than well bred dogs, so there are 
many more lamps which are plain 
mongrels than lamps of traceable 
period design. 

It is difficult to say what styles 
any buyer should purchase. That 
depends upon the locality entirely. 
What may be good today in Seattle 
will not necessarily be good in Vir- 
ginia, but a man may easily ascer- 
tain what is being sold in his com- 
munity and what his particular 
clientele is buying. 

I once said that by watching news- 
papers, magazines devoted to 
women’s interests and various club 
activities, a man could learn what 
was being done by the women in his 
town. I was laughed at and told 
that men did not read the woman’s 
page although many of us women 
read the sporting page and for the 
man who objects to doing his own 
research work I’d say, “talk with the 
men on your golf course at your 
lunch club and find out what the men 
decorators, the furniture men the 
upholstery men in your town are 
selling.” 

Get the women in your family to 
do a little shopping and report what 
they have seen and whether you 
agree with the women, or not, you'll 
find it easier to sell them, if you 
give them what they want, and I 
know that today they want better 
lamps. By better, I do not neces- 
scarily mean much more expensive 
lamps but lamps of better taste, than 
were demanded five years ago. 

(Continued on page 60) 








Every Rural High Line Makes Good 


Appliance Customers 


6é F this electrical equipment 
| goes out of this kitchen, I go 
with it never to come back 
without it,” said a pleasant-looking 
farm woman. The tone and man- 
ner in which the woman spoke did 
not carry the idea of an ill humored 
threat. Rather it carried the idea 
that she had learned how pleasant 
cooking for a large family in a 
farm kitchen could be made and she 
did not intend to relapse to the old 
muscle and endurance method. 

The circumstances were these. 
This farm home was one selected 
by the Illinois University as an ex- 
perimental station for testing out 
the worth of electricity on the 
farm. A high line was run into this 
section, connected into a number of 
farms and the barn and house sup- 
vlied with equipment. 

No charge was made for the 
equipment on installation. After a 
year the farmer has permission to 
buy the equipment at wholesale 
price, but during the year the 
equipment must be open to inspec- 
tion of those in charge of the ex- 
periment and certain records must 
be kept. 

The equipment in this home had 
been installed several months when 
the above quoted remark was made. 
There was $1,200 worth of equip- 
ment in the house. It included an 
electric refrigerator, washer, iron- 
er, iron, fireless cooker, kitchen mo- 
tor with attachment for many 
tasks, cleaner and other articles 
that are helpful to a woman with 
much work to do. She was cooking 
for a family of eleven persons and 
two farm hands. 

She had shown the investigator 
how she mashed her potatoes with 
a power attachment, how she had 
made a cold dessert, washed some 
clothing and attended to many other 
tasks that morning. 

In the barn the farmer was pump- 
ing water, cutting feed and doing 
many other tasks. He said little 
except that he was finding new 
tasks for the equipment daily. 

The investigator, whose question 
brought the reply from the farm 


wife, made an extensive tour of 
Middle Western States looking into 
the prospect of certain companies 
entering the farm market for elec- 
trical equipment suitable for the 
farmhouse and barn. 

On this tour he found many 
cities where high lines are being 
run into the farm country. Because 
of the cost of these lines, it is usu- 
ally necessary for the electric ser- 
vice company to have a guarantee 
of a considerable amount of busi- 
ness from several farms, or that the 
farmers shall bear a part of the ex- 
pense of the line construction. 





This investigator estimates 
that the rural high lines run- 
ning out of one city of 450,- 
000 this year, will create a 
market for $1,500,000 of 
equipment on farms during 
the next year on the farms 
reached. 





But this is being accomplished 
and farmers in many sections of 
the country are getting electricity 
and are buying equipment to make 
it helpful to them. Each one of 
these lines running into the farm 
districts means new customers for 
those merchants who sell electrical 
equipment. 

The difficulty of obtaining good 
help on the farms where there is 
so much work to be done, makes the 
farmer an excellent prospect. How 
much each of these farmers will 
buy depends upon the financial con- 
dition of the farmer and his needs 
and, perhaps even more, upon his 
ability to find equipment that will 
be helpful in his market. 

Any merchant who caters to farm 
trade will, of course, know when 
such lines as these are run into the 
farm district and if he is any sort 
of a merchant at all, he will know 
how many families will get power 
from these lines and whose these 
families are. 

It would seem to be a conserva- 
tive estimate that these farm fam- 
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ilies will be in the market for at 
least $1,000 worth of equipment the 
first year. Say the lines reach 
sixteen farm homes. The market 
thus opened is certainly worth a 
very special effort to keep informed 
on who’s who on this line, what 
they want to buy and what they will 
buy. 

Tabulated returns from observa- 
tion of the purchases of farm fami- 
lies when electricity enters the 
home and barn indicate that they 
buy much the same as town home 
owners with motors and pumps 
added. Apparently there has not 
been manufactured exactly the mo- 
tor that the farmer wants and this 
puts him in the market for several 
small motors. One of the develop- 
ments of the near future will be a 
line of farm equipment especially 
for electrical use. This will in- 
clude feed cutters and like articles. 
At present the situation is the same 
as when the tractor was first sold to 
farmers. He was forced to exercise 
his own ingenuity in using his old 
plows, harrows and similar equip- 
ment with the tractor until there 
was developed a special line of 
equipment for this work. The 
farmer did this and he will again 
make his barn equipment serve for 
electricity, provided the rate and 
reliability of service proves to him 
that it is worth while. 

The farm home is likely to go in 
for the heavier labor saving de- 
vices. Electric refrigeration, wash- 
ing machines and irons and ironers 
and in some sections of the coun- 
try where fuel costs are high, 
ranges make a strong appeal to the 
farm women. Motors for cream 
separators and churns find a ready 
acceptance and quickly prove their 
worth. 

The farmer is the natural cus- 
tomer of the established store. He 
likes to see what he buys and to 
have some one tell him about it in 
a very practical but non-technical 
way. He understands machinery 
and such mechanical equipment 
and quickly masters details that 
long puzzles others. 


New Goods to Sell 


New Balkite Charger 





Included in the Balkite light socket 
line for 1926-27, manufactured by the 
Fansteel Products Company, Inc., North 
Chicago, Ill, is the new Model J 
charger, having two charge rates, a 
low trickle charge rate and a high rate 
for rapid charging and heavy duty use. 
This charger combines the advantages 
of a trickle and high rate charger. The 
charger is noiseless in operation and 
has a large water capacity. Visible 
electrolyte level. Rates: with 6-volt 
battery, 2.5 and .5 amperes; 4-volt bat- 
tery, .8 and .2 amperes. Special model 
for 25-40 cycles. 


Saf-T Vertical Fan 
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The S. A. X. Vertical Fan Co., Ga- 
zette Times Building, Pittsburgh, Pa., 
has brought out a vertical fan having 
four blades which revolve in a globe, 
drawing air from the upper and lower 
parts of the room and after co- 
mingling it, the air is discharged 
through the center of the fan into a 
plane parallel with the floor. While in 
operation there is practically no noise 
and no draft. Made in several sizes 
and all the required finishes. 





Freed-Eisemann “800” Receiver 


_ The “800” 1927 Neutrodyne receiv- 
ing set, one of the new models recently 





Electrical Goods Section 


brought out by the Freed-Eisemann 
Radio Corporation, Junius Street and 
Liberty Avenue, Brooklyn, N. Y., in- 
corporates both Hazeltine and Latour 
patents, with copper shielding for radio 
frequency stages and detector tube, 
and a steel compartment for audio fre- 
quency stages—all supported on a heavy 
angle-iron chassis. Through a preci- 
sion uni-control mechanism in the form 
of a bakelite disc which, by means of 
a vernier gear device, operates a rotary 
drum bearing a pre-calibrated wave 
length scale the set is always in tune 
for operation. 





Trimm Cone Loud Speaker 





A new cone type speaker has just 
been announced to the trade by the 
Trimm Radio Mfg. Co., 24 So. Clinton 
Street, Chicago, Ill. The speaker is 
equipped with a 17” cone, a new unit 
exceptionally large in size and de- 
signed upon a new principle of vibra- 
tory transmission which the maker 
claims gives a quality of reproduction 
marked by a true definition of every 
instrument, every tone and pitch of 
either voice or instrument throughout 
the entire scale, including both the 
higher tones and the base. 





Big Three Model 50 Washer 





A vacuum type electric washer, 
driven by a %4-hp. Westinghouse motor, 
which may be operated as a triple tub- 
washer, double tub or just the washer 
alone, has been placed on the market 
by the Barlow & Seelig Manufacturing 
Co., Ripon, Wis. The lid with its 
washing mechanism can be swung over 
either of the two tubs shown attached 
to the washer and will operate in any 
position when lowered, this permits 
thorough rinsing and blueing without 
wetting the hands. The wringer swings 
and locks in any position, the rolls be- 
ing soft to prevent breakage of but- 
tons. Tubs are of copper with nickel- 
plated interior. The outside finish is 
white enamel with blue enamel trim- 
mings. It is compact and may easily 
be moved through a 22-in. doorway. 
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The Utah Book Loud Speaker 





The most novel feature of the 1926 
line recently presented by the Utah 
Radio Products Company, 1421 So. 
Michigan Avenue, Chicago, IIl., is the 
Utah Book loud speaker. Made of 
parchment, slightly slack, giving an 
added sensitiveness to delicate sound 
waves, it looks exactly like an open 
book, showing two beautifully illus- 
trated pages. It is claimed for the in- 
strument that it gives a perfect repro- 
duction of instrument or voice, the 
tones being clear and well rounded. 
Measurements: 17% inches wide, 13% 
inches high. Packed 1 to a carton, 
2 in a crate. 





Colored Flush Plates 


Flush plates of non-inflammable 
material in 28 standard colors and 50 
special shades, varieties, and shapes 
are being manufactured by the Ivori- 
Craft orporation, 290 Chestnut 
Street, Newark, N. J. 





Majestic Master B Power Unit 


The Grigsby-Grunow-Hinds Co., 4556 
Armitage Avenue, Chicago, IIl., recently 
announced a new model, the Master-B 
current supply, especially adapted for 
sets using UV-112, UV-120 and the new 
superpower tubes UV-1U1, requiring 
180 volts. Uses the non-filament Ray- 
theon tube; no acids, no_ liquids. 
Rating: 60 milliamperes at 150 volts. 
The pova also makes the Majestic 
Standard-B current supply and the 


Majestic Super-B current supply. The 
three models will take care of all “B”’ 
current requirements for almost any 
set on the market. 
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Burns “B” Eliminator 





The American Electric Company, N. 
State and Sixty-fourth Streets, Chi- 
cago, lil., recently placed on the mar- 
ket the Burns “B” Eliminator, an in- 
strument which, they claim, will de- 
liver under load the full rated voltages 
without a perceptive drop in the am- 
perage capacity. The instrument uses 
the Raytheon type of rectifying tube, 
is compact and will readily fit in place 
of the dry batteries in any cabinet or 
near receiving set. There are no acids 
or fumes to cause damage or any hum 
or vibration. Being provided with both 
variable detector and amplifier adjust- 
ments it is possible to get true repro- 
duction values. The eliminator can be 
connected as easily as “B” batteries 
and the necessary connections have 
been made for the various voltages re- 
quired for radio amplifications and 
audio amplification tubes, as well as 
for the higher voltage for power tubes. 
Connected to the lighting current. 

When properly connected it requires 
no further adjustment. Size: 7x7x5 
inches. Voltage variations: Detector, 
0 to 60; intermediate, 45, 67 and 90; 
amplifier, 90 and 135. 





Trinity Bio-Phonic Console 


The Beacon Radio Mfg. Co., Brook- 
lyn, N. Y., makers of Trinity receiving 
sets, has just placed on sale their new 
improved two-tuning control models. 
The line includes the Trinity Six Con- 
sole, Trinity Six table and Trinity Five 
compact cabinet models. The Model 
Six Console, which is illustrated, is 
contained in a mahogany cabinet 
14% x 34 x 48 inches, into which is 
built the Bio-Phonic reproducer. The 
chassis is so placed in the console that 
it slides in and out easily, allowing 
tubes to be changed without much ef- 
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fort. Space is provided for batteries or 
eliminators in the console. Tuned radio 
frequency circuit is used on all models. 
The Bio-Phonic reproducer includes a 
specially constructed double horn ar- 
rangement. 





Compressed Wood Horn Speaker 


oo? 





The latest development in the horn 
type loud speaker has just been intro- 
duced by the Compressed Wood Cor- 
poration, 345 W. Austin Avenue, Chi- 
cago, and is known as their No. 808 
horn. The bell is 14 inches with a 
total height of 23 inches, the horn be- 
ing made of compressed wood. Mounted 
on a colonial die-cast type base with 
9 inch spread, soft resilient feet being 
used under the base to protect the fur- 
niture. The horn, which is finished in 
black leatherette, when equipped with 
a unit especially manufactured for it, 
produces a mellow, low-pitched tone 
with full value of amplification. 





National Electric Washer 
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A compact machine, the tub built of 
heavy white cedar and driven by a 
%-hp. General Electric motor, has 
been brought out by the National Motor 
Co., Springfield, Ohio. Other features 
of the machine are: steel frame and 
castors; swinging wringer, locking in 
five positions; direct drive, bronze gear 
and steel worm; oilless bearings 
throughout, gears are enclosed and run 
in oil; three-wing aluminum agitator. 
By raising the lid of the tub the dolly 
is automatically disconnected, closing 
starts washer again. 
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Autopower 





A new device, a combination battery 
and trickle charger, developed by West- 
inghouse Electric & Mfg. Co. and mar- 
keted by the Westinghouse Union Bat- 
tery Company, Swissville, Pa. It is 
known as the “A” Autopower. The 
charging unit has no moving parts, no 
bulbs and is noiseless. The unit is of 
unusual capacity. The rate of charging 
can be varied from 1/10 to 1/2 ampere. 
The new unit is produced in four mod- 
els—6 volt, 60 cycle; 6 volt, 50 cycle; 
6 volt, 25 cycle; 4 volt, 60 cycle. 





Electric Water Heater 





The Kowalsky Hardware Company, 
145 Sixth Street, Milwaukee, Wis., is 
manufacturing an electric water heater 
which, being automatic in control, pre- 
vents the water overheating and fits in 
the hot water line or in place of the old 
heater. The only attention the heater 
needs is the turning of the switch. 
Sizes: 5000 watt in 10 and 15 gal. 
sizes; 3000 watt in 10 and 15 gal. 
sizes and 3000 watt in 5 gal. sizes. 


Mohawk Console Model 


The Mohawk Corporation of Illinois, 
Chicago, lll., has recently placed on 
the market a console model. A feature 
of the console is the ““Mohawk Drawer,” 
measuring 12x10 in., This feature is 
also sold as a separate unit. 








Half your sellin 
is already done? 


HEN a woman comes in to f ; 

buy a vacuum cleaner, and | 
you show her the Premier Duplex— 
half your selling: is already done. 
Years of advertising—years of mis- 
y sionary sales talks have made her 
f » familiar with the big selling points of 
| the cleaner. 









wo 


f 

f 
Double action is a phrase she 
\ _knows. It needs little, if any, explana- 
XS gy tion. No oiling is a feature she ap- 
<= preciates and associates with the 
Premier Duplex. Lifetime use is an 


important quality that she has 
learned to demand of a cleaner. 





Half your selling job is done. Just 


give her a good, straight demonstra- j 
tion of the Premier Duplex—and con- é 
vince her. 


Sell the cleaner women already 
know about and understand— 
ond make quick, sure sales! 


ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland, Ohio 














gee a Manufactured and distributed in Canada by the 
- = \ Premier Vacuum Cleaner Company, Ltd, es: 
3 Toronto ia - 
“A 4 Proposition 
) ion f Do you know the 
~ details of our propo- 
y ae we a sition? It is well 
mn — . wae worth your while to oumny 
? ~~ ” — find out. We offer 
y. a special propositions 
| ph ge . y ss ae to department stores, 
& J hardware and elec- 
as ere trical dealers. Write 
or wire us today. 
“ey 
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Trickle Charger 





The Acme Trickle Charger, using a 
two-ampere Tunger bulb, has been de- 
veloped by the Acme Electric & Manu- 
facturing Company, Cleveland, Ohio. 
The charging ranges from one-half to 
three-quarters of an ampere and is so 
designed that the transformer has two 
independent windings and can be in 
service while the radio is in operation. 
Inclosed in steel case with crystalline 
finish. Consumes approximately 25 to 
40 watts for every hour in service. 





Glastor, Resistor Specialty 


The Daven Radio Corporation, New- 
ark, N. J., recently placed on the mar- 
ket a new resistor called “Glastor,” an 
entirely new development, resembling 





the old type “leaks” in size only and 
designed for use as grid resistors in 
detector circuits; as grid and plate 
resistors in resistance and choke coiled 
amplifiers; across audio transformer 
secondary windings and in B battery 
eliminator circuits. They are manu- 
factured in all sizes from 2500 to 10,- 
000,000 ohms and will carry up to 25 
milliamperes of current in the case of 
the low resistance units. The makers 
claim that they are permanent in re- 
sistance value; noiseless in operation; 
non-inductive and non-capacitative and 
will stand high voltage overloads. 


--- = 


Jefferson Lamp Tester 





The Jefferson Electric 


Mfg. Co., 
Chicago, has just introduced a new 
steel case lamp tester to operate from 
the ordinary’ alternating current 
socket, and to test all S. C. or D. C. 
lamps including the Ford double fila- 
ments. This tester known as Jefferson 
No. 32 Lamp Tester is inclosed in a 
black enameled case, small and com- 
pact and is equipped with two nickel 
sockets, seven feet of lamp cord, a 
separable plug, and a switch to reduce 
the voltage to test all automobile 
lamps. Suitable lugs are attached to 


the bottom of the case to fasten the 
tester to the shelfing or the counter. 
Size, 3% in. long x 2% in. wide, not 
including brackets, and 3% in. high. 
Screw holes on 3 in. centers. Weight, 
2% Ibs. 


Bell Ringing Transformer 





A bell ringing transformer has re- 
cently been put on the market by the 
Killark Electric Manufacturing Co., 
3940 Eastern Ave., St. Louis, Mo., 
under the name of “Grey Bell.” This 
transformer is used as a cover for a 
3 or 4-inch outlet box, so that the pri- 
mary wires may be brought to the 
transformer in conduit. It is made in 
110 volts, 60 cycles and furnishes 8 
volts on the secondary side for ringing 
door bells. 





X-Ray Control Ring 


The Curtis Lighting, Inc., Chicago, 
Ill., has announced a new fixture, the 
X-Ray control ring, which when at- 
tached to X-Ray show window flood- 
light No. 33 or X-Ray projector No. 51, 
converts the unit into a spotlight. 





Crosley Musiconsole 


The illustration shows the Crosley 
Musiconsole, made by the Crosley Radio 
Corporation, Cincinnati, Ohio, on which 
is mounted a five-tube R. L.-60 
Crosley receiving set. The Musiconsole 
is a beautifully designed cabinet in 
which there is a built-in Musicone and 
plenty of room for radio batteries. 





Battery Tester 





An improved battery tester has re- 
cently been brought out by the Beede 
Meter Company, Penacook, N. H. The 
nickel-plated instrument has universal 
terminals, one a sharp spur, the other 
a flexible cord. One cell can be tested 
or the condition of the entire three cells 
can be ascertained. The meter is de- 
signed to replace the hydrometer. The 
general sales department is located at 
136 Liberty Street, New York. 





Bryant Cut-out Bases 


The Bryant Electric Co., 1421 State 
Street, Bridgeport, Conn., has brought 
out several cut-out bases, designed to 





encourage more convenient placing of 
fuse-cabinets, called the Bryant “Dead 
Front” Plug Fuse Cut-Out Bases. The 
bases are fitted with slots so that all 
fuses may be indexed to indicate which 
circuit it controls. 





New Aerobell Washer 





A new Model B Aerobell washer has 
been brought out by the Foote-Burt 
Company, Cleveland, Ohio, with the 
following improvements: Installation 
of a more balanced appearing wringer 
frame; wringer roll release replaced 
with a one-piece lever similar to that 
on the Model C; the tub and frame 
have been lowered one inch; the 
plunger rod has been increased to 
seventy-five vertical strokes per minute, 
the cups turn a short distance at the 
top of each stroke, carrying the cups 
completely around the tub in fifty-three 
strokes. A new style drain-cock has 
been installed. 
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There’s a Size 
and Style 


for Every Purpose 
















aig ANN 1 ECTRICS 


TRADE MARK 


Profit from the sale of these practical, popular ranges and ap- 
—- L&H Electrics supply the need for appliances that can 
e depended upon for satisfactory service. Their improved features 
‘and their handsome designs appeal at once to the prospective 


customer. 


L&H Electrics ee 
Table Stoves The L&H Electrics Ranges have won recognition everywhere for 


their superiority in design, construction, desirability and ease of 
operation. The Full Automatic Time and Temperature Controls, 
the rust-proof porcelain enamel finish, the one-piece ovens with 
rounded corners and their other important advantages are selling 
points of demonstrated strength. 


Note this fact also, that when the sale of an L&H Electrics Range 
is made, you are not going to have a lot of calls for “servicing.” 
They are built to operate to the customer’s satisfaction. 





Write for information on this profit-making line. 
























— al . 
ees gee A. J. LINDEMANN & HOVERSON CO. 
Ball — 435 Cleveland Ave. Milwaukee, Wis. 
Branches at 
ow iain 405 Lexington Ave., New York, N. Y. 





1636 14th Street, Denver, Colo. 
2626 W. Washington Blvd., Chicago, III. 
715 Bryant Street, San Francisco, Cal. 


In addition to the articles shown here, our line of 

Electric Appliances also includes: Hot Plates, 

Curling Irons, Waffle Irons, ““Turnsit’’ Toasters, 
Urn Heaters, Testing Ovens, etc. 


‘Cities 
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L&H Electrics 
Heating Pads 





















300 Radios Sold in Town of 9800 


(Continued from page 23) 


cause of a slight defect. And incidentally because of 
his return we sold twenty others because we also sold 
service.” 

To illustrate his point Mr. Salomey told the story. 
“One day a large manufacturer here came into the store 
and wanted to take up our proposition of a free trial 
He chose an expensive set and my brother 
Six months later the set went 


radio set. 
installed it as usual. 
dead. It was defective. 

“We didn’t hesitate to take out the set and give a 
new one in return, despite the fact that the set was 
expensive and if the factory would not take it back 
we stood to lose heavily. The factory did take it back. 
We were willing to take a loss rather than lose a friend. 

“The manufacturer was so pleased with his new 
set and with our acceptance of the old without a 
murmur, that he told his friends about it. Within a 
few weeks we sold twenty sets to these friends. You 
see we were selling service as well as the sets and if we 
hadn’t we wouldn’t have sold the extra twenty. In 
pushing radio set sales service counts as much as the 
set.” 

In another case the firm sold two B batteries to a 
customer. Six weeks later the batteries went dead. 
The company didn’t have to make good but it accepted 





(The DAY-FAN Line 
‘There is a DAY-FAN sei for every home 
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The DAYRADIA 


complete (except 


tubes) with A & B 


batteries and spe- 
cial silent, built-in 
recharhinad equip- 


ment. . $225.00 


The DAYOLA 
with B battery 
compart- 


ment .. $125.00 


The DAYCRAFT 
with built-in phono- 
araph loud speaker 
and B battery 
compart 


ment .. $160.00 


The DAYTONIA 


complete (except 


The OEM-7 
four tubes, $98.00 


The OEM-11 
three tubes $90.00 


VERY set, regardless of price, 

has that important and dis- 

tinctive DAY-FAN achieve- 
ment. 


ALL DIAL SETTINGS THE SAME 
FOR EVERY SET, EVERYWHERF 
ON EVERY ANTENNA 


You don’t have to log DAY-FAN 
sets.. A complete list of all stations 
with corresponding dial settings 
for the wave length is given with 
each set. Simply turn the pointers 
to desired station—and listen in. 


There is a model for every taste 
and purse, and each one embodies 
the same remarkable qualities of 
tone, volume, selectivity, simplicity 
of operation and beauty which dis- 
tinguish the DAY-FAN OEM 
Receivers. 

ASK US FOR A 

Free Demonstration 

in Your Home 
Unril Satist ct-+ry, FREE SER- 
VICE with every set purchased from 


Suburban Hardware & 
Auto Supply Co., Inc. 


3 CHESTNUT ST. 


This advertisement, three columns wide, was used by 
the Suburban Hardwure Co. in the Needham news- 
papers during the height of their season last winter 


the batteries and gave two new ones. As in the first 
case, the customer mentioned this fact to his relatives 
who lived in the town and nearby towns and they pur- 
chased several sets. 

“Perhaps it is the service which has accomplished 
it but in our last winter campaign,” continued Mr. 
Salomey, “although we offered payments on time, only 
fifty of the nearly 300 customers took this way to own 
their radios. The purchasers bought them outright, 
feeling that we were giving them a lot for nothing, and 
so they paid up quickly. 

“From time to time my brother makes the rounds of 
the homes in which our sets are installed and asks if 
they are working satisfactorily. If not, he arranges 
them. The people here in Needham have come to know 
that we try our best to treat them squarely, and they 
remain our friends. 

“Not long ago a radio shop was opened in a better 
location than ours, right on the main street. The firm 
was underselling us but at the same time was selling 
inferior merchandise, naturally. Many persons came 
to me and said: ‘Why, I can get a tube from So-and-So 
at $1.50. You are charging $2.50.’ 

“I told them why. One tube was good and the other 
wasn’t. Several tried them and found I was right. 
Anyway the other store only lasted three months. The 
first thing in selling radios and accessories is to know 
that your goods are right. We make our own tests and 
do not take anyone’s word for it. Then we are not 
afraid to push them to the limit and have a come-back. 

“Satisfy the customer. I told my brother before we 
opened the radio campaign that I was willing to be a fool 
now and then if it gained a friend. And we are not 
sorry. Last winter when everyone was crying bad 
business we went right ahead with my radio sales idea 
as if people had money to burn, and our $6,000 gain 
was the result.” 

There is another strong sales point that the firm has 
made in the rebates in case the price of the more 
expensive sets drop in the market before the expiration 
of the year. When the sale is made, the customer is 
told that no matter what the drop in price before the 
end of the year the company will make good the differ- 
ence. So far rebates have been at a minimum. 

Mr. Salomey points out that many firms make a mis- 
take in the desire to make a sale by overstating what 
the radio set can do in getting distance. He declares 
that he knows just what his set will do and he doesn’t 
tell a customer the set will tune in on Chicago when 
it can’t pick up any station farther away than New 
York. 

The firm ties up local radio advertising with a window 
display and an inside counter display, placed near the 
entrance. Of course, the counter display sets of the 
various makes—the firm now carries five—are hooked 
up ready to be tuned in for the customer. 

The service and the ten days’ trial idea have traveled 
so far that the firm has sent two sets to Florida under 
the plan and sold several sets in cities and towns many 
miles away, including Boston. 
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The Single-Six Unit 
A six tube, single control unit —standard 
ejuipment in all Hartman cabinets. 





The Junior Upright 
.$ 


I a a a ag 
West of Rockies 





The Uprigh'—with built-in 
speaker 
ES 
West of Rockies....... $183 





X 
F SYNTONIZED* 


means “perfectly in step 
in tone,” or perfect uni- 
son of operation in the 
receiver, freedom from 
distortion and oscilla- 
tion, pure tonal quality, 
maximum volume and 
distance, regardless of 
wave length, with the 
ideal degree of selectiv: 

y for all conditions 














AN 
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A Line Yow'll Be 
Proud to Seil 


The Hartman Single-Six receiver (six tubes, 
single control) incorporating two new inven- 
tions, sets a new high standard in radio recep- 
tion. In faithful reproduction of tone—in 
selectivity—in volume—in freedom from 
oscillations, the Single-Six is everything you 
have hoped radio will eventually be. The only 
perfectly syntonized* receiver made.—Really 
an amazing instrument! 





$100 
. $105 


Price 


Here is the complete line of beautiful Hart- 
man cabinets—with the Single-Six Unit as 





standard equ’pment in each. The Pedes- The Sheraton—with built-in 
Teller—a new development in radio speakers Cenc 
West of Rockies . $189 


—is as superior in performance as it is in ap- 


pearance. It will be a big seller this year. 


To any financially sound, reliable jobber we 
will gladly send the Single-Six Unit for ex- 
am‘nation. Send for it. Examine its engi- 
neering features. See how it performs, com- 
pare it with others—then you, too, will be 
selling Hartman Radio. 


“The Hartman Story,” just off 
the press, gives a complete de- 
scription of our line. And our 
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The Pede;-Teller 





house policy will interest you, 
° A distinctl new type of 
too! A copy of the booklet 1S speaker, yo se a un 
. . equalled «quality and truth 
ready for you. There is no obli- of tone. 
: I i ot alae ae an . $38 
gation. West of Reckies........ $40 


The HARTMAN ELECTRICAL MFG. Co 


Coshocton, O. Mansfield. Ohio Chatham, Ont. 
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THE TUBE WITH THE SENSIBLE GUARANTEE 











PRONOUNCED EVE -~SO-LAN-TITE 





Vibrationless 
{(niform 
and Good 


Isolantite—There is nothing else like it. 
There are numerous insulating mate- 
rials on the market each with its indi- 
vidual claims and qualities, advantages 
and disadvantages. While a few of the 
insulating materials possess some of the 
qualities found in Isolantite, not one of 
them has all the qualities and advan- 
tages of Isolantite. 


Dielectric strength over 30,000 volts per mill. 
of thickness. 

Crushing strength 60,362 lbs. per square inch. 

Heat resistivity approximately 2,700 degrees F. 

Unusual resistivity to sudden temperature 
changes. 

Absolutely immune to all commercial acids. 

Positive Uniformity of Characteristics. 

Absolute Homogeneity without flaws or pores. 

Hardness second only to that of a diamond. 

Non-porous—vwill not absorb moisture. 

Heat conductivity approximately equal to car- 
borundum. 


SUPERTRON BARS NO EXPENSE 
TO MAKE SUPERTRON THE BEST 


Supertron is ISOLANTITED thruout 


That’s the answer 


All Tvper-—At Public Demand Prices 


OS aera $2.00 
SX 199 Pe ere ee eee 
OO Ses Ul 
OC TT Terre 2.25 
an ee ons 6 5.00 
en a 2.50 
SX HiMu 3.00 
SUPERTHFON H4LF. 4.00 
SUPERTHEON FULL 5.00 


ie Canada clishtiy higher. 
Full Details on Request 
SUPERTRON MFG. CO., Inc. 
HOBOKEN, NEW JERSEY 


Chicago Office 30 N. Dearboru St. 
Erport Dept.—220 Broadway, N. Y. C. 


SUPERTRON 





The Foremost Independent Tube In America 


aH SERIAL NUMBER GUARANTEE 













50 


Yorkshire Salesman Sends 
Problem Solution 


at 49 you me N exceedingly interesting solution to the “Mistake” 
problem published in the June ELECTRICAL Goops 


reached us just one day too late to be included in 
the July issue. It came from Harry Lancaster of 
Taylor & Parsons, Ltd., of Bradford, Yorkshire. 
England. This problem, you will remember, was where 
the saleswoman said to the elderly couple, “No, elec- 
tricity is not dangerous,” or words to that effect, and 
then proceeded to detail a lot of things that should not 
be done. 

Mr. Lancaster’s letter is evidence that there is some- 
thing of an international code in selling appliances, for 
he says: 

“The great mistake is that the woman had not confi- 
dence in the utility of the goods that she was selling. 

“Although the question put to her is a very common 
phrase among purchasers, particularly among ladies, it 
is one that calls for tact in the answering. A quick 
survey as to the personality of the client and hurried 
thought as to reason in the mind of the client which 
prompted the question, by the seller, would furnish the 
answer and the way to word it. 

“Fear probably being the reason—after denying the 
danger, I would have followed by asking the lady if she 
was not enjoying an electric iron and then quote re- 
marks made to us by many women as to the iron being 
the climax of household possessions—how it had come 
as a gift from a friend and its success had prompted 
these women to make electrical gifts because of the 
safety and delight. 

“Then I would tell her of the safety and ease in an 
all electric home and through the larger scope of elec- 
tricity, come back to the percolator.” 

After this, Mr. Lancaster would take up the problem 
of the economy and delight of the percolator with its 
better coffee and less trouble, in that the coffee could 
be made and served at the table. In this way, he be- 
lieves, a doubter can be made a friend for the store and 
that she would become a good electrical customer. 

Mr. Lancaster inclosed a booklet that is published by 
his firm as a graphic presentation of the various de- 
partments of the store. The lines handled are much 
the same as a hardware store with a house furnishing 
department in this country would sell, with a brass 
foundry added. 

In the booklet there is a photograph and a short de- 
scription of each department. It is extremely interest- 
ing to note the number of American made articles in the 
various departments. This is especially true of the tool 
and electrical goods departments. 

In the electrical goods departments several brands 
of American electric cleaners are especially prominent 
on the picture and several of the grates and heaters 
have a decided American appearance. Few American 
stores make displays of heaters that equal this one. The 
description of the electrical department makes promi- 
nent the fact that the firm sells large amounts of elec- 
trical wiring supplies. 








The Now Balkite Charger 


MODEL J. Has two charging rates. A 
ey trickle charge rate and a high rate 
for + charging and heavy duty use. 
Can thus be used either as a trickle or 
as a high rate charger and combines 
their advantages. Noiseless. Large 
water capacity. Visible electrolyte level. 
Rates: with 6-volt battery, 2.5 and .5 
amperes; with 4-volt battery, .8 and .2 
amperes. Special model for25-40 cycles. 
Price $19.50. West of Rockies $20. 





Balkite Trickle Charger 


MODEL K. With 6-volt “A” batteries 
can be left on continuous or trickle 
charge thus automatically keeping, rm 
battery at full power. Converts the“ 
battery into a light socket “A”’ a 
supply. With 4-volt batteries can be 
used as an intermittent charger. Or as 
a trickle charger if a resistance is added. 
Charging rate about .5 amperes. Over 
200,000 in use. Price $10. West of 
Rockies $10.50. 





A New Balkite “B” at $27.50 


Balkite “B”’ eliminates “‘B”’ batteries 
and supplies “B’’ current from the light 
socket. Noiseless. Permanent. Em- 
ploys notubes and requires no replace- 
ments. Three new models. The new 
opular priced Balkite “B”-W at 
27.50 for sets of 5 tubes or less re- 
uiring 67 to 90 volts. Balkite “B’’-X, 
or sets of 8 tubes or less; capacity 
30 milliamperes at 135 volts—$42. 
Balkite “B’’-Y, forany radio set; capac- 
ity 40 milliamperes at 150 volts— 69. 





Balkite Combination 


When connected to the “‘A”’ battery 
this new Balkite Combination Radio 
Unit supplies automatic power to both 

and “B” circuits. Controlled by 
the Geant switch on the set. Entire- 
ly automatic in operation. Can be put 
either near the set or in a remote lo- 
cation. Will serve any set now using 
either 4 or 6-volt “‘A’”’ batteries and re- 
quiring not more than 30 milliamperes 
at 135 volts of “B”’ current—practically 
all sets of up to 8 tubes. Price $59.50. 

All Balkite Radio Power Units oper- 


ate from 1 og 120 volts AC current 
ls for both 60 and 50 


cAnnouncing the new 


Balkite Light Socket 


Line for 1926-7 


A new Balkite Charger with both trickle and 

high charging rates. Three new Balkite ‘B’s,” 

including the new popular priced Balkite 

“B”-W at $27.50. The new Balkite Combina- 

tion—with the “A” battery it furnishes auto- 
matic power to both circuits. 


The new Balkite line for 1926-7 is now ready. It includes: 
1. THE BALKITE TRICKLE CHARGER. This you already 


know as one of radio’s best sellers. Over 200,000 were sold last year, the 
first during which it was on the market. 


2. THE NEW BALKITE CHARGER, with both trickle and 
high charging rates. Into thischarger have been combined all the features 
of the old standard Model H Balkite Battery Charger and the advantages 
of trickle charging. It will be even more popular than model H. 


3. THREE NEW BALKITE “B’s” including the new popular 
priced Balkite“B”-W at $27.50. Because of its exclusive features, because 
it is noiseless, uses no tubes and requires no replacements, Balkite “B” 
today dominates the “B” market. And it will continue to do so. The 
three new models will serve every type of set. Balkite“B”-W at $27.50 
now makes Balkite“P’” available to owners of lower priced sets. 


4. THE NEW BALKITE COMBINATION. Once connect- 
ed to the “A” battery this new Balkite unit furnishes automatic power 
to both circuits, Controlled by the filament switch on the set, it is en- 
tirely automatic in operation. It will be one of the outstanding new devel- 
opments of the season. 

For both the jobber and dealer Balkite has always been one of the most 
profitable of all radio lines. Over 600,000 Balkite Units have already been 
sold. One radio receiver in 10 is Balkite equipped. With the new line, 
backed by consistent advertising, Balkite will sell even more rapidly. 

And the profit on Balkite Radio Power Units is clean. Noiseless, 
tubeless, trouble-free and unfailing in operation, once sold they stay sold. 
They move off shelves rapidly and they don’t come back. Get your share 
of this profitable business now. 


Balkite 


Radio Power Units 


Manufactured by FANSTEEL PRODUCTS COMPANY, INC., NORTH CHICAGO, ILL. 


with m : 
& cycles. Prices are higher in in Canada. y 
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BENJAMIN 
Two-Way o Three- ‘Way 
Plugs 1 ina 


Handsome Colored 
Self-Vending Carton 


A Profit of .......+.+ $3.73 
On a Dealer Cost of . . $6.37 


The most profitable way to do business: a small 
outlay of your capital, a quick turnover of the 
stock, and a BIG PROFIT. Every plural plug need 
of your community is here taken care of. 


Concentrate on a single, fast moving line. The 
fastest selling plugs of the Ten-Ten Assortment 
may be replaced and the complete stock kept 
balanced at a minimum investment. 
Unconditionally guaranteed! Supported by national ad- 
vertising and badd by generous dealer helps. 


Take in your profits. Get an assortment now. The plural 
Pixs line is a real money maker, and the Self-Selling 
ending Carton keeps the sales coming in. 





Your jobber can supp ply you, or remit $6.37 for each 
assortment, with 


Benjamin Electric Mfg. Co. 
120-128 S. Sangamon St., Chicago 
New York: 247 W. 17th St. 


is name, to our nearest office 


San Francisco: 448 Bryant St. 





TRADE MARK 





























Getting the Second Wind 


(Continued from page 22) 


common sense and a liking for radio can service a set. 
He needs to be more of a salesman than a mechanic, 
for aside from the little and obvious things to-correct, 
it is a case of getting the owner over his bad humor. 
Diplomacy or sales ability is more important than 
mechanics. Every factory will occasionally send out a 
set that is defective, and all worth-while factories make 
good on these. The dealer who has installed a receiver 
and then (if it does not work) exchanges it, has done 
a big advertising stunt, for “Tom, Dick and Harry on 
the Curbstone” do not make exchanges. 
The requirements for the successful merchandising 
of radio today are: 
A store where people come expecting fair treat- 
ment. 
A desire for increased volume and profit. 
A determination not to oversell a product. 
A sales policy based on “reaching everybody in 
the community.” 
A realization that radio is entertainment, well 
worth the price. 
A selection of a reliable manufacturer. 
A determination to keep within reason on time 
payments. 
A policy that forbids acceptance of some one else’s 
junk as part payment. 
A willingness to give the same service on radio 
that would be given on other merchandise. 
The most important of these is the desire for in- 
creased volume and the selection of the proper manu- 
facturer, with, of course, a workable sales plan. 


Radio Club as Publicity 


(Continued from page 30) 


rapidly as the news of the club spread. We had fun 
out of the stunt. I watched the thing very carefully and 
saw how easy it was to develop a radio interest through 
talks and discussions that went on nightly. It started 
with five members and grew rapidly until there were 
about twenty-five or thirty of us coming together almost 
every evening—and some of them were brought in from 
quite long distances by the promise of a friend, who 
was already a member, that “a good time would be had 
by all.” 

We discussed batteries, aerials, circuits, transformers, 
kinds of amplification, loud speakers, tubes, weather 
effects on reception and a hundred and one other things 
about radio that were timely and helpful. 

For three weeks I saw the idea grow, and when it 
was time for me to leave for home I had the satisfac- 
tion of knowing that “our little club” was an interest- 
ing thing for its members and a very profitable stunt 
for that merchant. Since then I have had reports that 
the club boasts of over 300 registered members who 
live in a radius of twenty miles of that store, and 
naturally they wouldn’t think of buying radio—or other 
merchandise—anywhere but club headquarters. 

Really, it’s a splendid non-expensive and profitable 
stunt that most any merchant can put into force, and 
it will work for the small store as well as the large 
one. Getting the proper tie-up between the store and 
the customer is always a problem that has to be solved. 














Trinity Five Tube Compact Cabinet 


50 


(2-T-5) 


Appeals to people desiring a 
high quality receiver of compact 
size. 7'2x6°4x22. Inconspicuous 
on library table or fits into book- 
case. Mahogany finished cabinet 
with rounded edges. . + « « 





Trinity Six Tube Table Model 


Has three steps of audio frequen- 
cy. Pilot light on panel. 5 ply 
genuine mahogany cabinet, 8x 
13x26'%. Drop leaf door. Une 
doubtedly one of the most beau- 
tiful receivers ever built . . . 
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(2-T-61) 





Trinity Six Tube Bio-Phonic Console 


Same as model 2-T-61; installed 
in high-grade console cabinet, 
1414x34 x48. Of 5 ply genuine 
mahogany with Trinity- Beacon 
Bio-Phonic Reproducer built in. 
Spacious compartments for bat- 
teries orelimimators. . .. . 
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(2-T-61 Console) 














When we say the Trinity Line is 


unequalled at the price, we prove 
it by comparison and we make our 
comparison with sets that cost 
from 30% to50% more than Trinity. 


The astounding values which BEACON offers 
are possible only because BEACON is the 
Broadcast Receiver Division of the world’s 
largest radio parts plant. BEACON builds its 
own cabinets, moulds its own bakelite, produces 
its own condensers, rheostats, jacks, binding 
posts, horns, etc., etc. No other manufacturer 
profits on these parts. 


The dealer who enthusiastically exploits the 
merits of Trinity and who associates his good 
name with Trinity performance, can do so know- 
ing that his profits are permanently protected by 
the largest institution of its kind. Trinity values 
will always excel! The BEACON method of 


manufacture is a positive assurance of this fact. 


The Trinity dealer franchise is the most val- 
uable franchise you can obtain. Write to 
us and we will have our local distributor 
prove by demonstration and compar- 
ison why the Trinity Line is unequalled. 


RINITY 


RADIO 


TWO TUNING CONTROLS 
NO SOLDERED CONNECTIONS 
Built Under U.S. NAVY Dep’t Liscense and 88 Patents 
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Address Department E-86 


BEACON RADIO MBG. CO., Inc. 
323 Berry Street, Brooklyn, N. Y. 








Hamilton 


Beach 


Necessary Electrical Devices— 


19 Numbers 


In This Fast Selling, Nationally 
Advertised Profit Line 


Vacuum Sweepers 
Home Motors 

Hair Dryers 

Vibrators 

Drink Mixers 

Sewing Machine and 
Tailor Motors 

Ye H.P. Power Motors 
Tool Post Grinders 
Jeweler’s Lathe Motors 


All of these products are guaranteed 
absolutely and of highest quality. 
They are sold and stocked by repre- 
sentative Jobbers everywhere. Dealers 
find it pays to be a Full Line Dealer— 
It will pay you, too. 


If you're only selling a few numbers ask 
your Jobber for prices and full informa- 
tion on the Full Hamilton Beach Line. If 
you don’t know the Jobber nearest you, 
write us for his name. 


HAMILTON BEACH MFG. CO., Racine, Wis. 








Electrical Business Briefs 


HARLES ALBERT COFFIN, who was president 
(Ce the General Electric Co., from its beginning 

until May, 1922, died at his home in Locust 
Valley, Long Island, July 14. He was 81 years old. 
Mr. Coffin is usually referred to as the man who dd 
for the business side of electricity what Mr. Edison 
did for the technical side. Such was the tenor of the © 
many tributes paid to him by men prominent in the 
electrical industry, other lines of business and in 
politics. Mr. Coffin quit the shoe manufacturing busi- 
ness early in the ’80’s to become connected with the 
Thomson-Houston Co., then interested in manufactur- 
ing supplies for the arc light systems, then the only 
use of electricity except for the telegranh and tele- 
phone. This company was later consolidated with the 
Edison Company at Schenectady, N. Y. and Mr. Coffin 
made president. He accepted a responsibility to de- 
velop the electrical industry as a part of his task and 
wren he retired from active management, the company 
set aside $400,000 to provide awards in his name for 
electrical progress achievements. 





The Sixth International Convention of the Hoover 
Company was held in North Canton, Ohio, last month. 
It was the largest of these conventions; the reg:stration 
was more than 500 and of these 183 were Maximen— 
meaning that they have sold a minimum of 25 Hoovers 
and 25 sets of dusting tools each month for eight 
months. The convention was a regular ga‘hering, 
starting with a parade (which the town peonle cheered) 
with uniformed groups and floats, then came meetings, 
banquets, luncheons, awards of medals, costume func- 
tions, meetings of secret orders and incidents that go to 
make up jolly, profitable international gatherings. 


At a recent meeting of the executives of the ice and 
the electrical refrigeration business organizations and 
companies, the nature of advertising recently published 
was discussed and untrue statements pointed out. The 
executives agreed that the present problem with both 
the ice and electrical refrigeration industries is to 
educate the public to a greater appreciation of refrig- 
eration and that industrial attacks are not conducive to 
that end and all agreed to do all in their power to see 
that only ethical promotion means are used. 





Only one home in every three has a refrigerator, 
Howard A. Lewis, sales manager of the Electrical Re- 
frigerator Corporation, told the salesmen of the Leonard 
division of that company. He said that between 8,- 
000,000 and 9,000,000 homes now have refrigeration and. 
there are about 26,000,000 homes. Until the day comes 
that 95 out of every 100 homes have refrigeration, he 
said, there was no occasion for intensive competition 
between ice makers and electrical refrigeration inter- 
ests. The Leonard Division, it was announced, makes. 
one of six refrigerators sold today. The other divisions. 
of the company are Kelvinator and Nizer, both electrical 
refrigeration units. The Leonard division was formerly 
the Grand Rapids Refrigerator Co. 
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This is the Famous 
Philco Socket Power ‘‘AB’’ 


Runs Any Radio 
Electric Current 


One Retailen im 30days Makes Over*26,000 Chofit! 





New and Complete 
Selling Plan 


We have worked out in 
careful detail the most complete and 
effective selling plan ever offered to the 
retail radio dealer. It has been tried and 
tested and is remarkably easy to carry 
out. It will be given to you in detail by 
your radio jobber. 


This selling plan provides 
for trade-in allowance for the old “‘A”’ 
‘ storage battery, installation FREE—a 
simple matter, and a time-payment plan 
that you can easily handle. Direct mail 
broadsides and advertising of real busi- 
ness getting effectiveness. It is a selling 
plan that will make your Philco Socket 
Power business a big, profitable success. 





Look! 


Important Notice to 
Victor and RCA Dealers. 


Write to us or ask your jobber 
for the full details of the wonder- 
ful new built-in Philco Socket 
Powers for Victrola-Radiolas and 
Radiola Model 28. 


Here is one of the greatest radio accessories 
ever offered the radio dealer and jobber. Retails rapidly for goodly 
sum with liberal discounts. That, means big profits for you. Philco 
Socket Powers sell today as rapidly as radio sets at their peak three 
years ago. 

Philco A and B Socket Power absolutely 
does away with all ‘“‘B’’ batteries, dry cells, the ordinary ‘‘A”’ storage 
battery and chargers. It supplies perfect radio power for any 
make or any kind of radio set. 


No Competition! Liberal Discounts! 
Remember, the Philco A and B Socket Power 


is the only one that contains complete radio power IN ONE 
CABINET —-controlled by one switch! You will have very little 
competition. 

The discounts are very liberal. Ask your 
radio jobber. And remember— each sale runs into a goodly sum 
and your turnover will be amazingly rapid. 


Backed By Tremendous Advertising 


Full pages in The Saturday Evening Post* 


and Liberty Magazine. Not the so-called good-will advertising, 
but written around a specific offer to create immediate sales for you. 


FREE. Every Philco dealer receives, with- 
out one cent of cost, the most complete retail merchandising manual 
ever prepared by an electrical appliance manufacturer. 


Newspaper advertisements will appear in 
your locality, telling the public just how they can purchase Philco 
Socket Powers from you. 


It will be the kind of advertising copy that 


produces immediate sales in your particular store. 


Sign and Mail This Coupon Today 


The dealer franchise for Philco Aand B 


Socket Powers will be worth a lot of money within the 








Easy as Turning on 
the Electric Light 


ONE switch controls 
everything. Snap it ON and 
from the electric current you 
get a strong, uniform flow of 
both “A” and “B”’ power. 
Snap it OFF and the power 
is shut off. The radio is silent. 


No hum. No distor- 
tion. Philco Socket Powers 
supply perfect radio power for 
any make or any kind of radio 
set—regardless of hook-up or 
circuit, or whether home-built 
or manufactured. 


Philco Socket Pow- 
ers are enclosed in handsome 
brown mahogany case. Simple 
to use. Simple to connect. 











Six Million 
Buyers Waiting! 


And they are ready 
to buy today. The fact that The 
Philadelphia Electric Company 
sold 1650 Philco Socket Powers 
in 30 days proves this. 


There are now six 
million set owners and three mil- 
lion new sets will be bought this 
year. Remember, any kind or 
make of radio is wonderfully im- 
proved when connected to this 
famous Philco A and B Socket 
Power. 








next few months. It costs you only 2 cents to get the full 
and complete details. 


Simply sign your name and address to this cou- 
pon and mail it in to us at once. We will then send you the prices, 
discounts, and tell you all about our selling plan in detail. Be the 
first in your community. 


Philadelphia Storage Battery Co. 


Tested, approved and sanc- 
tioned by Victor Talking Ma- 
chine Company 


Special Information 
#@ ‘OFFER COUPON 


Philadelphia Storage BatteryCo. 
Ontario and C Sts., Philadelphia, Pa. 
Dept. 2085 
GENTLEMEN: 

Please send me, without the slightest 
obligation, the full and complete details of 























aati Philadelphia, Pa. your National Selling Plan for Radio 
* 66m 99 66 9° Dealers on the Philco A and B Socket 
Radio A and B Powers, including prices and discounts. 
Name 
Socket Powers pone 








Manufacturers of the famous Diamond Grid Battery 
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+ “They Keep a-Running”’ « 








A Motor You Can Foréet 


Century Repulsion-start Induction Sin- 
gle-phase Motors—widely used on 
refrigerating machines, pumps, com- 
pressors, oil burners and similar appara- 
tus—are practically self-maintaining for 


'\, Horse Power Century Repulsion-Start 
Induction Single-Phase Motor 


at least a year. 


The Century Wool-yarn System of Lubrication as- 
sures proper lubrication fer at least one year of 
24-hour-per-day continuous operation without re- 
oiling. 


(1) 


Filtering properties of the pure wool yarn used in 
the Century Wool-yarn System of Lubrication pre- 
vent dust, dirt and flying particles from reaching 
the bearing surfaces. 


(2) 


Bearing housings are closed—as nearly dust tight 
as it is possible to build them. 


Bearings are made from the highest grade cast 
phosphor bronze with machine-cut figure-8 oil 
grooves—large enough for lifetime service—accu- 
rately machined to micrometer dimensions. 


The brushes touch the commutator only while 
starting; hence the motor cannot produce “radio 
interference” beyond that period. 


(3) 


Built in all standard sizes from ¥% to 40 horsepower— 
temperature rise not more than 40° Centigrade. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


For More Than 23 Years at St. Louis 














14 to 40 H.P. ly to 40 H.P. 

















The Society for Electrical Development, as a part of 
the program of arousing interest in electrical refrigera- 
tion, has prepared a children’s booklet called ‘The 
Magic Box” which will be sold to dealers who want some 
advertising material in addition to that supplied by 
individual manufacturers. The price ranges from 5 to 
10 cents each according to quantity ordered. The book 
is printed in colors and it is made possible because of a 
fund provided by a group of electrical refrigeration 
manufacturers. 





The Radio World’s Fair, conducted this year by an 
organization of manufacturers, will open in Madison 
Square Garden, New York, Sept. 15. 





The Pittsburgh Radio Show, given under the auspices 
of the Pittsburgh Radio Association, will be held in 
Du Quesne Gardens, Oct. 4 to 9. J. A. Simpson, 401 
Bessemer Building, is managing director. 





The Edison Electric Appliance Co, has purchased a 
six story building at 1910 South 52nd Avenue, Chicago, 
thus adding 200,000 square feet of floor space to the 
manufacturing facilities. In addition six acres of 
ground have been obtained adjoining the plant for 
future expansion. The additional space is already 
needed, the company says, as business is running 50 
per cent ahead of that in 1925. 





Westinghouse Electric and Manufacturing Co. has 
awarded four scholarships, carrying an award of $500 
a year each, after examining claims of 52 applicants. 
The young men who will thus be enabled to continue 
their studies are: Robert J. Lockwood and Harry W. 
Thiemecke, company employees and students at night 
school of Carnegie Institute of Technology; William J. 
Morlock, graduate of McKeesport, Pa., high school, and 
Frank M. Redman, graduate of Grant High School, 
Portland, Ore. 





R. S. Ridgeway, formerly vice-president and general 
manager of the Utensils Co., Fort Wayne, Ind., has 
been made general sales manager of the Electric House- 
hold Utilities Co., (formerly Hurley Machine Co.) of 


Chicago. 





Graybar Electric Co. announces the opening of a 
branch at Ashville, N. C., at Commerce and Buncombe 
Streets. H. H. Hix, recently of Atlanta, is in charge. 
Announcement also is made that the Omaha branch will 
move into its own building at 1122 Capital Avenue. 
This building was erected to Graybar plans. Also R. A. 
Stoner, power specialist with the Philadelphia branch, 
succeeds the late E. D. Frisbe as manager of the Scran- 
ton branch. Mr. Stoner was once a salesman for the 
Scranton branch. 





The Forest Electric Co. of Newark, N. J., has changed 
the name of the company to Unitron Electric Co., which 
is the name of the radio products this company has 
popularized. 

Harry Merrithew of 801 Rose Avenue, Dellas, Tex., 
is the new representative of the Thorola radio line in 
Oklahoma, Texas and Louisiana. 








The Trimm Line is Ready 


It 1s Complete—A Speaker For Every Purpose 





The New Trimm Cone 


It reproduces with true definition 


every instrument, every tone, 
every pitch of voice or instru- 
ment, throughout the entire scale 
of audible sound. It brings to 
radio the deeper and higher tones 
so frequently missing from radio 
amplification. 


The Trimm Cone embodies an en- 
tirely new principle of vibratory 
transmission, here used ‘for the 
first time. Unquestionably the 
last word in radio reproduction. 
This will be the season’s biggest 
money maker for every retailer 
and jobber. 


"16 


More Advertising 


The Trimm Sales and Advertising Pro- 
gram is as complete asthe line. As al- 
ways, The Trimm Line will be heavily 
advertised, to trade and public, local 
newspaper advertising placed when rep- 
resentation permits. Consumer demand 
and acceptance for Trimm Products, 
built up for years, will be still further 
increased. 


THIP 
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The Trimm Line for 1926-27 offers as 
always a real opportunity for substan- 
tial, profitable Speaker Business. There 
is a Trimm Speaker particularly suited 
to every set, a complete line of all ac- 
cepted types—at prices to meet the 
wishes of all buyers. 


Better Values Than Ever 


Since the beginning ofthis business Trimm 
Speakers have been noted as outstanding 
values—giving the radio user more for 
his dollar than he could possibly get 
elsewhere, yet always and at all times 
returning to the trade, wholesale and 
retail, a satisfactory and substantial 
margin of profit. This year Trimm 
Speakers, refined and still moreimproved, 
are greater values than ever and your 
profit is assured. 


Trimm Policies Protect You 


The Trimm Policies of providing ade- 
quate distribution and stocks advan- 
tageously located, makes overloading 
unnecessary and Trimm control on cur- 
rent stocks and production assures main- 
tenance of dealers’ profits and the com- 
plete elimination of any possibilty of 
Factory dumping. 


A lifetime guarantee on our products, 
full dealer support and a fair and square 
deal for trade and public, make Trimm 
Speakers easiest to sell and keep sold. 


Let us send you full information as to 
our line, prices, policies and sales pro- 
gram. It will pay you. Write us today. 


HEADSETS 
Professional - - - $5.50 
Dependable - - - 4.40 

PHONODAPTERS 
Giant Unit - - - $10.00 
Little Wonder - - 4.50 

SPEAKERS 
Trimm Cone - - $16.00 
Concert - - - - 25.00 
Entertainer - - - 17.50 
Home Speaker - - 10.00 


(Prices slightly higher west 
of Rocky Mountains) 


Trimm Concert 


The leading high grade 
horn reproducer, still fur- 
ther refined and improved 
for this season. Extralarge 
diaphragm. Reproduces 
faithfully and with tre- 
mendous volume and beau- 
tiful tone every note of 
voice or instrument. No 
finer Horn Type Radio Re- 
producer has ever been 
made. Volconite Horn, 22 


inches high—15 inch bell. 
Famous Trimm Adjust- 
ment for tone and volume. 


$25 











Trimm 
Entertainer 


Slightly smaller than the 
Trimm Concert, a quality 
reproducer medium priced. 
Also has Volconite Horn, 
goose neck type, stands 
19'4 inches high, 12 inch 
bell. Large diaphragm gives 
marvelous sweet, full musi- 
cal tone and wonderful 
volume. Trimm Lever Ad- 
justment for tone and 
volume. 


$17.50 


Trimm Homespeaker 


The most popular low 
priced goose neck 
speaker ever produced. 
Tens of thousands in 
use and every user 
pleased. It out - per- 
forms speakers selling 
at prices twice or more 
the price of Home- 
speaker. Big volume, 
fine tone—athoroughly 
satisfactoryspeaker ata 
wonderful price. Stands 
18 inches high, has 12 
inch bell, real Volconite 
Horn. Factory adjusted 
unit, no blasting, dis- 
tortion or false tones. 
You can make money 
on this one. 


$10 


Send this Coupon ‘Now! 






a7 


TRIMM RADIO MFG. CO. 
24 So. Clinton St., Chicago, III. 


Send me at once full information covering the com- 
plete Trimm Line for 1926-27. 


| SEL TT RIAA SETA eT TE TT 
St. : 
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TRIANGLE 
Armored 
CABLE TOOL 


A Specialized Tool 
To Feature 
In Your Tool Department 





Every man who uses armored cable is a prospect. 
Will you cash in on it? 


You Are Tool Headquarters 
To Every Trade 


This Tool Performs Three Separate Important 
Functions— 


(1) Strips armor from cable quickly without 
injuring the wire—cannot cut hands, clothing or 
the wire. (2) Knife cuts cable, rubber covered 
wire, etc., up to one-half inch outside diameter. 
(3) Pliers function like gas pliers with extra 
heavy leverage. 








Triangle Armored Cable 

Triangle Flat Armored Cable 

Triangle Flexible Steel Conduit 

Triangle Flexible Non-Metallic Conduit 

Triangle Rubber Covered Wire 

Triangle “Triex’’ (Non-Metallic Sheathed Cable) 
wtomobile Tubing 










The above shows the wide range and great sales possi- 
bilities of these Quality Products which occupy a com- 
manding position in the Electrical Field. 


They make wiring easy for the Contractor, thereby 
making sales easy for the Jobber. 


TRIANGLE CONDUIT CO., Ine. 


Factories 


BROOKLYN, N. Y. CHICAGO, ILL. 


General Offices: 
Dry Harbor Road and Cooper Avenue, 
Brooklyn, N. Y. 
In Canada—Canadian Triangle Conduit Co., Ltd., Toronto. 








58 


Modern Home Electrical Show 
(Continued from page 19) 


interesting little stage that was equipped with power 
lines and other facilities for making demonstrations. 

At nights, radio talks were given on a program of 
subjects, such as wiring, uses of modern electrical 
appliances, home lighting, and so on. 

All Kaufmann and Baer asked of the crowds in return 
for the intensive educational campaign was that they 
fill out and sign a card. Sixteen electrical appliances 
were listed. They were asked to check such appliances 
as they already had. At the bottom was room for two 
lines. On the upper line, they were asked to check the 
appliance they like best; on the lower line, they were 
asked to check the appliance they would like to have. 

Five thousand cards were filled out, signed, and left 
at the K. and B. desk. Said Mr. Kaufmann: 

“Our solicitors will call on each of these families, 
and the names will at the same time constitute a brand 
new mailing list, as a large number of them were 
persons unknown to the firm.” 

“We were not after sales at the present moment; our 
thought was an intensive educational campaign that 
would produce results in the months to come. With 
us, it was a case of building for the future, and in that 
sense, it was good for the light company as well as 
ourselves.” 

It should have been stated in this connection, that 
the inducement to persons to sign the cards was the 
opportunity to guess on the little light bulbs inside the 
big one, which offered a prize of either an iron or 
toaster. 

Another cooperating agency was the Congress of 
Woman’s Clubs which indorsed the show strongly and 
sent out 5000 notices to members. 

The illumination on the first floor of the store dur- 
ing the week of the show attracted much favorable 
comment. There was a large circle of revolving lights 
in colors; the effect was beautiful. A series of spot 
lights played on the elevators all day producing rain- 
bow effects. These could be seen from every part of 
the first floor, and were sufficient to cause any one to 
ask about, it. Persons who inquired, did not go out 
of the store without taking time to go and see. 

Speaking of sales, Mr. Kaufmann made it clear that 
slight effort was made to sell electrical goods, as every 
member of the electrical perscnnel was chiefly engaged 
in educational demonstration. Questions were repeated- 
ly invited and answers were made again and again, as 
in regular school work. The idea that where there is 
information, there will be interest, prevailed. So, the 
week was given over to this educational work. 

An interesting incident in connection with the sur- 
prises that came to the notice of the managers, was that 
of a downtown business man who declared himself 
amazed to see how slight was the actual cost of the 
electric fan in his office. He studied the meter as the 
fan was operated and became an apt student. Similar 
surprises were manifested as other persons watched 
the meter while a washing machine, an ironing machine, 
a dishwasher, a curling iron, and a vacuum sweeper 
were in operation. 


Sell the system 
of electric refrigeration that costs 
you the least to service 





No other electric refrigeration system 
costs so little to service as COLDAK 





IX hundred Coldak machines, in operation 

from two to six years, were checked to 
determine service costs. The result showed an 
average service cost less than half that of 
other machines! 


One Coldak machine running for four years 
and ten months—carrying an extra heavy load 
equivalent to twelve years of continuous opera- 
tion—was taken down and checked for wear. 
The greatest wear on any part was only 6/10 
of one thousandth of an inch! Eleven other 
points showed only '/2 of one thousandth of an 
inch wear. 

The long life and low service costs of Coldak 
are due to the rugged construction and sim- 
plicity of the Coldak machine. There are no 
belts, pulleys, pistons, crankshafts, reduction 
gears or reciprocating valves. Coldak has the 
least number of parts with which perfect refrig- 
eration can be supplied under all conditions. 
Simplicity—fewer parts—less to wear—less to 
service. 


Coldak has been giving years of satisfactory 
service in hundreds of homes and apartment 
houses. The superiority of Coldak over other 
types of electric refrigeration was so evident 
that the services of the J. G. White Manage- 
ment Corporation were secured to direct plans 
for the increased manufacture and distribution 
of Coldak. 


Coldak is now closing with dealers of the 
highest type. Commanding newspaper- 
consumer advertising 1s already under way 
in cities where Coldak dealers are now in 
business, and is being expanded as rapidly 
as new dealers are appointed. 


Dealers selected to represent Coldak will 
be given territorial protection. They will 
have the advantage of an exclusive franchise 
and of a complete line with outstanding 
selling features in THREE FIELDS — House- 
hold, Commercial, and Apartment House 
refrigeration. Get the facts about Coldak 
today. Mail the coupon below ' 


COLDAK. 


CORPORATION 
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Help Swell Fall Sales 






Famous Aladdin “No. 74’’ 


Desk 
Flex 
Lamp 






















During September our na- 
tional advertising features 
this lamp so widely popu- 
lar as a study lamp, read- 
ing lamp or desk lamp and 
general utility. Order now 
and be prepared for the 
profit possibilities which 
“No. 74” and other Alad- 
din Lamps unquestionably 
offer. 


Write today for complete 
catalog and full particulars 


No. 74—Verde Green, Pompeian 
Bronze, or Statuary Bronze _ with 
metal shade. A very popular number 
due to its adaptability to the office, 
study and home. 


quantity price 
Packed in in- 


A sample at $2.16 net; 
in lots of 12, $1.80. 
\ dividual cartons. 


ALADDIN MFG. CO. 
601 East 18th St. 


Muncie. Indiana 
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Tonight” 
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Buying Rules Insure Sales 
(Continued from page 39) 


It is safe to say, wherever you may be located in this 
United States that you need to consider seriously only 
the following period styles: 

Modern. 

Early American. 

English (Georgian periods). 

Spanish (iron and peasant pottery lamps). 

Italian (very little except glass and pottery). 

French (only modern and Directoire styles). 


If you force your manufacturer to label the lamps 
you buy, marking the period style, you will facilitate 
selling. You will give your women customers what 
they want and you will protect yourself. If your manu- 
facturer will not mark the lamp with the period style, 
you may rest assured it has no style, and then you 
do not want it any more than if you are a lover of 
Jerseys or Guernseys you want to buy one which is not 
“registered.” 

After considering how and where a lamp is to be 
used and with what style decoration, remember that the 
sale of the lamp should be merely a means to an end, 
not the end. If you sell lamps for the service they 
render; because they will help women in their big job 
as home makers and character builders, you will be 
pleasantly surprised to see your net profits mount as 
the service you render grows. 

Women must always be essentially feminine, appeal 
to the maternal side and you win every time. How 
can lamps help women to be better wives and better 
mothers? 


1. By protecting their babies’ eyes, the most delicate or- 
gan we possess! 

2. By safeguarding every member of their households by 
eliminating eye strain, which causes many nervous dis- 
orders, indigestion and irritability, which causes more 
unhappiness and more divorces than any other onc 
thing in the world. 

3. By bringing beauty into the home, and as the soul needs 
beauty, just as the body needs food, this is not a small 
matter. 

4. By using many lamps, women have flexibility in light- 
ing, eliminating monotony, the bugbear in woman’s 
life. 

Stop buying lamps at random, buy with a reason and 


your buying public will quickly respond! 





The merger of the Globe Phone Mfg. Co., Boston, 
and Reading, Mass., and the Technolian Corporation of 
Boston, has been announced, and in the future will be 
known as the Globe Technolian Corporation, with fac- 
tory and executive offices at Reading, Mass. The Globe 
company has been building sensitive sound reproducing 
and receiving instruments for the deaf for about twenty 
vears and in 1922 entered the radio field making head- 
sets and loud speakers. The Technolian Corporation is 
an outgrowth of the Irving W. Kimball Laboratory of 
Boston, manufacturers of speakers and combination 
radio-phonographs with special inbuilt speakers. 





One Objection 


Housewife: ‘We are going to get an electric washer, 
so we won’t need you any more.” 
Laundress: “All right, lady, but an electric washer 


don’t give you no gossip.” 











Be ready for an early fall 
Stock Star-Rite Heaters 





All signs point to an early fall. Farsighted 
dealers will be ready for the first chill days with 
a complete stock of reliable STAR-RITE Elec- 
tric Heaters. STAR-RITE quality is of the 
same high excellence as ever, STAR-RITE 


prices are even lower, thus affording greater 
value and producing bigger sales. 


STAR-RITE 


Minute Man 


$4.25 


In Canada, $5.00 


STAR-RITE 
Model ‘*C” 


$6.50 
In Canada, $7.50 


A small, efficient heater for 


nursery, bathroom or small bed- 
room. Removable Nichrome ele- 
ment, pure copper 11” heat 
reflector, sturdy wire guards, and 
cast iron base. Complete with 
cord and plug. — 


This is the big STAR-RITE 14” copper 
bowl heater that sold last year at $7.50. 
Has genuine Nichrome removable heat- 
ing element, heavy wire guards, cast iron 
base. Complete with cord and plug. 


STA 


ELECTRICAL NECESSITIES 
FITZGERALD MANUFACTURING CO., Torrington, Conn. 
CANADIAN FITZGERALD CO., 95 King Street, East, Toronto, Ont. 

















Electrical Goods Section 61 

















Correct Plate Voltage for the 
Radio Set 





No Hum—No Vibration 


Eliminates dry battery troubles. First cost the only ex- 
pense. Operates from house lighting current. Uses 
Raytheon tube which produces smooth constant current 
with sufficient reserve power for set of any number of 
tubes including the new power tubes. Remarkable results 
on local and distant stations. 

For Full Data Write the Manufacturers 


State and 64th Sts., Chicago 
Makers of Burns Loud Speakers 




















To Sell at a 
Popular Price— 
With a Liberal 
Profit for You 














High grade, distinctly €lectric Soldering Jron 
new and of improved 
design, this iron is elec- 
trically and mechanic- 
ally correct in every re- 
spect. An absolute 
household necessity. 


Hard floating’ ele- 
ment. Lavite core. Ni- 
chrome resistance wire. 
Separable attachment plug. Six foot asbestos in- 
sulated heater cord. Ventilated shank. Full nickel 
plated. Unconditionally guaranteed on 110 to 120 
voltage A.C. or D.C. Capacity 85 watts. Attractively 
packed in individual cartons and counter display 
boxes of %4 doz. 


List $1.50 


You can quickly cash in on this high qual- 
ity, low price soldering iron. Ask us, TO- 
DAY, fer interesting details. 


THE PAL RADIO CO., Inc. 


1204 Summit Avenue Jersey City, N. J. 




















62 


The Laundry Scheme 


(Continued from page 21) 


urdays, and even Sundays, if necessary, to make them 
buy them for their wives.” 

A few days later, after artisans had finished working 
on one of the vacant bungalows, it blossomed forth one 
morning as a branch of Bangup’s. A display of table 
appliances, cleaners, toilet accessories and the like, and 
most important of all, a demonstration home laundry 
that washed clothes at regular wet wash rates and re- 
turned coupons good for half the amount of the laundry 
bill if applied upon the purchase of a washer, provided 
it was bought before the end of that month. 

Electric irons were rented and sold. 

In the kitchen and dining room waffles, coffee, and tea 
were prepared electrically and sold at fair prices. 
Coupons good for small amounts toward purchase of 
appliances also were distributed. 

Around the laundry were signs reading: 

“Damm Spots” Outed Electrically 
Bangup Laundry Service 
“Your clothes washed while you’re swimming.” 
and 
Bangups’ Electric Laundry 
A practical demonstration of home laundering 
Sanitary—Reliable—Economical 
Bring your wash here 

And in the hall where anyone entering could not 
but see it hung a sign reading: 

Opening Evenings and Saturdays 
Bring Your Husbands With You 

The newspaper advertisements were addressed 
alternately to women and men—they were so worded 
that they told the truth to men whose wives were with- 
out electrical appliances, but they did it without 
offending good taste. There were no scare headlines, 
just plain facts about conditions in the old-fashioned 
home and what they could be with electrical helpers. 

Sally came home late the first day of Bangup’s open- 
ing at Beachville, but the family was still waiting 
up for her. And Joe Werner, Sally’s brother-in-law, 
an electrical contractor and dealer was by no means 
the least perturbed among them. 

“Where in the name of Peter do you get these bugs, 
Sally?” he demanded the moment she entered. 

“Keep my ears, eyes opened.” 

“But so do I.” 

“Probably—but not for the same signs.” 

“I wish you’d tell me this—how can Bangup afford 
to do this stunt and remit half the amount of the 
laundry bills and other bills as an allowance toward 
the purchase of a washer or other appliances? 

“Because the stuff in use is all demonstration goods; 
because, too, it’s good publicity and costs far less to 
market with such quick turnover,” she explained. 
“We’ve sold four washers, two ironers, ten irons and 
quantities of other small stuff today that we’d never 
have sold from the store. 

“We put the goods where men simply had to see them 
—and believe me—the husbands who have been pulling 
this line of ‘not having time to go into shops’ to investi- 
gate the appliances and the ‘stores not being open 
evenings’, are getting the shock of their lives.” 














AUTOMATIC ( 








REFRIGERATION 








“Firsts” that prove Servel leadership 


NERVEL was first to develop a domestic 
\Y electric refrigerator using methyl chloride, 
the coldest domestic refrigerant. 

Servel was first to interest the electric light 
and power companies in electric refrigeration 
in a big way. (Now more than 1400 central 
stations sell Servel.) 

Again, Servel was first to recognize the im- 
portance of building the unit and refrigerator 
together, and, thus became the first to acquire 
its own refrigerator plant. 

The first company to acquire a copper-tubing 
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mill and manufacture its units complete, with 
the exception of the motor, was Servel. 

In engineering and manufacturing, in mer- 
chandising and advertising, Servel has set the 
progressive policy. 

Where courageous heart is matched by far- 
seeing eye, look there for leadership. 


THE SERVEL CORPORATION 
S1 East ¢2nd Street, New York 


Salt Lake City 
Seattle Dallas 


Boston Detroit Minneapolis 
San Francisco 


London, England, Servel, Ltd. 


Chicago 


Atlanta Los Angeles 








Show This Convenient 
Light! Aside from the saving of 


current, Anylite Regulators 
combine a convenience and a safety feat- 
ure constant users have learned to value. 






They save groping in the dark, barked 
shins, bumped noses and heads. Prow- 
lers will stay away from any house that 
shows a light burning. That’s a safety 
first feature that should be 
suggested to every customer. 


if 5 i -_ Anylite Regulators 
| are invaluable in sick 


rooms, bath rooms, 
halls and stairways. 
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Write for Prices 
and Particulars 


ANYLITE 


Electric Co. 
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COLLYER 


A New Armored Cable 
STRONG, FLEXIBLE 
and Easy to STRIP 


This new Collyer Product has features that appeal 


to every contractor. Its high quality guarantees 
perfect service on every installation. 

Sell this new cable to your customers and you'll 
do more than make a good profit—-you'll make 
friends. 


Write for full information. 


Collyer Insulated Wire Co. 
Pawtucket, R. I. 














Some Things 


Every Salesperson 
Should Know 


JYLECTRICITY is often spoken of as giving instan- 
E; taneous service. To all practical purposes it does, but 
actually not. Electricity flows along the wires which 
conduct it from the service company’s manufacturing plant 
to the appliance at the rate of 186,000 miles a second. 
So far as our mental grasp of distance and time is con- 
cerned, that is instantaneous service. 

Naturally any force or energy that moves with this 
rapidity has other powers that are equally astonishing. 
Like all things that are speedy, electricity seeks the path 
of least resistance. This is true of a speeding automobile 
or any other effort at speed. The driver sending his car at 
75 miles an hour, fears a depression or an elevation in the 
road much more than the driver going at a low rate of 
speed. 

This supplies a reason for so carefully preparing the 
path or speedway for electricity. Everyone knows with 
what care the wires for transmission are prepared. Care- 
fully made wire is obtained; it is well insulated, and ex- 
perience has taught that even this well insulated, quality 
wire must be placed with the utmost precaution. 

For instance, in wiring a house, the wiring expert is 
careful to place the wires the proper distance apart and 
to add extra porcelain insulation where the wires go 
through walls or come into contact with building materials. 
This is because of the inclination of electricity to follow 
the path of least resistance. In careless wiring, where 
insulation may be poor, it would be easier for the current 
to jump from one wire to the other and return to the ser- 
vice station or generator than to proceed through the motor 
or heating element. 

This jumping from one wire to the other is what causes 
“short circuits,” and this is the great danger in the ordi- 
nary handling of electricity. Short circuits, due to im- 
proper wiring or to some one using tools recklessly in re- 
pairing or making changes in a building, cause many fires. 
In the main, the danger of improper wiring is past. Years 
ago when electricity was not so well understood, some wir- 
ing men tried to slight their work but after a time these 
men could get no more business, for the fire departments 
had a way of tracing such fires. Also the electrical indus- 
try has interested itself in the adoption of municipal codes 
that practically insure safety in electrical wiring. 

The short circuit becomes of importance in handling ap- 
pliances through the use of cords. Quite disastrous expe- 
riences can be caused by the careless handling of cords. 
There is a way to attach and remove a cord that is per- 
fectly safe and will insure long life for a cord. Then there 
are many ways of attaching, removing and storing them 
that make for danger and risk. Every user of electrical 
appliances should understand that the heavy insulation on 
appliance cords are solely for the protection of the user. 
Any break in this insulation is dangerous. 

Usually the trouble starts by the person using the appli- 
ance taking hold of the cord itself and jerking it out of 
the appliance. Doubling the cord sharply and putting it 
away with twists or kinks in it breaks the insulation and 
makes a short circuit possible. 

The cord, when put in use, becomes a part of the hidden 
circuit that carried behind the walls the current from lamp 
to lamp or to appliances. This circuit is known as an 
open circuit, because it can be broken or completed by 
turning the button that turns the current through the lamp 
or the appliances. The washing machine motor, the heating 
element in the toaster, the resistance filaments that glow 
in the lamp, all become a part of the circuit when in use. 

A closed circuit is one that is built permanently. A loop 
of wire without a break in the wire is a closed circuit, 
or a wiring arrangement to include a lamp or a motor that 
cannot be turned off would be a closed circuit. 
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Write to Publicity Department, 
National Lamp Works, Nela 
Park, Cleveland, and ask about 
the agency plan and the four 
Star Method of Merchandising. 








a 
~ Harvest time for 


Empty Sockets 


MPTY lamp sockets — there is a crop that 
grows dollars for you. 


The crop has been ripening all summer, due to 
lamps burned out—lamps moved from one socket 
to another—lamps broken and not replaced- 
to lamp purchases put off until indoor days and 
long evenings are back. 


You can reap your share of this harvest 
by selling the New Standard Line of inside 
frosted National MAZDA lamps. This new line 
is better for the user, therefore better for you— 
easy to sell, conserves time and shelf space, and 
has behind it a tremendously helpful advertising 
campaign and a merchandising plan which will 
not only boost the sale of lamaps, but of every 
other line as well. 


€) NATIONAL @ 


MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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Added to the 
GraybaR 


family: wl Aan 
lroner 
plus / 


To dealers who have wanted 
to give exceptional value with 
' their merchandise —here’s the 
new Graybar ironer plus. 
Plus a porcelain table top, for 
one! (At right, the ironer in ac- 
tion. At left, the same ironer, 
now a good-looking table.) 
Just a few more of the Gray- 
bar’s “plus” features are: All 
electric — No special wiring re- 
quired— Automatic controls (for 
finger and knee)—Emergency 
release—Special safety feature 
(in ordinary operation hot shoe 
cannot be brought in contact 
with roll unless roll is revolving) 
—FPatented pressing feature — 
Full open end roll—Ironer built 
low (no special bench required). 
And reasonable price and 
Graybar’s guarantee of quality 
—an unfailing sales combi- 
nation! 








Offices in 56 Principal Cities 
Executive Offices, 100 East 42nd St., New York 


Successor to Western Electric Supply Dept. 
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YOUR PROFITS 


with the 


JEWEL, 


ELECTRIC VACUUM CLEANER 


3 344-75 


complete 
ATTACHMENTS FREE! 































The only quality 
cleaner retailing at 
$44.75 (attachments 
FREE) and offering 
you a good profit. 

Not sold to direct-to- 
consumer Mail order 
houses either under its 
own name or any other 
name. 


$44.75 (attachments FREE) is the lowest price ever asked for a cleaner with such quality features 
as: 14 H.P. air-cooled motor, 8-blade aluminum fan, full 14-inch aluminum nozzle with long points 
which get into corners, rear roller adjustment—a double, detachable soft-hair brush. . 


This fact enables JEWEL merchants to sell to all three markets: 
(1) Those who buy on price alone. 
(2) Those who buy for quality. 


(3) That large “in-between” market which has been waiting 
for “more for its money.” 


In addition to tripling your sales opportunities, JEWEL Quality and low price guarantee customer 
satisfaction and freedom from servicing risks. 


You can build a volume “store” business without house-to-house salesmen with this Bigger, Better 
Cleaner at the lowest possible price. Send for a sample JEWEL. If your jobber cannot supply you, 


write us direct. 


Guaranteed for 2 Years 


CLEMENTS MFG. CO., 608 Fulton Street, Chicago, Illinois 














()rder now — 
there’s a 
clear road ahead 


In any race, only the man who plans ahead can win. The radio 
dealer has had a great handicap, because the future was too 
full of doubts, and advance planning was a gamble. This is 
no longer true—not for the RCA Authorized Dealer. 


The RCA dealer knows today the models that he will have for 
sale straight through the year. He is fully protected against 
a price-drop. He can order his stocks now—make his plans 
for his fall and winter business—be ready a jump ahead of 
the man-who-can’t-take-a-chance! 


Put in your fall orders—for the whole season— 
right now—and get deliveries when you want 
them. Write us now for help in your advertising aN, in 
plans. The big RCA campaign 1s ready in advance. 
RADIOLA 26 You can plan your tie-ins now! 
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| The sign that sai the 
_ leading radio dealer in 
every community. 


RCA LOUDSPEAKER RADIOLA 20 RCA LOUDSPEAKER 100 RADIOLA 30 


LA“ Radiola 


* THE: MAKERS: OF: THE - RADIOTRON 
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